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Specialists i as 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds avaiiabie. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers... Cutters 


29 EAST MADISON STREET + CHICAGO 2. ILLINOIS + PHONE: ANoover 3-7447 
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THE JEWELER AND THE TRAVELERS 


Cath in on the Culture of the World 
Travel Paths Lead to Your Front Windows 
The World Under a Jeweler's Roof 


MERCHANDISING AND PROMOTION 


A Jeweler Builds His Market 

They Won't Stand Still 

The Silhouette for Spring ; 
Put Your Heart into Your Valentine Windows | 
Promotion for New Customers 

Thinking Big in a Small Town 


TABLE TOP FASHIONS 


Table Top Fashions and Home Accessories 
Chine, Glass & Giftwares 
Parties Pull for Profit 


GENERAL 


The JVC Calls for Financial Support... .. 
JEWELERS’ CIRCULAR-KEYSTONE 1966 Editorial Index 
A JC-K Aid to Selling Fine Jewelry 


TECHNICAL 


Baroque Stones: New Opportunities for Jewelry Creation 
Workshop Questions and Answers..... 


DEPARTMENTS 


Speaking of the Jewelry Trade 
They're New 

Briefly--The News in Brief 
News 

Coming Events 
Manufacturers’ News 
Editorial 
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CIRCULAR-KEYSTONE 


WELLE AS 


THE COVER 


Americans’ growing interest in travel 
and their willingness to spend money 
add up to an unbeatable combine- 
tion for the retail jeweler. As the 
series of articles beginning on page 
66 shows, jewelers, foremost among 
businessmen, are in a position to 
capitalize on this phenomenon, for 
their stores are literally crammed 
with gifts that reflect the world's best 
taste and best design influences. 
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8350 X Single heart design. Appropriate setting for wed- 
ding or engagement ring ~~ or gift ring of any kind. Wire 
stand tilts case for display, swings flat when not needed. 


7850TX Miniature replica of an antique French Provincial 
jewel chest. Exquisite presentation for one ring of two. 





7950TX Popular twin heart design ——- for one or two rings. 
Removable wire stand tilts case at display angle, swings flat 
when not in use. 
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INSPECTION 


Gold Filled stock that is READY-TO-RUN 
is o must for o manufacturer operating on a tight schedule. 
This is o plus-value when you order from 
General Plate, first to learn the secrets of top 
quality through engineering research. You can 


depend on a General Plate product. 


1a 


METALS & CONTROLS CORPORATION outa 


This government mark may read 
10, 12 or 14 Karat Gold Pilied or “G.F.* 


OFFICES: ATTLEBORO °* NEW YORK © CHICAGO + LOS ANGELES 
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Winning the acclaim of 
manufacturers, wholesalers %* 
and retailers everywhere 


Everyone who has seen these new settings, everyone 
who has shown them to retailers, everyone who has 
7 presented them to consumers . . . everyone who 
: recognizes this new way to add 
momentum to diamond selling 
is enthusiastic about “Spectacu- 
y light’! Just you SEE it! 


the amazing new 


i Gy oe 
diamond settings 


10, 11 or 12 melee ingeniously surround the cen- 
ter diamond to create the illusion of four times 
the actual weight and about twice the spread. 


















LOOKS LIKE 
THIS DIAMOND 
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3 | 4 rHese »* 
No. 195/4706 (Engagement 

ring). 

No. 45/4706 (Wedding ring). The % ct. spread and the | ct. spread are available 
for use with lock sets as well as conventional sets. 
Any of the above sizes of settings can be used on 


any of the ring styles illustrated or on most of the 





comparable rings we manufacture. 
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% CT. SPREAD 1 CT. SPREAD 1% CT. SPREAD 2 CT. SPREAD 
08 to .1!1 center .17 to .19 center! .24 to .26 center , .26 to 31 canter 
No. 195/4985/2 (Engagement 10-.01 melee 12.01 pt. melee | 11-01% melee 10-.02 pt. melee 


ring). No. 4886/2 (Wedding ring) 
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1/150 to 1/100 pt. melee 
FOR MEN'S DIAMOND RINGS 
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10% M/M 
No. 2011/1 No. 2011/72 
O08 to .11 center 17 to .19 center | 24 to 26 conter 28 to 3) center 
10-.01 meiee 12-.01 pt. melee 11-01% melee 10-.02 pt. melee 
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MAT SERVICE with ali 


orders for complete ring mountings 





No. 195/4991/13 (Engagement 
ring). Mo. 4591/13 (Wedding 


ing). 02 to 03 pt. melee. , : 
ring 0 ao Distributed through Complete ads, ready for insertion in news 


Leading Wholesalers papers by retailers, are now available. 


LF, 3 —— Cr» Creators, Designers and 
i($ a me Manufacturers of “Perfect Ring Findings” 


>) VARIAN BUEICHER, NM 


136 W.52nd ST., NEW YORK 19, N.Y. 
OFFICES IN CHICAGO AND LOS ANGELES oo 
Man's ring No. 9073/2011/4 STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


























Waterman's cf F 


the only fluid-lead pencil that 


First introduced in National Advertising as 
a companion piece to Waterman's C/F*, the 
cartridge-filled fountain pen, Waterman’s 
Convertible is catching on as a top 
attraction in its own right. 


Through the simple use of interchangeable 
cartridges this ingenious writing 
instrument becomes a fluid-lead pencil 

or a ball-point pen in the wink of an eye. 
No other writing instrument has 

such versatility ! 


ae ee 


it’s a pen! 


Convertible 


‘‘converts’’ to a ball-point pen 


The Convertible comes in attractive Onyx 
Black, Teal Blue and Burning Sand Colors. It 
retails from $4.00 to $7.50' ... and is available 
only to Waterman Franchise Dealers. (If 
you’re not in that select circle, don’t despair. 
See your Waterman representative today.) 


For the customer who wants something new 
and different, both beautiful and practical, 
there’s no better buy today than Waterman’s 
C/F Convertible, alone or in combination with 
Waterman’s famous C/F Fountain Pen, 


*patent applied for 
tplus tax 


WATERMAN PEN COMPANY, INC., Seymour, Connecticut 
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THE UNEXCELLED IN PRECIOUS METALS 
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NEW rrom J-B 


The ALL-OUT EXCITEMENT 
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ALL-OUT ADVERTISING EXCITEMENT! 
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in every phase of WATCHBAND SELLING! 


..- AND LOOK FOR EXCITING MONTHLY 
ANNOUNCEMENTS OF THINGS TO COME! 


NEW EXCITEMENT IN DESIGN 


New leather-and-metal combinations ... a host of fashion firsts with 
emphasis on the unusual, the breath-takingly smart... new, exclu 
sive, easy-to-sell product features . . . made in every material. . . 
including some so secret we can't even tell you about them yet! 


ENCHANTRESS: ialove) genuine alligator in high-fashion colors, with 


the elegane e of curvette links 


SIR LANCELOT: ibelow) wrist-hugging mesh combined with classi 


architectural links 


Sse ene ' 
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ON TV: STOP THE MUSIC 


The magic of a great show that guarantees trathe because customers 
must come into your store to participate! And Bert Parks lends 
his prestige, popularity and personality to your store in window 
and counter material that's yours for the asking! 


NEW MERCHANDISING EXCITEMENT |! 


A world of exciting material . . . point-of-sale displays . . . mats 
keyed to your best-selling events... all with a fresh new look and 


fresh ideas ... with one basic idea in mind: to help you sell! 


AND A NEW, NEW ADVERTISING IDEA! 


For the first time ever, the emphasis is on your customer's most 
treasured possession ...on your bigger unit of sale... on the watch 
itself! “Enrich the Beauty of your watch with a watchband by J-B” 
is more than a command .. . more than a potent appeal... it's a 
philosophy of selling for faster, easier profits! 


Ke sure to see the exciting new J-B line! Be sure 
to ask your distributor salesman to show you 
the new excitement from J-B! You'll be 

glad you did! 


JACOBY-BENDER 
Northern Boulevard 4 62nd Street 
Woodside 77, Long isiand, N. Y 
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IN MY WATCHMAKING PROFESSION— 


You recognize these “tools,” of course! These are the technical bulletins, supplements to the official catalogues, 


official watch vepaw parts packages and service aids that make up the Swiss Official Repair Program. This is 
the program which gives the watchmaker information about all Iypes of quality watches... helps him properly 


service these Swiss yeweled-lever timepieces to the satisfaction of every customer, 


How many of these “tools” do you use in your store? 


Factory symbols and reference numbers for the 
movements and parts used in the universal 
identification method ofhetially established 
by The Watchmakers of Switzerland in 1948 


are the heart of the Official Repair Program. 


Modern packaging of watch parts js another Swiss 
contribution to watchmakers. Genuine Swiss 


parts come in heavy sealed aluminum foil 


with transparent plastic or cardboard covers 
to eliminate moisture and dust. These ofh- 
cial packages identify the parts contained 
inside as genuine—ending the need for time- 


consuming fittings, grindings or alterations. 


Supplements to the Official Catalogues keep the 
watchmaker informed about new Swiss 


jeweled-lever movements. 
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THESE ARE MY OTHER IMPORTANT “TOOLS” 





The keys to today’s modern watch repair are the 


many technical bulletins published by The 


Watchmakers of Switzerland. They describe 
in detail the assembly, disassembly, casing 
and servicing of such modern Swiss watches 
as the sell-winder...calendar...and chrono 
graph. Other bulletins are published as new 


watch advances are made. 


The most thorough dictionary of watch parts! 
This compilation includes detailed illustra- 
tions, correct terminology and official num- 
bers for practically all parts used in Swiss 
movements. In four languages—English, 


French, Spanish and German. 


Repair for Profit Round-Tables! Informative 
group talks sponsored by local or regional 
material houses in cooperation with The 
Watchmakers of Switzerland. In discussion 
groups, the watchmaker is able to talk over 
the latest in servicing and merchandising 
techniques for his Service Department 
with other watchmakers, horological and 


merchandising experts, 


“Watch inspection Time.” This promotion puts 
the spotlight on your Service Department 
to build trathe and profits all year long by 
convincing your customers to “Come In 


loday For Your Time-Saving Inspection.” 





OTHER IMPORTANT AIDS 
FROM THE WATCHMAKERS 
OF SWITZERLAND INCLUDE: 


® Booklets and Sales Aids 


® Speakers’ Kits for Association 


and Guild Use 
® lechnical and Sales Iraining Films 


® Watch Charts 





Write to The Watchmakers of 
Switzerland Information Center, inc. 

730 Fifth Avenue, New York 19, N. Y. 
—the question-and-answer headquarters for 

America’s watchmakers and jewelers — 
for service information about modern 
Swiss jeweled-lever watches and the 


Official Repair Program. 


These “‘tools’’ can help you and 


your store profit more and 


build up your Service Department. 





"For the gifts you Tl} ge with pride 
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FLASH REPORT 


Operation Cherub 1955 








More than 3,000 top retailers took 
part in Operation Cherub! 

They participated in more than 100 
retailer meetings all over the country! 


They displayed more than 20,000 
Cherub figurines and more than 
25,000 Cherub mobiles! 

They received newspaper support from 
a special supplement mailed to every 
U.S. daily paper! 

They broke sales records in store after 
store after store! 


The first industry-wide promotion of 
its kind ever staged, Operation Cherub 
is a vivid demonstration of the power 
of the Post to move merchandise at the 
retail level! Plans are already under 
way to repeat this record-breaking 
promotion next Christmas. Plan now 
to put the power of The Saturday 
Evening Post to work'tor you in 1956! 


—gets to 


the heart of America 
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| COAST-TO- COAST . 
; REPRESENTATION | : 
, SHOWROOMS: | | | 
eligtaleloh 7 angels CHICAGOMeérchandise Mart ; Br 
i | | NEW YORK—225 Fifth Avenue 
Se LOS ANGELE$—Brack Shops 
- *~ ” na —SCDALLAS--Merchandise Mart 
| : = MIAMI—46 SE Eighth St a 
a | : : 
| mm. i | 
Gay little charmers to mark 
her birth month. Modeled from : 
fine white porcelain. Hand @ 
decorated and stipled with 
gold. 4% tall. | | 
$6.00 per doz. 
Min. pack—one doz. 
: 
. , a ~ & 
GEO. ZOLTAN LEFION, Imports | 
All Imports are shipped: : | 
- : v2 See Moet Meelis | MAIN OFFICE and SHOWROOMS 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 1560 Merchandise Mart 


COMPLETE CATALOG 


Chicago o ile 


F.O.B. Lefton-Pacific inc., Los Angeles Warehouse 
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No YO relate ale 


48) 


PROTECTED BY LETIERS PATENT 


B. A. BALLOU & CO 


6) PECK STREET 
PROVIDENCE 2, ®. | 


it 


The 
sensational 
Ballou 
rotor 
type 
safety 
catch 
originated 
especially 
for 
the 


costume 


jewelry 


trade. 
Suitable 
for 
hard 
soldering, 
No. 9OL 
designed 
for 
hot 


nickel. 
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SERIES 800 











Write for Free lustrations 
of Various Styles 




















carat REFINERS & SMELTERS . _ WARS 
cous 6° FOR HALF A CENTURY PALLADIUM 





For Best Results Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © ##Phone JUDSON 2-3095 ©@ New York 19, N. Y. 
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A Continuous 


No. 9188 x Pat. Pend 


a> Flow of 
New 


mam Chain Designs 


Pat. No. D 172072 Each year we manufacture many 
new, original chains. Every one 
a ————— ee fulfills a specific purpose in jew- 
— all _— elry manufacturing. To protect 
—=— i aE you from inferior imitations, we 
No. 9249X — Pat. No. D 174789 apply for Patents whenever 

necessary. 


» ee Le,” my | 
#.. 7 | a A 


No. anita Pat. Pend ‘. 35 years of manufacturing 
Quality Chains 


No. 8103X — Pat 


No. 9182x 


— yr go gy ARMBRUST CHAIN COMPANY 





PCE OR LL LTH NEW 


elephone Wis 


PAY BV? 


Neo. 8102% Pat. Pend 


Sold only to MANUFACTURERS 
of Jewelry and Allied Trades 
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SOUTH OF THE 
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Cr fast-selling MO | 955-56 
POWER PACKAGE Lx... 


that retail jewelers have been ordering and re-ordering more than 


any other brand; $11,000,000 retail value purchased from 









June 1955 to December 25, 1955 







NOW the brand new authentical ly designed 


International 
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INSPIRED BY TWA INTERNATIONAL PORTS OF CALL 


Your “must” line of men’s 













jewelry demanded by today’s 






International Styling 
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in men’s fashions. 










Fashion Forecast 


FOR 
SPRING AND SUMMER 
1956 
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TRAY UNIT POC/30A consists of 2'2 dozen assorted sets 
featuring “PORT OF CALL” motifs from South of the Border, 
France and Britannia; 2 each of 15 designs illustrated, in gold 
plate and rhodium. Price range: $3.50 —- $7.50. 
FREE wooden “PORT OF CALL” Counter Tray as illustrated. 


TOTAL RETAILER’S COST $87.00 


See page in catalog featuring FREE OFFER of exciting 
“PORT OF CALL” Motion Window Display. 
Names and numbers of all merchandise in tray illustrated is 
duplicated at the right for your convenience in ordering individual 
sets, cuff links or tie clips only, in any quantity that you wish. 
Complete POC/3S0A unit is packaged with 15 sets in tray, 
plus 15 backup sets, with empty boxes and price tags. 


New. handsome “PORT OF 
CALL” box in simulated blach 
leather and serrated gold frame 
Symbolic, internationally 
inspired design imprinted 

in gold on cover for dra 
matic gift presentations 


, New “POC Counter Display featuring Bert 
Parks and 100 “STOP THE MUSIC” entry 
blanks will be shipped with every “POC” 
Unit Tray 


Nationally advertised on “STOP THE MUSIC” TV. 











POC 30/A 


MONTEVIDEO 
SET 348346) $6.00 
LINKS $3.50 CLIP $2.50 


VERA CRUZ 
SET 3HB3462 $6 00 
LINKS $3.50 CLIP $2.50 


TRINIDAD 
SET 3HB3463 $5.00 
LINKS $3.50 CLIP $1.50 


CALYPSO 
SET 3HB3465 $5.00 
LINKS $2.50 CLIP $2.50 





SET 383458 $7.50 
LINKS $5.00 CLIP $2.50 


MONTE CARLO 
SET 3HB3460 $7.50 
LINKS $5.00 CLIP $2.50 


CAN 
$5.00 
LINKS $3.50 CLIP $1.50 


SET 3483457 $5.00 
LINKS $3.50 CUP $1.50 


¥ ioe "3 -F =a 
fe ae 





REGENCY 
SET 3483387 $7.50 
LINKS $5.00 CLIP $2.50 


CAMBRIDGE 
SET 3463388 $7.50 
LINKS $5.00 CLIP $2.50 


ae eee 


ROYAL SCOT 
SET 383389 $46.00 
LINKS $3.50 CLP $2.50 





TRAY UNIT POC /30B — consists of 2/2 dozen assorted sets 
featuring “PORT OF CALL” motifs from Scandinavia, Italy 
and Far East; 2 each of 15 designs illustrated, in gold plate 
and rhodium. Price range $3.50 — $8.50. FREE wooden 
“PORT OF CALL” Counter Tray, as illustrated. 


TOTAL RETAILER’S COST $87.00 


See page in catalog featuring FREE OFFER of exciting 
“PORT OF CALL” Motion Window Display. 


Names and numbers of all merchandise in tray illustrated 1s 
duplicated at the right for your convenience in ordering individual 
sets, cuff links or tie clips only, in any quantity that you wish. 


Complete POC/30B unit is packaged 
with 15 sets in tray, plus 15 backup sets, 
with empty boxes and price tags. 


Nationally advertised on 
“STOP THE MUSIC” TV 


New “POC” Counter Display featuring Bert 

) Parks and 100 “STOP THE MUSIC” entry 
blanks will be shipped with every “POC” 
Unit Tray 














2 
_* 
_ iil 
2 
‘ » 
. 


TAT, 








ae INTERNATIONAL PORT OF CALL 


Dr SO. 


Illustrated above is Anson’s dramatic, TWA inspired 
Motion Window Display, available FREE to all retail 
jewelers who participate in Anson's Spring “PORT 
OF CALL” Promotions. Masterpiece in design, the 
wire globe revolves .. . the word Anson at the top of 
the display is illuminated . . . with platforms for six 


boxed Anson “PORT OF CALL” sets. 





Vien’s Jewelry 
Oreli(-lejilels 


INSPIRED BY THE 
NEW CONTINENTAL LOOK 
IN MEN'S FASHIONS 





This beautiful motion display is yours FREE, without 
merchandise, with the purchase of one POC/30A and 
POC /30B units OR two or more of the same POC Unit 
Your distributor already has a supply of these motion 
displays in stock for immediate delivery. Contact him 
today! Tie-in and reap your profits with the most 
exciting men's jewelry Spring promotions ever. 











Hi Mr. Jeweler /* 


Anson has done it again 
... this time with their 
sensational “PORT OF CALL” collection — the most 
strikingly different men’s jewelry ever designed. 
a ~~ . sf Ya A sé , 
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Bert Parks 


This year the new “STOP THE MUSIC” is breaking all 
records on television. Each week more than 8,000,000 
people watch “STOP THE MUSIC” regularly, because they 
can get into the act... win a fabulous collection of prizes. 
Starting with the February 2nd broadcast Anson's “PORT 
OF CALL” collections will be powerfully promoted by one 
of the finest TV commercials ever assembled. Watch for it. 


Don’t miss it! 





me Ww é FREE - a “PORT OF CALL” 


Counter Display and 
2e a Winner! “Stop the Music” POC Entry Blanks 


Be a Winner! 
Here & your Mat me 
4To ’ 4 fet . ” 


q OF CALL 


Thousands upon thousands of entry blanks are 


“-, OXe, 
) 2+@ mailed to Bert Parks every week proving 


la , people go into stores to fill them out. 
Anson | 
Anson Write today for your supply of these store traffic 


Pa wm om TY “ey builders that mean extra business for you. Anson, 
P " Inc. c/o Advertising Department, Providence, 
Rhode Island. 














"STOP THE MUSIC” 
SERT PARKS 
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UNIT 105/56 


consists of 12 assorted 
$3.50 sets; gold plate and 
rhodium in assorted back 
ground colors 


TOTAL RETAIL VALUE $42.00 


ALL PRICES SHOWN KEYSTONE 


a 


—_ 





(A) 3HB3630 
(6B) 3HB3631 
(C) 3HB3632 
(D) 3HB3633 
(E) 3HB3634 
(F) 3HB3635 
(G) 3HB3636 
(4) 34B3637 
(1) 3HBI6386 
(J) 3HBI639 
(K) 3HB3640 
(L) 3HB3I641 


Also available: 


UNIT 101/56 


consists of |I2 assorted 


$1.50 tie clips only from 
Linit 105/56 


TOTAL RETAIL VALUE $18.00 


ALL PRICES SHOWN KEYSTONE 


UNIT 102/56 


consists of 12 assorted 
$2.00 cuff links only from 
Limit 105/56 


TOTAL RETAIL VALUE $24.00 


ALL PRICES SHOWN KEYSTONE 
















UNIT 86/56 


-consists of 12 assorted 
$3.50 sets; 6 gold plate, 6 
rhodium, in variety of baked 
enamel colors. 


TOTAL RETAIL VALUE $42.00 


All PRICES SHOWN KEYSTONE 


3HB3312 
(B) 3HB3326 
(C) 3HB3328 
(D) 3HB3312 
(E) 3HB3326 
(F) 3HB3328 
(G) 3HB3335 
(H) 3HB3339 
(1) 3HB3340 
(J) 3HB3335 
(K) 3HB3339 
(L) 3HB3340 


Also available: 


UNIT 99/56 


——consists of 12 assorted 
$1.50 tie clips only from 
Unit 86/56. 


TOTAL RETAIL VALUE $18.00 


ALL PRICES SHOWN KEYSTONE 


UNIT 100/56 


~consists of 12 assorted 
$2.50 cuff links only from 
Unit 86/56. 


TOTAL RETAIL VALUE $30.00 


ALL PRICES SHOWN KEYSTONE 



























UNIT 95/56 


—- consists of 12 $5.00 sets; 

2 each of 6 designs in gold ! : - 
plate, rhodium and two-tone : 
finish assortment, ~ ES 2 pe ape 
TOTAL RETAIL VALUE $60.00 » | | | a, Oe 


ALL PRICES SHOWN KEYSTONE 
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(A) 3HB3648 
(8) 3HB3649 
(C) 3HB3650 
(D) 3HB3648 





ne ll “—" : “ , = . 
(E) 3HB3649 = | 


(F) 3HB3650 } fag — a 
(G) 3HB3651 : oo. eg gee: 








(4) 3HB3652 | files | i 

(1) 9HMB3653 ¢ hee ee : 

(J) 3HB3651 : ae é 

(K) 3HB3652 a et eae: 

(L) 3HB3653 ; ; a A cad _ 

Also available: : ~ 
. e 


UNIT 98/56 


—~ consists of 12 $2.50 cuff 7 | “ 
links only from Unit 95/56, sot | — 

TOTAL RETAIL VALUE $30.00 | '.::::::::<—_= | oa 
ALL PRICES SHOWN KEYSTONE i ededeiaiede tate ” 4 





UNIT 97/56 

—~ consists of 12 $2.50 tie 

clips only from Unit 95/56. am a 

TOTAL RETAIL VALUE $30.00 , | | | fe ad 
ALL PRICES SHOWN KEYSTONE 
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UNIT 96/56 


— Consists of 12 assorted 
$3.50 links — base metal 
clad with Sterling Silver 
Shells; 6 satin finish, 6 bright 
finish. 


TOTAL RETAIL VALUE $42.00 


ALL PRICES SHOWN KEYSTONE | — il 
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: 3H3486 ~~ 
é 3H3491 —— Loum. 







3H3489 
3H3495 
3H3494 
3H3498 
a 3H3527 
3H3509 
3H3510 “om pa Fa a 


















: 3H3529 a / . 

: 3H3528 % 
. 3H3535 | » —— $Y. 

: STERLING SILVER 
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SPECIAL! 


wit <pot 


FREE 
2-color counter display holds one boxed set. 
1 Col. x 7” newspaper mat shipped with each unit. 


Many good men saw these sights 
just before entering the cemetery. 


Wisi AS (> LIND 





“HIM and HER?” gift 
for the price of one! 


UNIT 94/56 — consists of 6--$5.00 Sets; 2 each 
of 3 designs, in Gold Plate and Rhodium. 
EXTRA: one hand engraved Sterling Silver charm 
in every set. Packaged in new gold and red boxes 
with Valentine puffs. 


TOTAL RETAIL 
VALUE $30.00 


All Prices shown 
Keystone 


(1) 3HB3471 , 


| | ; — ie 


- 


—_ 


< 


(2) 30863476 ~~ ‘Bicycle Built for Two” 
(3) 30863477 — “Poris in the Spring” 


— s 


COLLECTOR’S ITEMS! 


UNIT 79/56 — consists of 12 assorted $2.50 
Badmen’s Gun Tie Clips; 2 each of 6 designs, in 
colorful hard baked enamels with gold plate and 
rhodium finishes. FREE 4-color lithographed count- 
er display. 
TOTAL RETAIL 
VALUE $30.00 


» : ALL PRICES SHOWN 
KEYSTONE 
{}) 383657 — 
Belt Pistol Flintlock 


(2) 383660 -—~ 
AS Cal. Colt 


(3) 383662 — 
1851 Model Colt 


(4) 383664 — Cetiand 
(5) 383663 — 
Migutet Pistol 


(6) 283658 — 
Colt .38 Lightning 
















Daable Epes 


SOMETHING OLD 
SOMETHING NEW! 






























UNIT 90/56 consists of 12 assorted $6.50 
“Double Exposure” cuff links and tie tack sets—2 each 
of 6 designs as illustrated with FREE counter display. 


TOTAL RETAIL VALUE $78.00 
ALL PRICES SHOWN KEYSTONE 


Also Available:— 


UNIT 92/56 consists of 12 assorted 
$5.00 “Double Exposure” cuff links — 2 each 
of 6 designs featured in UNIT 90/56 with 
FREE counter display illustrated. 

TOTAL RETAIL VALUE $60.00 


ALL PRICES SHOWN KEYSTONE 


UNIT 91/56 consists of 12 as- 
sorted $2.50 tie tacks; 2 each of 6 
designs featured in UNIT 90/56 with 
FREE special display (not illustrated). 

TOTAL RETAIL VALUE $30.00 


ALL PRICES 
SHOWN KEYSTONE 








PRECIOUS 
STONES... 


pace-setters 
in Tie Tack Sales! 


UNIT 84/56 — consists of 9 
assorted $3.50 precious stone 
Tie Tacks. FREE Walnut 
Frame Display. 


TOTAL RETAIL VALUE $31.50 


ALL PRICES SHOWN KEYSTONE 













3E3279 — Gen. Striped Agate 

3E3338 — Gen. Tiger Eye 
Catseye 

3E3307 — Gen. Hematite 

3E3281 — Gen. Rhodonite 


3E3027 — Gen. Cultured 
Pearl 


3E&3522 — Synthetic Ruby 


3&3513 — Gen. Diamond 
on Jet Stone 


3E3521 — Blue Spinel 
3£3227 — Cen. Striped Agate 















be First in Your Own City! 


Make Your Store 
Headquarters for Anson’s ‘Port of Call’ 
collection... 


sales appealing international fashion in men’s jewelry. 


Here's your key to bigger sales! Growth of the international influence, in all items of merchandise 
guarantees it will be one of the major merchandise and promotional factors this coming Spring 
and Summer. 


Feature other imported or continentally inspired mer- 
chandise in your “Port of Call’’ window too! Show figurines 
from Germany, glassware and sterling from the Scandinavian countries, 
dinnerware from England, costume jewelry from Italy, France, Far East, 
South of the Border. 





Your customers will be seeing, hearing about, Free Anson Sales Promotional Aids 


Anson's internationally-inspired men's jewelry 9 mar gpoOoK ® WINDOW POSTERS 
on “STOP THE MUSIC” TY. They'll want ® COUNTER CARDS 
them -—— and they'll know where to get them © ’’PORT OF CALL’’ ENTRY BLANKS 

_ when they see the "PORT OF CALL’ Ait- — exyra: Your local TWA Office can also give you pro- 
Flight display in your window or the Anson motional material that will make your “PORT OF CALL” 
“PORT OF CALL” trays on your counter. promotion talk-of-the-town! Call them today! 


» FOR a 
i ey: ge 
‘ 
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Plan to feature “PORT OF CALL” men’s jewelry in your windows throughout the Spring and Summer. Illustrated is a 
dramatic all “PORT OF CALL” window recently installed at A. Stowell & Co., Inc., Boston, Massachusetts. 

















Only these 


Distributors listed are 


authorized to sell you Anson’s “POWER PACKAGE” 


line plus the dramatic “Port of Calli” 


CALIFORNIA 


The Ball Company of California 


Los Angeles, California 
Friedman-Gessler Co. 

Los Angeles 13, California 
Som Haffner, inc. 

Los Angeles 13, California 
Simon—Green Co. 

Los Angeles 13, California, 
Philip Wolman & Co. 

Los Angeles 13, California 
S. M. Mickelson Co. 

San Francisco 5, California 


Morgan & Allen Company 
San Francisco 5, California 


COLORADO 


A. C. Becken Co. 
Denver, Colorado 


Morris Krulak & Co. 
Denver, Colorado 


Albert F. Long 
Denver, Colorado 


DELAWARE 


B. Kleitz & Bro. Co. 
Wilmington 99, Delaware 


DISTRICT OF COLUMBIA 
Orgel Bros. Inc. 
Washington 4, D. C. 
Advance Watch & Jewelers 
Supply Compony 
Washington 4, D. C. 


FLORIDA 


Dunn & Ewbank, Inc. 
Tampa, Florida 


Samuel J. Horenbein 
Miami 32, Florida 


GEORGIA 
Ewing Brothers 
Atlanta, Georgia 


Sommers and Sommers 
Atlanta, Georgia 


MLINOIS 

A. C. Becken Co. 
Chicago, Illinois 
A. C. Becken, Jr. 
Chicago 1, Hlinois 
Irmis Jewelry 
Chicago 2, Illinois 
Lossay & Kramer 
Chicago 2, IMinois 


Pakula and Compony 
Chicago 4, illinois 


Service Wholesale Jewelry Co. 


Chicago, Illinois 


KANSAS 
John Berkowitz and Sons 
Wichita, Kansas 


KENTUCKY 
Erwin Neuman, Inc. 
Lexington, Kentucky 


Gleeson Jewelry Company 
Lovisville 2, Kentucky 


LOUISIANA 


J. C. Wilfert Co. 
Crowley, Lovisiana 


MARYLAND 
Max Kohner Inc. 
Baltimore 1, Md. 


MICHIGAN 
A. C. Becken Co. 
Detroit, Michigan 


Harry Nest & Company 
Detroit, Michigan 


MINNESOTA 


5. H. Clausin & Co. 
Minneapolis, Minnesota 
C. E. Roal Co. 
Minneapolis, Minnesota 


Thos. 8. Wilson & Co. 
Minneapolis 3, Minn. 


Edwards & Company 
Kansas City, Missouri 


The Gerson Company 
Kansas City, Missouri 


Norman 5. Stiefel Company 
Kansas City 6, Missouri 


James J. Burke Company 
St. Lovis, Missouri 


NEBRASKA 


T. J. Safford Company 
Lincoln, Nebraske 


Bergman Co., Inc. 
Omaha, Nebraska 


* NEW ENGLAND AREA 
|. Alberts’ Sons, Inc. 

Boston, Mass. 

George F. Crook Co. 
Providence 8, &. |. 


D. C. Percival & Co., inc. 
Boston, Mass. 


* GREATER NEW YORK AREA 


Berwin Jewelry Co., inc. 
New York 38, WN. Y. 
(See New Jersey) 


® Distribution in area through listed distributors only. 
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® Greater New York Area 
(Cont'd) 

Universal Jewelry Co. 

New York 13, N. Y. 


Werbach’s 
Admiration Jewelry Co. 
New York 13, WN. Y. 


NEW YORK STATE 


H. Polner, inc. 
Buffalo, N. Y. 


A. Winkelstein Inc. 
Elmira, N. Y. 


Hyman M. Cohen 
Rochester, N. Y 


|. Alberts’ Sons, Inc. 
Syracuse 2, N.Y 


* NEW JERSEY 


Berwin Jewelry Co 


Nework, M. J. 

(Sole Franchised Distributor, 
State of New Jersey 

South to Trenton) 


NORTH CAROLINA 


Shubkin—Retchin, Inc 
Charlotte, N. C. 


Southern Watch Supply Company 
Charlotte, N. C. 


Silbert & Wainer 
Winston-Salem, N. C. 


OHIO 


A. G. Schwab & Sons, inc. 
Cincinnati 2, Ohic 


Chas. Ascherman & Co. 
Cleveland 14, Ohio 


Joseph Sculler & Co. 
Columbus, Ohic 


OKLAHOMA 


Oklahoma Ross Beck Company 
Oklahoma City, Oklahome 


Butterfield Bros. 
Portiend, Oregon 


PENNSYLVANIA 

Jos. 6. Bechtel & Co., Inc. 
Philadeiphia 6, Pa. 

Brown & Son, Inc. 
Philadelphia 6, Pa. 
Superior Jewelry Company 
Philadelphia, Po. 

J. Leonard Tessier 
Philadelphia 6, Pa. 


J. B. Bernstein Co. 
Pittsburgh 22, Pa. 





merchandise. 


Pennsylvania (Cont'd) 
Biggard & Co., Inc. 
Pittsburgh 22, Pa. 


Geo. Phillips Co. 
Scranton, Pa. 


TENNESSEE 


A. C. Becken Co. 
Nashville, Tennessee 


C. B. Peterson Co. 
Nashville, Tenn. 


Sandown & Kendall 
Memphis 3, Tenn. 


TEXAS 
Wm. 8. Katze Co 
Dallas, Texas 


Lyles-Van-DeGrazier Company 
Dallas, Texas 


Merbert Stehberg, inc. 
Dallas, Texas 


Taylor and Co., Ine. 
Houston, Texas 

8. M. Hammond Ce., Inc. 
Sen Antonio 5, Texas 


Ammex Jewelry and Novelty Co. 
El Paso, Texas 


UTAH 


5. H. Clausin & Co. 
Salt Lake City, Utah 


Decker Jewelry Co 
Salt Loke City, Uteh 


Movitz Company 
Salt Lake City, Utah 


VIRGINIA 


Richmond Jewelers Supply Co., Inc. 
Richmond, Virginio 


WASHINGTON 
Albert Spring & Son 
Seattle |, Washington 
5. H. Clausin & Co. 
Spokane, Washington 
irving Gelb 

Spokane, Washington 


M. Weingrod Company 
Milwavkee 3, Wisconsin 


HAWAII 

Ettingers Wholesale Jewelers 
Honolulu, Hewaii 

Edwerd D. Sultan Ce. 
Honolulu, Hawaii 


, INC., 24 Baker Street, Providence 5, Rhode island 
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in Ti Taylor Weather Instruments 


This faylor Piedmont Combinationisa 
miniature Weather bureau— 4 instruments 
in one! STORMOGUIDE* Dial Forecasts 
storms, other matching dials tell tempera- 
ture and humidity. #25866, $16. 


Ship's Wheel Barometer. An ideal gift for 
the sportsman! Pine grained, light finished 
maple with brass spokes and bezel. Exclu- 
sive, detailed Taylor STORMOGUIDE dial 
predicts coming storms. For desk or wall. 
#2515, only $13.50. (Also in hand rubbed 
walnut #2512.) 


Unique Taylor indoor - Out- 
deor Thermometer is a best 
seller. Tells both room and 
outside temperatures from 
indoors. Molded Sandal- 
wood Grey # $330. Willow 
(;sreen Tenite case # $329. 
Simple window frame in- 
stallation. A very practical 
gift. $6.95. 


*Trade Mark 


Wekefield Pendant Berometer. Here is 
elegance in the transitional style! Se- 
lected red mahogany case with pol- 
ished brass fittings. Barometer, ther- 
mometer and humidity dials carry Old 
English markings. Keyhole hanger for 
easy mounting. # 2472, $35. (Available 
in light-brown mahogany # 2473.) 


HE BEST selling months for 
Taylor barometers and ther- 
mometers are the first four months 
of the year .. . the time of the icy 


blast and snowstorm .. . the time 
when amateur weather prophets 
are in their glory. Display these 
fascinating instruments now! 
Taylor Instruments take up very 
little counter space, they return a 
high profit—and markdowns or 
returns are almost unheard of. 
Order from your wholesaler now. 
Taylor Instrument Companies 
Rochester, N.Y. Toronto, Canada 


Larchmont STORMOGUIDE Barometer fits 
beautifully on an office desk or in the home. 
Weather forecasting, temperature and hu- 
midity units are mounted on hand-rubbed, 
solid walnut panel. #2589, $23.50. 


GOLFGUIDE* Barometer forecasts golfing 
weather in golfer’s language. Rich hand- 
rubber mahogany case on streamlined 
brass-lacquered feet. 434'' diameter. In ap- 
propriate gift package. # 2486, $12. 


Canton HUMIDIGUIDE* Combination tells 
both room temperature and humidity. 
Sparkling plastic with white figures and 
graduations. Chrome plated easel. Smart, 
compact (444"' x 27%’). #5549, $3.95. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





FOR JANUARY, 1956 


Next month, in the pages of this magazine, Forstner will announce the 
most revolutionary new advance in watch bracelet design in two decades 
Because it will upset all your ideas about watch band selling, we urge you 


to hold off on your buying until you see your Forstner distributor, 


Tevet, 


JEWELRY'S MAME FOR QUALITY 








PORSTNER, INC., IRVINGTON 11, NEW JERSEY 
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WAl¢HbtD WEDDING TING Shs 


for everlasting loveliness 


eparates Bare! Bridal: 


ings Hpeqins on aala 
aner Fred Bare! nter 
s uniques CrTreaniveness 

1 who interpret and carv: 
caretully ‘and painstakingly by 
a mirror-finish polish that pre 


ccéntuates all the beauty and 


s truly the Bare! Bridal 


of RAREL BRIDAL Matched 
trie aia tmaatelia of pe opi ale 


| ‘i 
SLOLOLERe Me ehelen Aemeen else 


94-Hour Service on all Special @lg-lua 


BRIDAL RING COMPANY. ING. . 


THe JeweL_ers’ CrrcuLAR-KEYSTONE 








_  tiatait ~—s When you feature 





' Benen HE comm you sell 


more watches! 


Here is how INCABLOC works.for you sells for 


you ond closes watch calea« far you 


The a LlAATL dramatic sales aids sihustrated on this 
page will capture attention and focus if on the tingle 
most important sales feature in a watch INC ABLOC 


Today over 90 siele siele watcnes cire ¢ quipped with 


INC ABLOC proof that watch manufacturers and con 
summers recognize that INC ABLOC protects the vital * 
moving parts nf mA wath aagnine AA ALAL? mcintrine 
dil. accuracy of a watch and extendé the tife af a watch 
And ivsf as important INC ABLOC "LALLA aL ee 
because it reduces unprofitable returns and servic 


ing to qj VV ETT ier Urry curing ne quarants ‘ period nf 
a watch keeps your customers satisfied 

So MA Ld ee es ee) ee a 2 ee 
merchandising material, and identify your store with 
INC ABLOC " Vw wertyul nme? ona maqayz ve and ry 


advertising 





CUT OUT ENTIRE PAGE AND MAI! TODAY INCABLOC CORPORATION West 46th Street, New York New ¥ 


BAUMGOLD ... 


rIRS 1 th BIamunres 


BAUMGOLD DIAMONDS 


FIRST 8 SALee 


BAUMGOLD IS FIRST IN DIAMONDS 


because for three generations, they have devoted 
their vast world-wide facilities and expert know-how to 


creating and perfecting new diamond cutting techniques. 


BAUMGOLD DIAMONDS ARE FIRST IN SALES 
because only Baumgold diamonds have the 


e MANY EXCLUSIVE ADVANTAGES 
e EXQUISITE QUALITY 


that make them superior .. . that assure your 
store of diamond soles! 


Available in the widest collection of shapes 
ond sizes — to 60 cerats and more. 


BAUMGOLD BR 0S., Inc. 580 Fifth A ve., New York 36, New York 


NEW YORK « CHICAGO #LOS ANGELES e DALLAS « TORONTO # MONTREAL « VANCOUVER e LONDON e ANTWERP e« TEL AVIV 








Deal #1 


... includes 36 Waterman C/F* sets and 12 C/F 
pens in three price ranges, from $13.75 to 
$22.50. Your graduation extra is a cool $50.00 
that can be spent in local advertising to step 
up sales and increase store traffic, 










a new 


deg ree m Deal #2 


... ineludes 3 dozen Waterman C/F sets 
in various price ranges. Regular discounts 
apply. In addition, there’s an extra $35.00 
that, turned to advertising, can 

double and redouble your sales! 





































graduation 





profits 


Fo -~ 














with these 
Waterman's C/y 
deals! 


The deals shown here are 
the most attractive of 
their kind ever offered 
to the pen retailer. 

They not only give 

you a solid discount 

(the best offered by 

any pen manufacturer ) 
but allow you a liberal y 
allowance for promotion, = //!!" 
to spend as you please, balih 
in your local market. The {}}i\\ >, 
deals start any time after . 
January Ist and continue to 
March 30th, 1956. Waterman, 
of course, furnishes you with 
any ad mats you may need 

in various sizes. 





Deal #3 


... ineludes 2 dozen Waterman C/F 
sets in two price categories. You get 
your usual whopping discount and a 
$15.00 promotion allowance to 

spend as you see fit. 


Waterman Pen Company, inc. 
Seymour, Conn. 


Please have your representative call. | want to 


These deals are open to know all about your 3 new deals. 


Waterman Franchised Dealers 
only. If you’re not in that 
select circle, it’s high time 
you were. But either way, 

fill out the coupon and 

send it in today! 
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*Patent applied for 


WATERMAN PEN CO., INC, 


Seymour, Connecticut 


City Zone... State... 
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Squire originals. The smartest ster- 
ling silver cuff link and tie clasp 
sets ever produced for the price! 
Handsome designs . . . distinctive 


Magnificent . . . matchless . . . our 
fine quality sterling silver at new 
unheard of prices. 


UNBEATABLE! 
S 


RETAIL 


We reserve the right to change prices 
subject to Sterling market. 


All prices Keystone before Federal Tax — 











$5.00 


RETAIL 


squire, ine. 
TAUNTON, MASSACHUSETTS 


” i Please ship this order immediately and bill through 
Unusual designs. —- | _ one of the three wholesalers listed here 


Popularly priced. 
Many appealing 





1 Assortment $S500 sterling Silver 
(8 sets retail $7.50, 4 sets, retail $5.00) 


| Assortment of $2.50 Retail Sets 
(12 sets, assorted styles) 


i Assortment of $3.50 Retail Sets 
(12 sets, assorted styles) 


| Assortment $5.00 Retail Sets 
(12 sets, assorted styles) 


FIRM NAME 
ADORESS 
INDIVIDUAL’S NAME 


Also have a Squire distributor show me the entire line | } 


Sold through Authorized Wholesale Distributors only 








Way Out in Front! 





MORE THAN 


MILLION 





ONLY FEATURE RING can boast these figures. 
amassed by producing the most saleable 
interlocking rings acknowledged ale 

finest of its kind 


Get your diamond ring sales “way out front 


by playing the winner Feature Lock! The 


' 
: 


world’s largest manufacturer of Engagement and 
Wedding Ring mountings — your assurance of 
quality elale. increased raltelasteial?. ring SALES! 


See your authorized Feature Lock Wholesaler for 


the BIGGEST, MOST EXCITING PROGRAM of ‘56! > | 


FEATURE RING CO., INC. 


7 . . ’ ; o ¥ 4 , ’ ' 
a y ¥ ’ : f | - - . 
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INTERLOCKING DIAMOND RINGS 


NOW WITH THE FAMOUS 


Feature-gl 


= ol Be Be 


Q- 





Tre WORLD'S LARGEST MANUFACTURERS OF 
ENGAGEMENT AND WEDDING RING MOUNTINGS 


Norid Airlines. Precision® The most 


THe JeweLers’ CrircuLAR-KEYSTONE 













ThE 
SHAPE 
r 
HINGS 
10 
COME 


Things happen fast at Gruen! Seems like just a few days ago that the Sunburst was 











; just a gleam in our eye. Now it’s a gleam in the eyes of millions—symbolic of completely 
new watches made particularly for contemporary times—The Newest Look in Time! 

The verdict is in. You and your customers have decided that these today’s watches 

are an important factor in tomorrow, That's why now, more than ever, you can expect 

from Gruen The Unexpected. The unexpected in watch design ... and in advertising. 


All as bold, as different, as profitable for you as what you've seen so far! 


The eT, jer Wat f ft parry . Time bd e CC ncinnat a (nw « mn Furooe (seneva witveriand 
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HERE'S THE ONLY BOW 
MAKES MORE 


te tihppihivwnwe, 
ste a 


; * #9 . 


<= 
THE 


—— | 
ll - Who = 


TRADE MARK 


Multi-Bow Maker 


ONLY 


195 


Distinctive Bows for Your Free or 
Custom Gift Wrap—at Very Low Cost! 


Now you can make over a dozen varieties of beau- 
tiful bows with lustrous rayon Satintone and curling 
cotton Ribbonette to decorate your gift packages. 
Thanks to the simplicity, speed and precision of 
this versatile machine, bows that have been too 
costly to produce can now be stock-piled during 
slow periods for later use. Flexibility allows oper- 
ators to custom make bows in practically every size 
—~to fit every package! And the Beau-Mor Multi- 


* Patent applied for . Bow Maker is the only machine that does the job! 


CHICAGO PRINTED STRING COMPANY 2300 LOGAN BLVD., CHICAGO 47, ILL. + NEW YORK, 225 FIFTH AVE, 


THe JEWELERS’ CIRCULAR-KEYSTONE 













MACHINE THAT \\Y* 1 
. THAN 12 VARIETIES 
BOWS! 









Designed exciusively 
for lustrous 
rayon Seatintone”® and 
curling cotton Ribbonette.” 





| patmllertmatirnate tires can snnainaatbane aac trees 


Chicago Printed String Company 

2300 Legen Bivd., Chicago 47, lilinois 

Complete information on the Beauv-Mor* Muiti-Bow Moker ian 
Complete information on the Satintone Bow Machine & 
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Free * TIMEX mam 

| . — ex be HOCK RESISTANT » DUST lenge | 
ls |) |1095) Sore 

to You! ed 

This $50.00 a ai ys @ 

motion displa E a 

case is yours | am , 

to sell 4 


the new... 
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‘Series 2I’ TIMEX Waterproof Watches: 


for Timex Watches | e and + © 1 counter cose with light (Free) 
| @ 3 WCM Marlin $10.95 ea. retail 
@ Demonstrates "W aterproof*” @ 3 WCSM Marlin $11.95 ea, retail 
« ‘sinliauniites *theck Doskiaall © 3 WCRSM Marlin $12.95 eo. retail 
' © 3 WGSM Marlin $12:95 ea. retail 
@ Displays All Your Timex Models @ 1 LCM Sportster $10.95 ea, retell 
© 1 LCSM Sportster wns oo, retell 


© Turns Your Timex Inventory mony 


id | = 4 
oe 


"Stays waterprool and dustprow! as long as eryetal, crown and back are intact 


This display gives you your full share of business from the world's largest selling watch. 
Made ol polished wood and glass, the case, comple te with lock, light and motor, 
measures 19'4” long (left to right), 16% " high, 6%” deep. The motorized paddle 
wheel swirls a Timex waterproof* through the water tank. lifts it and drops it again in 
the water to repeat the operation continuously. 


More people buy Timex than any other watch in the world. 


TIRE x< 


Sales Headquarters — 500 Fifth Avenue, New York City «+ in Canada—1300 Jane Street, Toronto 9 
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It was a very old, sick man in a 
wheelchair, that we met when we 
came to buy that store in Jackson- 
ville fifteen years ago. Not a happy 
experience for us, and even less 
happy when we found the $25,000 
inventoried stock to be worth only 
$4000 and giving it every benefit 
of a doubt at that (gold-filled and 
gold-plated merchandise had been 
listed as solid gold). We told the 
man’s wife we couldn’t make an 
offer because it would be so much 
lower than expected it might be 
very upsetting to him. Not at all 
... she wanted our offer, for there 
had been three previous potential 
buyers “who had been less kind” 
(we remember her very words). 
Our small offer was the highest 
and we bought the store. Then or 
now, you never hear startling gen- 
eralities about what high prices we 
will pay. But the Gordon policy 
stands firm... always a fair price! 
It usually turns out to be the 


highest. 


it happened in... 




















Stories from our 52 years’ experience with truths of just as great significance today. 


Photo courtesy of 
TOWLE SILVERSMITHS 
Newburyport, Mass. 


THERE’S MORE TO Ster Ing Si DET 


THAN RICH BEAUTY 


Yes, the appeal of Sterling Silver goes much 

deeper than its rich, lustrous beauty. It’s the touch 
of quality that Sterling adds —the feeling of 
well-being and pride that Sterling — and only 
Sterling — conjures up in all who possess and all who 
behold it. Whatever the occasion, Sterling Silver 


Ns a wise Iedail Jeweler is always in good taste ... always respected . .. 


always right. 
who capitalizes on the strong appeal that 
Sterling has for everyone, by setting up 


a tasteful, attractive display. H A N DY & H A R M A N 


82 FULTON STREET © NEW YORK 38, N. Y. 
UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 


Dualily precious melals since 1867 


BRIDGEPORT, CONN, * CHICAGO, ILL. * LOS ANGELES, CALIF, * PROVIDENCE, BR. 1. * TORONTO, CANADA 
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are on 
CROTON 
NIVADA GRENCHEN 


Men's cialieats, 
dustproof, 


shock-resistant. 
Chrome steel 
back 


at this _ = Fi 
new 

low 
price! 


"20 


















“AQUATEEN” 
Ladies’ waterproof’; 
dustproof 


shock-resistant 








“TERRY” 
Ladies’ petite-iook 
. P Gressy model. 
famous Croton 17-jewel quality Deiaty jot-bleek 
10-kt. yellow gold 
plate case, 
“RENEE” steel back 
Look! Newest watch styles at a Ladies’ sleek-styied 
; : sportster. With All of these pre. 
bottom-low $25 for the first time! So sensational clesolesity correct. metionel watehes 
an offer, that orders cannot be accepted at =a. marecante 
this special] price, after May Ist. actanve 8 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


Grab this opportunity fast — 
fatten your profits with our 
terrific “twenty-fivers” ! 


Please send me this $25 retail group. ( Because of the special! low 
price these watches cannot be offered individually.) Indicate 




















Send for sample watches today: quantity Also include complete promotional! material. 
NAME 

CRO i ON WATCH COMPANY STORE NAME 
ADDRESS 

404 Fourth Avenue, New York 16, N. Y. CITY ZONE STATE 








®as long as crysta! is intact, case unopened 


New 
ales 


Vitality 


with a priceless heritage 


Orange Blossom begins FULL COLOR advertising 


to the vital, youthful engagement ring market. 


If you carry the coveted Orange Blossom franchise, 
you will soon feel the FULL IMPACT 


of this dynamic new program. 


Rich, new stylings . . . priced 
to please the mass market . . . 
"Cupid’s Bow” is one of many 
progressive designs already 


out or now on the boards. 


TRAUB MANUFACTURING COMPANY, 1940 MoGraw Avenue, Detroit 6, Michigan 
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all eyes 
are on 


C-ienne), 
NIVADA GRENCHEN 






ultra-thin ultra-smart waterproofs* 
“SEA BLADE” 
Dress-type dial. Shock-resistant, 


dustproof. Black suede strap. 
Steel back case $33.50 
Also available in: 
All-steel case. $37.50 
10 Kt. yellow RGP top, 
Steel back $39.95 


difference 






“SEA LINE” 

Uitra-modern dial. Shock. 
resistant, dustproof. All-steel 
case, Black suede strap.$36.%5 
Also available in: 

Steel back case, $37.50 











/ ; i i 10 Kt. yellow RGP top, 
Look! Two great, new timepieces in Steel beck $45.00 
Spring '56 advance-designs, keyed to the All of these promotional watches 
slim-line look in menswear fashions. me nee oe 





Croton Nivada Grenchen 


the big demand is for Croton Nivada 404 Fourth Avenue, New York 16, N. Y. 


Grenchen’s streamlined-thin watch of tomerrow! 








Please send me: “Sea Line” “Sea Blade”, 
(indicate quantity) 


and complete promotional material. 
Send for sample watches today: 


CROTON weres: commay 


404 Fourth Avenue, New York 16, N. Y. 


NAME 





STORE NAME 








ADDRESS — 





CITY TON cel 5 AE ED eens 








*as long as crystal is intact, case unopened. 








Claudette has been waiting for 26 years to have her old diamond reset but she 
hated to let the darn thing out of sight. Silly? Of course! 


Well, she saw the newspaper ad that said ‘Your Diamonds Reset While You Wait’ 
and here she is watching the jeweler set her precious diamond in a new Duet 
Custom Set mounting. She'll feel better in | minute (that’s all it takes to set the 
stone) and the dealer — he feels good already. 


Ghul Custom Yl “the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

® MAKE ON-THE-SPOT REMOUNT SALES. 

© SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 


Write teday for full particulars and the name of your nearest distributor. 


KUSHHER & PINES INC. 15 wes 47h streot, wow York 36, N.Y. 
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See eae? 
STONY 


are on 


Ol onnely 
NIVADA GRENCHEN 


ce aged 









, e look! new square styling! 







new 


Shock-resistant, 


Tailored strap, 
| QO ok look! 25-jewel movement! case. 68.90 _ 

yellow top. 

stee! beck. $68.50 











self -wind look! hidden-stem! 
waterproofs* 





Eye-catching shapes to catch Ai of thoce pre. perfect circle, 
les! Desi ft enpreshanie. ay 
-greater sales! Designs of tomorrow, years gagreeneare Flat top cose, 
. eate . and mainspring. gold filled. $76.00 
ahead of time! Brilliantly engineered PENSAR MINED an eemnen ene an anamnniieuaneEs cnanamanens 
aquamatics to make this the fastest-moving CROTON NIVADA GRENCHEN 
é : : 404 Fourth Avenue, New York 16, N. Y. 
line in self-winds! 
Please send me: 
‘Neptune’ ; ‘Crusader’ ; ‘Lightning’ ; 











Send for sample watches today: (indicate quantities ) 


CROTON wren comeans 


404 Fourth Avenue, New York 16, N. Y. 


and complete promotional! material. 


NAME 
STORE NAME 
ADDRESS 


as long as crystal is intact, case unopened CITY ZONE... STATE 
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LIEBER & LERNER 


Famous for Diamond Ring Promotions 


MOVES 


to within a stone’s throw of one of 
America’s most Famous Landmarks! 


“ freer 15 years of service to jewelers from 
coast to coast, Lieber & Lerner — creators of Long-Life 
Diamond Rings — are pleased to announce their 
new address ~ 305 E. 46th Street. From the windows of 
these beautiful and spacious premises, it is possible 
to see the magnificent building and surroundings 
of the United Nations, overlooking the East River. 
We are looking forward to the year ahead with the 
fervent wish that we may have the pleasure of serving 
our vast clientele with the finest possible merchandise 
at lowest possible prices... backed up with 
strong selling advertising mats and other selling aids. 


L TH r & L » NE HE 


Dealer only ) 
sewo for Feet 305 EAST 46th STREET- NEW YORK 17. WY. ‘man Mill 8-2750 


Tue JEWELERS’ CIRCULAR-KEYSTONE 





dew ee tee ; 
RS, a ED “ ® 
wy - 
4 . Se ey. 
a Pa 
all : 
e eS . P 


are on 
NIVADA GRENCHEN 


don't - 
overlook ~*~ 
the 


easy 
sale! 


see how these 
ladies’ waterproof * watches 
multiply your sales 


3 ways 











dus > 
All-s case, 49.96 








- 
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c. “SmALApY” 
1 spe self-wind, 
resistant, 
8 
ome steel 
back case 48.96 















































] The perfect “tweedy” companion watch for those o, “sth NYMPH” 
. i . self-wind. 
e who have diamond and dressy occasion watches. All of these saegi-tosiotont. 
ee dee oo All-steel case £8.00 
ay pr Fg ng in: 
2 Ideal as the one all purpose watch for those mete coring. xo: hled cae, 
e who seek “something finer” at modest cost. > 10> <a sh pte me came eat teehee ate dn caw tin ten tamed Gib cab as ini anata is 
7 CROTON NIVADA GRENCHEN 
- 404 Fourth Avenue, New York 16, N. Y. 
The accurate smartly efficient answer for | 
e nurses’ and other professional needs. | Please send Me: FA. cB eee # C #D 
| (indicate quantities) 
Send for sample watches today: 7 and complete promotional material. 
CROTON | aa i 
WATCH COMPANY | 
, STORE NAME J 
404 Fourth Avenue, New York 16, N, Y. | ADDRESS oii 
og Re EE TS ea CITY ZONE STATE eee 
























LLOYD'S BY 


POLISHOOK 


REDUCES YOUR INVENTORY, 


INCREASES 


YOUR 


ROFITS! 








WEDDING RING 
INVENTORY 
CONTROL 
TRAY 

1S isis RESULT Your customer know what she want\( The exclusive Llovd fray contain in) 
OF MANY YEARS especially in wedding rings. We hav bsolute complete selection in your bread 


.ovance snowind ofr tne new 
. ; : = a 
¥ 4 ean £ee8l Ge. orn eg re AF . 
' ." v/ 
i 
(4 
LLOYDS , . 
AAW , . 
BASIC miny : 
‘ . 
. . 
’ ‘ 
o ~ 


put tovether a wedding ri fray tor md butter retai ri rein from v 
OF RESEARCH pen sodetnn # Memeng ring trey * est 50. Stvloe ace Ceckanamiaia ahead 
, net ndiser l in of H rel ol w stor f will exchat 
ie , ver-thi unter if the best-seller im wedding rit fhe imactive numbet for faster moving weddin 
experience of hundred wranged in size, beautifully pr: rin YOU ARE NEVER STUCK. There ta all 
of ‘er i Le ented and just riént for your custome r’ Jleaman in vour territory who! leul ft 
T) he rr 
7 3¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS - RIGHT! 





x. POLISHOOK & SON CORP 
2716 East 4608 Street, New York 17, 4. 


Gentlemen 


K.POLISHOOK & SON core. 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’ SINCE 1898 


Please send me more information or 
your wedding ring tray 


Name 
Address 
City 


“see ee ee ee ee ee eee 


216 East 45th Street, New York 17,N.Y. VAnderbilt 6-1664-5-6-7 














“When we 
promote GIRARD PERREGAUX 


we know 
that nobody 


can undercut 
our price... " 


“We enthusiastically promote Girard Perregaux 
because we know that customers who look at a GP 
in our store can’t go to another store and buy it 


says Mr. Roger W. Briney 
of Roger W. Briney Jewelers, 


at a cheaper price.” 


“Girard Perregaux’s wonderfully simple price 
K okomo, Ind. protection program is a real boon to our sales and 
security. And GP’s hundreds of styles are so beau- 
tiful, that most of our customers are amazed to find 





that such expensive looking watches are priced, 
mainly, between $49.50 and $100.” 


“It has been a source of great satisfaction to sell a 
watch that really thrills the customer and stands 
behind the dealer with unequalled fairness.” 


GIRARD PERREGAUX e FINE WATCHES SINCE 179! 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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: sfrological Wondore Vhapy 
poor our Slee Shy Mh 


"NATIONALLY ADVERTISED... ORIGINAL... AUTHENTIC 
MATCHED LADIES AND MEN’S 






PATENT 


/. 

; éi, Alsan brings you another merchandising triumph 
... the HEAVENLY ZODIAC SERIES...a great new sales 
producing idea in wedding ring styling. Their saleability has 
been tested and proven by immediate, widespread public accept- 
ance, not only because of their outstanding beauty, but because 


TIE-IN - CASH-IN with this 


in 
revolutionary merchandising 


two that Is being backed of the universal appeal of astrology in relation to romance and 

setup | marriage. Alsan is pleased to announce to those who have 

up DY intensive motion been patiently waiting that increased production 
‘0 


makes possible immediate delivery! 


Free 


Marriage-Horoscope 
Booklets “The Destiny Of 
Your Marriage Is Written in 
The Stars” to give away to 
your customers. 





: d- 
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ational Advertising zines, ® 
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cates ge He ee Romantic 


x 
ing - 
“Natur 
Wedding Rings. 

D Full Color Lighten 
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Motion Di . , palling sl 
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ynter 
ie aitention- Compelling Co 
Cards. 


dio ond Television Scripts. 
o 





* ® 
cet \ LSA 
romaine Mate CARVED WEDDING RING CO. 
available F RE “s Division of Alsan Manufacturing Co. 
minimum Order. — & MANUFACTURERS OF ALSAN-LOCK DIAMOND RING MOUNTINGS 







62 WEST 47th STREET , NEW YORK 36, WV. Y. 
Sold thru Authorized Distributors only 
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: BIG PAYOFF collection 


GLORIOUS GOLDEN JEWELRY 


Here’s inspired fashion styling that adds up to a big 


payoff in every way! 


This great Tara assortment includes 6 necklace and 
earring ensembles in handsome plastic presentation cases, 
3 bracelet styles in rich velour gift boxes, and 6 earring 


styles on a smart satin display plaque... 


. Plus The Golden Award Ensemble, a free merchandise 


bonus that gives you $15.00 extra profit! (It’s a brilliant, 





authentic copy in golden finish of the Tara’s 14K gold ensemble 
set with genuine semi-precious stones to be presented before 


millions on THE BIG PAYOFF, CBS-TV Network. ) 


YOUR TOTAL PROFIT IS $59.60 
ON A COST OF ONLY $35.65! 


Yes! The profit is big .. . but that’s just part of the story! 
Tara also gives you a big payoff in customer confidence, be- 
cause every style has guaranteed Everlasting Finish, the “look 


of solid gold” that’s Tara’s alone. 


31 NEWSPAPERS ACROSS THE COUNTRY 


ALBAN. TIMESA(NION MILWAUKEE SENTINEL 
BALTIMORE AMERICAN NEW ORLEANS ITEM 

BOSTON SUNDAY ADVERTISER NEW YORK JOURNAL AMERICAN 

BUFFALO COURIER EXPRESS PHILADELPHIA BULLETIN x ‘ Deltah and Tara 
CHICAGO AMERICAN PITTSBURGH SUN.TELEGRAPH | . ik tates eutineatied 
CINCINNATI ENQUIRER PORTLAND OREGONIAN ¥ ™ week after week on 
CLEVELAND PLAIN DEALER ST. LOUIS GLOBE.DEMOCRAT 4 ' 

COLUMBIA &. C. STATE ST. “AUL SUNDAY ‘a, PRESS - 


CORPUS CHRIST! CALLER TIMES Sa" ANTONIO LIGHT 
DALLAS TIMES HERALD SAN PRANCISCO EXAMINER 


NATIONALLY ADVERTISED EXPRESSLY FOR JEWELERS 


aaron TCT TT IE LO TI 
DETROIT TIMES SEATTLE POST.INTELLICENCER CBS - TV 
HOUSTON CHRONICLE SYRACUSE HERALD. AMERICAN 
HUNTINGTON, W. VA. HERALD ADVERTISER TAMPA TRIBUNE 
KNORVILLE JOURNAL WASHINGTON, D. C. POST AND TIMES-HERALD 
LOS ANGELES EXAMINER WICHITA BEACON 
MIAMI HERALD 











Network 
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Deltah's BIG PAYOFF collection 


MAGNIFICENT SIMULATED PEARLS 






FOR EVERY 
Deltah ond] bra 


JEWELER 








Here's a big payoff that will bring you more profit, more 


customers, more prestige! 


This exciting Deltah assortment includes 7 collars and 
3 necklaces, all beautifully gift packaged, plus 12 earring 


styles on a bright new display. 


... plus The Diamond Queen, a /ree merchandise bonus 
that gives you $14.50 extra profit! (It's an authentic simulated 
pearl copy of Deltah’s fabulous cultured pearl $1,000 necklace 
to be presented coast to coast on THE BIG PAYOFF, CBS-TY., 
Like the original, it’s hand knotted and has a 10K gold clasp 


set with a genuine diamond, ) 


YOUR TOTAL PROFIT IS $53.15 
ON A COST OF ONLY $30.85! 


Yes! Your profit is greater than keystone! ... but there's 


more to this big payoff ...for when you sell Deltah, you sell 
THE DIAMOND QUEEN . 
7 imia t Mil 124i lil kt a ~: the prestige line that makes friends for your store, 
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COAST TO COAST ADVERTISING 

WILL DIRECT CUSTOMERS TO YOUR STORE! HELLER TARA, INC. 






Contact your wholesaler or write 





















411 FIFTH AVENUE, NEW YORK 16 











P. A. STAPLES 


“ Hershey employees 
cited for 


Payroll Savings Plan...” 


“We, the officials and employees of the Hershey Choco- 
late Corporation of Hershey Pennsylvania, are proud 
of the citation recenth, presented to us tor outstanding 
participation in the United States Treasurys Payroll 
Savings Plan for the purchase of Savings Bonds. 

“We all realize fully the importance of sound money 


to the economy of our country and our community. | 


Portrait by Fabian Bachrach 


wholeheartedly recommend that all business executives 


activate this plan in their respective companies. 


FP A. STAPLES, Chairman of Board and President, 
Hershey Chocolate Corporation 


If your company has the Payroll Savings Plan, your 
State Sales Director will be glad to help you organize 
a Person-to-Person Canvass that should increase em- 
ployee participation to 50%, 60% or more. If you do not 
have the Plan, he will show you how easy it is to install 
one. Write to Savings Bond Division, U, S, Treasury 
Department, Washington, D. C. 


The United States Government does not pay for this advertising. The Treasury Department 


thanks. for thew patriotic donation. the 4{dvertising (ounci and 
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ONLY A GENUINE 


COULD BE 


SO BEAUTIFUL 


Re righ i wt O palite sil year ‘vound. Amevritd : Amest stoves feature O palite: Pint in Sterling or Gold.Pilled Pendant and 
Earrings in Sterling, Gold-Pilled, 10 Ki and 14 Kt, White or Yellow Gold, Distributed by leading wholesaler: everywhere 
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More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 





the Sterling Flatware Patterns at your fingertips 





’ 
| his book is a necessary selling tool. 

Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 

Easy-to-use, this valuable reference book 


has a complete index which lists: 


® the manufacturer's name 

® the patiern name 

® the current status of every pattern 

® With binder $27.50 @ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX, 
THE 1955 REVISION SHEETS WILLBE SUPPLIEDAT $6.50. 


50 


The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


yee ese BO BOBO Benen nnnennnananannanaannanane % 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts.. Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.50 


SN a ae Zone.... 
y 
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HEART O'DIAMONDS* 


HE-MAN SALES 


CROWNING SUCCESS 


A brand new, eye-catching 
» approach, designed to 
mx enhance the brilliance of 
yX-24) the diamonds! So new, you 
must see it to appreciate 
the sensational sales- 
potential! Thrilling, new 
ROYAL FISHTAIL, 
exclusively by FIANCEE! 


” 


SEE YOUR WHOLESALER TODAY! 


Goldstein-Gerson co.inc. 





SAT-N-TONE 


NEVER NEEDS REFINISHING! 
An occasional washing 
restores the original lustre 


immediately! The 


SAT-N-TONE finish 
highlights the contour of 
the ring .. . stock the hand- 
some SAT-N-TONE Gents 


Ring, by FIANCEE! 





130 WEST 46th STREET, NEW YORK, N. Y 








There's Something REVOLUTIONARY. . . 
nt a Wateh Horizon— 


in 1955...We Developed and 


Tested the Favre-Leuba Concept 





of ‘Monitored Distribution’’... 





Last Spring Favre-Leuba Watches made their debut in the American watch field...It was a 
year of probing and appraisal ... It was a year of getting to know people — getting people to 
know us... It was a period of alerting representative jewelers to our unique plan for the solution 
of the critical difficulties in watch retailing ... We felt the situation called for blunt, straight- 


forward action ... We introduced the ‘‘Monitored Distribution” plan which included the 














following pledges: We would of sell our watches to cut price, industrial or canvassing firms 
..» We would protect our dealers against leaks and promiscuous bootlegging by registering the 
serial number of every watch we sold ... We would guard our distribution by selecting only 
jewelers of the highest integrity in each community ,.. Those pledges and the story of “Monitored 
Distribution” were told with full sincerity — through the trade press and through the mails 
..» And by the personal word of our men in the field . . . Looking back, it was a year of rewarding 


effort... We have made many friends . . . The outlook promises many more. 


Since 1815 . . . the name Favre-Leuba has signified the ultimate in watch 
craftsmanship throughout Europe, Asia and Africa . . . Only a small 
segment of factory production is earmarked for this country. This 
limited quantity is distributed and controlled through Favre-Leuba Watch 
and Chronometer Co. Inc., New York, so that the danger of overstocking 
and emergency clearance is eliminated . . . Favre-Leuba models retail from 
$71.50 .. . Im cases of stainless steel; 14 Kt. Gold filled; also 14 Kt. and 
18 Kt. Gold . . . All watches have 18 Kt. Gold applied figure dials . . . 
Favre-Leuba are the only quality watches in their field that are ‘adjusted tor 
temperature’ and so marked on the movements. 





om ge of Pavre-Leuba quality . . . extremely 
thin, officially-certified Chronometer; 17 
j sted movement; 18 Ki. 


ewel, temperature-ad 
old applied-figure dial. 


Gold case; 18 Ki. 
Retail ({.4.4.) $375 











FAVRE-LEUBA 
PLAN for 1956 


Now...in 1956...We have augmented 


our Program with a Protective 


Plan that Makes Watch History... 


With our long research completed, we are prepared to activate our program . .. We know 
we're on solid ground, Leading jewelers of the nation have accepted our concepts with enthusiasm 
. . » Now, we're ready for the climax step in our campaign — a move that will implement our 
program of ‘Monitored Distribution” . . . it involves a plan of retailer-importer relationship 
without precedent in the watch industry . . . Be assured this is no mere superficial sales promotion 
“angle’’—not a fancy scroll for the window ... This plan bas “teeth” in it-——providing complete, 
iron-clad protection for the jeweler, such as he has never before enjoyed!...It is our firm conviction 
that this new, augmented Favre-Leuba program offers an extraordinary opportunity for repre- 
sentative jewelers ... They can retail these quality watches with confidence . . . Supported by 
Favre-Leuba's intensive advertising and point-of-sale aids they can build this line into a source 


of assured profit and prestige, for many years to come. 


If you are a Responsible Jeweler of 
High Integrity in Your Community 
FAVRE-LEUBA Invites Your Inquiry 


| 44 
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Favre-Leuba— 
Renowned in 
50 Countries 
throughout the 


Civilized World 


Since 1815 






' 


FAV FR a ss a a UJ B A Watch and Chronometer Co.. Inc 


665 FIFTH AVENUE, NEW YORK 22, N. Y. 
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For extra sales in the first quarter, Universal offers 
this territic Coffeematic value at an irresistible 
price. Not a stripped-down coffeemaker, 

but a special model of the famous, fast- oe 
selling Coffeematic with every one of its SS 
quality teatures. Stock up on this unbeatable 
value at its unbeatable price! 


For a Limited Time Only 


wos UNIVERSAL 
ig 


with the Flavor-Selector 


A Cig. = 721 95 


m-packed days of 
tee rtising to help 
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FESTIVAL SPECIAL 
Model 4438 
| Plett) mer) Paka 


Solid Copper, Chrome plated—not Aluminum 
. with all the famous COFFEEMATIC FEATURES 


FLAVOR-SELECTOR REDI-LITE HEAT SENTINEL 


Coid-Water Pump + Non-Drip Spout + Fast-Starting Action + Coffeematic Styling 


& 
”®rything points to the 
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GET YOUR ORDER IN NOW! ...the supply is limited 


BiG YEAR: 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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hey back the store 


that backs the brands they want 


Be smart. Make it your store. 

It’s easy: just keep a check on which brands your 
customers really want; then promote them continu- 
ously. Surveys show that deniand is 8 to 1 for prod- 
ucts with familiar brand names, because of uniform 
goodness and better values. That means fast turn- 
over and steady profit. 

You benefit many ways by pushing trusted prod- 
ucts: there are fewer losses, because responsible manu- 
facturers make good on adjustments; fewer mark- 
downs, because of fast turnover; lower sales costs, 
because of strong pre-selling by powerful advertising 
and promotional materials; good will because of uni- 
form quality. 

Easy to see: back chosen brands and you back 
yourself. 

* ss *® 


How do vou push the brands that boost business? Your 
fame Retaller-of the ¥ear competition. Write for details. 
BRAND NAMES FOUNDATION 


INCORPORATEO 
A Non-Profit Educational Foundation 


487 Fifth Avenue, New York 16. N. ¥ 


FOR THE BUSINESS YOU WANT, PROMOTE THE BRANDS THEY WANT 
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To help you feature palladium jewelry in your windows 
and counters, we will gladly send you, without charge, a 
Basic Merchandising Kit of sales aids. This free kit in- 
cludes » counter card, booklets, a new velvet jewelry pad, 
newspaper mats, and the metal-faced sign you see in 
the illustration below. You will also receive a copy of 
“Palladium Jewelry ... and Where to Buy It.” 











Make new profits in the New Year 





with the newest of the precious metals 


..»- PALLADIUM 


Start the new year by featuring jewelry made with 
beautiful palladium . . . the modern precious metal. 
It’s natural for your customers to get excited about 
palladium, sister metal of platinum. They have seen 
palladium consistently advertised in the fashion maga- 
zines. Fashion experts are recommending it. And more 
and more, they see palladium jewelry worn by their 
friends .. . featured in their local jewelry stores, 
Women love the appealing whiteness of palladium... 
and they appreciate the way this whiteness mirrors the 
true color of a diamond, shows it off to best advantage. 
They like the strength of palladium, too. Palladium 
holds gems a) securely, there's little chance of their 


getting loose or lost. 


Piatinum Metals Division 


Check your palladium stock today. 


Platinum Metals Division K-1 
The International] Nickel Company, Ine. 


67 Wall Street. New York 5, N. Y. 


Please send me, free, your Basic Merchandising Kit on 


palladium. 
Name 

Name of Store 
Address 


City Lone “tate 


THE INTERNATIONAL NICKEL COMPANY, 67 Wall St., New York 5, N.Y. 
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division of Axel Bros., Inc. 


REpublic 9-1 700 


»~ * 


24.9() Jamaica Ave., Richmond Hill 18, N., 
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AT THE DAWN OF 
OUR 90TH YEAR 


With thanks and appreciation to our Jeweler Agencies, Longines- 
Wittnauer looks back on 90 years of service and forward to untold 


years of cooperation and friendship. 


To you and yours——good health, good business, good cheer for 


every minute of every day of 1956. 


- 


fonigtines Vitenauer 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 
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= AGE at which American men and 
women enter their first marriage 
has been steadily dropping since 1890, 
according to figures recently released 
by the Bureau of the Census, Depart- 
ment of Commerce. The most marked 
drop came during the period spanning 
World War II, the figures show. 

The present median age for men at 
first marriage is 22.7, considerably 
lower than the median age of 26.1 in 
1890, For women, the present median 
age at first marriage is 20.2, not too 
far below the 22.0 figure in 1890. 

The median ages for first marriage 
for selected years between 1890 and 
1955 are: 


Y ear Men W omen 
1955 22.7 20.2 
1950 22.8 20.3 
1940 24.3 21.5 
1930 24.3 21.3 
1920 24.6 21.2 
1910 25.1 21.6 
1900 25.9 21.9 
1890 26.1 22.0 


bree ro the fertile imaginations 
of a handful of women’s clothing 
designers, we can look forward to see- 
ing gold in some mighty unexpected 
places this year. 

Newest creations for the fairer sex 
include two eye-opening numbers fin- 
ished in gold: a bathing suit by 
Schiaparelli and a mink-cuffed kidskin 
jacket by Albert Alfus. 


ror JANUARY, 1956 


JEWELERS’ CIRCULAR-KEYSTONE 


Other choice items for fortunate 
femmes include a shirt and quilted 
pants ensemble in gold lamé, a gold- 
sprayed raincoat and gold colored 
shoes, evening gowns, cocktail dresses 
and skirts. 

For an even further touch of glamor, 
there is gold eye shadow and glittering 
gold hair spray. 





yg THE DAYS of the big family dinner, 
when granddad was a boy, no 
table was complete without a fancy 
bread tray. 

Many of them had the legend, “Give 
us this day our daily bread,” worked 
into the design, Others contained mot- 
tos, religious expressions or proverbs. 
They came in china, pressed glass, 
pottery, painted tin, silver, pewter and 
porcelain, 

Today, there is little demand for the 
fancy trays. 
now and then, but most are tucked 
away in attics across the country. 


Collectors pick up one 


Who knows, we may see a resurg- 
ence of the old-fashioned bread tray 
as part of the trend toward gracious 
entertaining, which is currently reflect- 
ing itself in such things as the return 
of the dining room. 
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Speaking OF THE JEWELRY TRADE 


Nee ANY proof on how well modern 

time-pieces stand up under rigor- 
ous conditions? Then consider the 
experience of Mrs, Laurel Menzie of 
Lincoln, Neb. 

Mrs, Menzie had been in the habit 
of placing her watch on the window 
sill each morning while eating break. 
fast with her family, according to a 
letter she recently wrote Elgin National 
Watch Co. 

One morning, while no one was 
watching, her 17-month-old son 
dropped her watch into the toaster. It 
wasn't until three weeks and hundreds 
of slices of toast later that Mrs. Menzie 
found it, 

The watch had been subjected to 
550 degrees (Ff) heat per slice of toast. 
Yet, Mrs. Menzie wound the 
watch, after digging it out, it started 
ticking—and it has been keeping steady 
lime ever since. 


when 


()* SEPTEMBER day in 1944, a truck 
” driver walked into a jewelry 
store in Memphis, Tennessee, and se- 
lected a watch for his wife. It was set 
with a ruby and a diamond and re- 
tailed for $395. 

He asked the jeweler to put it on 
lay-a-way, saying, “I'll pay it out by 
Christmas.” 
then, 12 Christmases have 
come and gone-——and the watch is still 
on lay-a-way. The truck driver hasn't 
given up, though. He still makes pay- 


Since 
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Roya Order Of Jesters 


Emblematic 


Jewelry 
in 14K 
Yellow 
Gold... 


We offer a complete se- 
lection of tie holders, cuff 
links, lapel buttons, charms 
and dress studs, all bearing 
the familiar Billiken of the 
Royal Order of Jesters. All 
of these skillfully crafted em- 
blems are of I4K yellow 
gold with a synthetic ruby 
in the navel. 


Wefferling Berry is known 
for the high quality of its 
emblematic jewelry and for 
its extensive selection. We 
manufacture the finest Ma- 
sonic, Shrine, Scottish Rite, 
Knights of Columbus, Elk, 
Moose and other lodge and 
fraternal jewelry. 


Actual size illustration reproduced from our latest catalog 


NUMBER PRICE DESCRIPTION NUMBER PRICE DESCRIPTION 


920-2 $35.00 Tie hoider 2205-1 $32.00 Cherm. diamond eves 

922-2 25.00 Tie holder 2207-1 50.00 Charm, diamond eyes 

2204 7.50 Lape! button *2207 35.00 Charm, as above, no diamond 
22046 6.60 Graces? Germ 2209 70.00 Cuff links, very heavy 

2204-1 17.80 Lapel butten diamond eyes 2210 38.00 Cuff links 

2204-30 69.00 Dress studs, diamond eyes (3) a 93.60 Cherm 


Write Dept. CK-! f *2204-3 39.00 As above, no diamonds (3) | 
rite Dep or our 2205 26.00 Charm 2212 28.00 Charm, diamond eyes 


latest 60-page catalog of (heyst ; (keystone ) 
fine emblematic jewelry 
* Net ilustrated 


WWrerreeumne Berry 2 CO. Sine Enblomate fewelsy 


Menmeen AMERICAN oem eocrtiervrTy @ ROGGE STREET, NEWARK B, N. J. 
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ments now and then; to date they total 
$283.91. 

Each time the store is ready to call 
it quits, the man shows up with an- 
other payment and asks for an exten- 
sion. The last such payment was for 
$2.50 in January of 1955. 

In the meantime, his account has 
really become complicated. The watch 
has aged and lost considerable of its 
former market value, a 2 per cent 
state sales tax was imposed and later 
raised to 3 per cent and the federal 
tax has dropped from 20 tu 10 per cent. 

Is the store tired of the whole deal 
after holding his watch for 12 years? 
Not at all. “We'll continue to hold 
it,” says a store executive. “If he ever 
does pay it out, it will be here waiting 
for him.” 


ip mines we Never Knew Before De- 

partment: According to Ripley's 
“Believe It Or Not” column, rings 
were used as legal tender in Ireland 
in the 12th century. 


oe PUBLIC is more receptive to ad- 
vertising today than ever before, 
say 62 per cent of the members of Tide 
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magazine's Leadership panel of mer- 
chandising and public relations execu- 
tives, 

The executives attribute the public's 
increased receptiveness to a higher 
standard of living, more truthful, in- 
formative and believable ads and the 
growing confidence in brand names. 

Panel members believe that in cer- 
tain fields, like gasoline, dentrifices, 
cigarettes, beer and liquor, the con- 
sumer is less receptive. In other fields, 
they say, public receptiveness is steadi- 


ly growing stronger! 





bows PHILIPPINE government is cur- 
rently financing a project aimed at 
growing extra large pearls inside giant 
oysters. Oysters nearly a foot wide 
have already been grown in experi- 
mental beds. 

If this king-sized product comes off, 
we may soon be seeing cultured pearl 
bowling balls! 






7 e i 


“tS 
~<—s 


* > : 
* 
al 

a 


a 





rae 
©) 





“Okey—buet don't you have something 
not quite so heavy?” 
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am MBER of retailers who have of- 
fered “free coffee” at new store 
openings have been so flabbergasted 
with the way shoppers crowded around 
the coffee dispensers that free coffee 
may become a fairly common promo- 
tion. 

The Retail Memo of The Philadel. 
phia Inquirer, which makes this state- 
ment, goes on to say that a number of 
stores are considering selling coffee at 
2¢ a cup. The extensive study made 
by Coca-Cola showed that shoppers 
who “paused” for a Coke increased 
their average purchase. Memo sug- 
gests that free coffee, or coffee at a 
low price, might achieve the same 
result. 


‘MBARRASSING, EH WHAT? The 
main terminal building of Phila- 
delphia’s bright new airport has 190 
clocks—scattered about in every nook 
and crenny. Almost, that is. Someone 
forgot to put one in the main entrance 
foyer—the spot where passengers natu- 
rally look for the correct time as they 
rush for their plane. 

The Quaker City is now trying to 
get a watch manufacturer to install a 
clock there, as an advertisement for 
his product. 


H,"™ HAD the maddening experience 

of trying to come up with a word 
which stayed jus! out of reach on the 
tip of your tongue? 

If so, you can sympathize with Harry 
Holding of Gense Import, Lid., who 
is busily searching for a new term to 
describe stainless steel flatware and 
hollowware. 

The trade knows what flatware is, 
says Harry, but the average housewife 
doesn't. She thinks nothing of asking 
a jeweler for a set of stainless steel 
silverware, 

With hollowware, it is even worse. 
Outside the trade, no one but a $64, 
000-question winner has any idea what 
it is, Harry points out. 

What can be done about it? “Must 
we resort to old phrases like hostess 
ware or dinnerware?” he asks. 

“Words are needed that express some 
of the unique qualities of stainless. 
Stainless goes into the stove and yet is 
at home on the finest of tables. Good 
stainless never needs to be polished. 
What words can we use to bring these 
thoughts home?” 

Anyone have a good idea for a new 
term? Harry would really appreciate 
your help. 
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Peta a Are Ay . 


A certified Gemologist was confident that he could sell fine stones 


in his small town, but he knew that a long campaign of public 


education would have to come first. 
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* An eager, hard-working jeweler is undertaking what 
may seem at first an unlikely task—creating an interest 
in and demand for precious stones in a small south- 
eastern Oklahoma town. 


When M. T. (Mitch) Bisanar was awarded the title 
Graduate Gemologist by the Gemological Institute of 
America in August, 1954, he became the first jeweler in 
the McAlester area to offer the services of a trained 
gemologist. 

“There has never been an effort to sell, and conse 
quently no demand for, precious stones, other than dia- 
monds, prior to that time,” Bisanar points out. Under- 
standably, he did not jump in with a large gem inventory 
but used a number of methods to build, slowly but 
methodically, a demand for the kind of stones he loves, 
understands and hopes to sell profitably. 

From time to time, he has added pieces of fine jewelry, 
most rings, with genuine colored gemstones, as he felt 
the demand developing in his hometown of 17,878 
population. Bisanar adds realistically, “It has been and 
continues to be a slow process, 

His major effort to date has been the display of a large 
private collection of gemstones in his window. This dis- 
play, which he mounted carefully in individually lighted 
“stages, as well as in the open area of the window, in- 
cluded a series of photographs showing numerous steps 
in the mining, screening, cutting, polishing and mounting 
of fine gems. 

In the window for more than a week, the display at- 
tracted large groups of persons, many of whom stopped 
to tell Bisanar of their interest and pleasure. 

“Actually, we were more than pleased with the results 
ol this display and are planning other such windows,” 
the jeweler says. Since he displayed the gem collection, 
‘isanar has noted an increase in diamond sales and an 
even greater increase in the sale of mountings, as well 
as a rise in the sale of colored stones, mostly in rings 
priced from $30 to $50. 

There has been greater demand for his gemstone identi 
fication service and some of the other jewelers in the 
McAlester area began sending their customers to him fos 
identifications, appraisals and other services, Bisanar 
reports, 

The most important stones in the display were star 


rubies and star sapphires. They ranged in quality from 


some unimportant specimens to some with quite good 
stars, in color from a nearly black-brown to nearly 
whites, and in size from three-fourths of a carat to about 
26 carats. These stones were displayed (see photograph )} 
on the window floor, on large velvet pads, and on a 
miniature stage. 

The best star stones were placed on a stage, with light. 
ing alternating between fluorescent, which did not show 
the stars, and a small, brilliant, single incandescent light, 
which did. Accompanying this display was a card that 
called attention to the changing light and the disappear. 
ing stars. 

At the far left of the window display was a miniature 
stage for some specimens of synthetic sapphire and syn- 
thetic spinel under brilliant lighting. Bisanar’s explana- 
tory card read: “This group of stones represents many 
of the colors and ly pes of cutting offered by modern 
lapidarists. These are synthetic stones, but they should 
not be confused with ordinary paste or glass imitations, 

“They are actually made from nature's own formulae, 
and are identical chemically and in crystal structure to 
the natural gems. They are usually as hard and as dura 
ble but priced much lower, Synthetic gemstones present 
to the gemologist the greatest difhiculties in identifica 
tion. 

Bisanar emphasizes that he wishes not to belittle syn. 
thetics but to educate his public, “We think.” he notes, 
“this will not only help the sale of lower and medium 
priced jewelry, but will eventually create a desire for 
natural stones.” 

On the floor of the window and directly in front of this 
display of synthetics he arranged several papers of 
colored and colorless synthetics of different cutting styles. 

To display the fluorescent stones, Bisanar arranged a 
revolving turntable on the floor of one of the stages, 
covered with styrofoam and scattered with a variety of 
synthetic gems and some diamonds. The turntable moved 
under the regular window lights, then under an ultra. 
violet lamp, making the stones exhibit their eerie glow. 
As the jeweler expected, this turntable was a crowd-puller, 
and the explanatory card under the stage outlined briefly 
the effect of ultra-violet light on certain gemstones. 

Another unusual part of the display was a selection of 
black pearls mounted on wax and seated on a stone paper. 

PLEASE TURN TO PAGE i105 


A JEWELER BUILDS HIS MARKET 
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@ Of all businessmen, the jeweler can best capitalize on the $3000 average travel outlay. 
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Millions of travelling Americans spent a 


billion and a third dollars last year to enjoy 


first-hand the cultures of the peoples of 


foreign lands, presenting to the jeweler a 


promotional opportunity that perfectly fits 


his background, his stock and his prestige. 





CASH 
Or ina 


® World-wide travel by servicemen, by businessmen, by 
men and women vacationers, has created for the home. 
town merchant an opportunity which the jeweler better 
than any other is peculiarly situated to cash in on. With 
the purchase of little or no additional stock, with a mini- 
mum requirement for special display materiai, with no 
more than the usual expenditure required for a routine 
promotion, the jeweler can capitalize on a sensational 
phenomenon of American life today—-the tremendous 
circulation of its citizens througout every foreign land. 

As the illustrations on these pages show clearly and 
quickly, more Americans, supplied with more money, are 
going to more centers of culture all over the world than 


at any time in the past. 
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IN ON THE CULI URE 


W OR LL & 


In addition to the thousands of young men travelling 
in the uniforms of our country’s services, 1954 saw 452, 
(49 passports issued to civilians. That same year Ameri- 
cans spent $1.56 billion in foreign travel, 1955 will 
probably show a gain on this of over $100 million. 

Hearing this, most jewelers would instinctively reply, 
“You needn't tell us of the big money being spent on 
travel—-we ve seen it in our own towns where such money 
paid to travel agencies might otherwise have been spent 
in our stores,” 

Yet, this public yearning for world travel is inevitable 

But, it can be capitalized upon by the jeweler more 
easily, with less effort and to a more profitable extent 


PLEASE TURN PAGI 
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This is where the travelers to Europe came from: ( percentage) 


Min CAST 


lhese were their preferred touria areas: (in thousands) 


. : 7 
f 4 f ‘ : ’ ia entreg 


530 


When they went to Lurope, here is how they seattered: (in thousands) 


,ERMAN 


157 


CULTURI 


than by any other merchant on the street, whether that 
street be downtown, in an outlying neighborhood or in 
a small town. For people are travelling abroad from every 
section of the eountry, 

In doing so they are sear hing out the cultural aspects 
of the lives of the people of various countries, lt is chat 
acteristic of travellers that they try to take in as quickly 
as they can as mu h of the local culture ils possible. 

Lvidence of this is their enthusiastic buying of the 
arts and crafts of the locality they are visiting to bring 
home, for their own use or as gifts, 

It is this very characteristic of the traveller which 
offers the L weler a promotional opportunity right down 
the aisle of his store 

lor, the jeweler has traditionally been the local “gal 
lery for the arts and crafts representing the cultures of 
the peoples ol every part of the world. He has always 


heen regarded as the merchant upon whose taste the 


people of the community can depend, In addition to 


these facts, there is very little of the jeweler’s stock that 
has not either been made abroad or influenced designwise 
by the cultures ol loreign lands. 


Now virtually every other industry is today cashing 
in on this broadening American appreciation of foreign 
design. In fact, so broad is the influence that American 
automobile manutacturers, shoe makers, dress designers 
(of course}, mens’ and boys’ clothing makers, movi 
producers, even food processors, to name a few, look 
toward foreign lands for their inspiration, import foreign 
designers, even adopt foreign names to identify thei 
produ ts, bor example, the Ford automobile called the 
Continental. 

And-—-just stop to think how many products names 
in your own stock identify their design inspiration with 


some foreign country. This practice has proved so com 
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mercially successful in so many lines that today virtually 
every industry is riding the bandwagon of this powerful 
international fashion trend. 

An important thing about this is that it is not a “manu 
factured” style trend but a natural one resulting from the 
unparalleled traveling of Americans. It is a natural one 
created by the peoples’ increasing awareness of the artistic 
values of foreign cultures. Because this fashion is so 
soundly based stylists look for it to continue as an influ 
ence and remain valuable as a merchandising device for 
at least the next two years. What is more, the very dire 
tion of this force, representing as it does an elevation in 
the public’s understanding of “the finer things,” will lead 
more people lo appre iate the fines points of the jeweler s 
wares. (This in turn, also suggests that the jeweler edu 
cate his help more thoroughly on the quality and design 
factors of his merchandise. | 

So it is that where other industries have been obliged 
to restyle their designs, and rejuggle their stocks to 
capitalize on the current swing to internationalism in 
style, the jeweler has merely to promote what he already 
has in the way of his knowledge, taste, prestige and stock 

Here is a powerful means of bringing your store and 
your stock and your services to the active attention of 
those in your community, Here is a means of interesting 
people in what you have (your wares and your know! 
edve)-—and selling them. 

For, even though you may at first bemoan the great 
amount of money spent on foreign travel, and the great 
amount of foreign items brought home by travelers, 
further thought will reveal these for what they actually 
are, pump-priming for future local business that can flow 
into your store. This, of course, if you do act on the 
interests and impulses generated within your community 
by the current peak in world-wide traveling. 


PLEASE TURN 
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AMERICA TRAVELS 


© Men and women who have been exposed 
to the endless varieties of arts, crafts and 
styles of many foreign nations are potentially 
better customers for the retail jeweler when 
they come home. More aware of the diversity 
of the world’s culture, they are more receptive 
to the global selection their jeweler has 
always had in his store. 


The extent of this influence is borne out by 
these statistics, based on U. S, Department 
of Commerce publications, 


For example, this is how much they spent: 


1929 $0.69 billion 
1937 0.47 billion 
1954 1.35 billion 
1955 est.) — 1.49 billion 





° Americans are Baer iii the world these days. Both 
business and pleasure are taking an ever-increasing 
number of people abroad. Today's travel facilities make 
it so easy to reach distant points that trips which would 
once have seemed possible for only a few are becoming 
almost commonplace, 

Consequently, the American outlook is broadening in 
its knowledge of foreign places and its appreciation and 
interest in foreign manners and products, The jewele: 
has a better opportunity than other merchants to gain 
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TRAVEL PATHS 
FRONT 


A. The theme for this window is set by 
a large globe of the world, with groups 
of merchandise {rom various countries 
arranged on elevations, The little flags 
can be painted on stiff paper and at. 


tached to small dowels or matchsticks 


. A travel agency or steamship line 
can lend you a ship model for the 
front center of this display. On and 
around it, arrange samples of some of 
the world’s goods, appropriately bear- 


ing labels of the country of origin. 


from this new trend an increased interest in his own 
shop and merchandise. 

There is merchandise in the jewelry store from 
practically every corner of the globe. Window and 
store displays that play up this side of your mer- 
chandising picture are bound to gain attention from 
both those who have returned from recent travels, those 
who expect to embark shortly and those who haven't 
set the date, but are eager to be off when opportunity 
permits! These three kinds of people may include more 
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LEAD TO YOUR 
WINDOWS 


by VIRGINIA DIXON 


C. Swedish glassware is suggested in 
the sketch but many other items could 
be dramatized in this straightforward 
way. A stencilled shipping crate and 
packing material adds a colorful and 
authentic touch to this effective win- 


dow display. 


D. The cutout map of Switzerland 
labels this window, devoted to the 
crajtsmanship of fine watchmaking. 
The watches can be displayed on cone. 
shaped elevations and in boxes on the 
window floor. American-made watches 


should not be ignored. 


than you realize of those prospective customers who 
pass your store windows each day. 

The jewelry store also carries a number of items of 
merchandise which add to the convenience and pleasure 
of traveling. These should certainly be frequently 
featured from this angle. Luggage, wallets, traveling 
clocks and handbags are obvious travel necessities, but 
jewelry, both men’s and ladies’, compacts, toiletware, 
watches, and cameras can also be featured from the 


travel angle. 


ror JANUARY. 1956 


Swiss watches, Italian leather goods, Swedish silver. 
Lnglish china, Finnish glass, African diamonds, Japanese 
pearls... you will have to make up your own list ol 
merchandise depending on your particular stock, but 
it is sure to be a lengthy one. And remember, a heavy 
volume of your domestic stock shows the influence of 
foreign styles, The jeweler can readily say that he has 
the world in his shop and he will find it very profitable 
to say it dramatically in his windows, 
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UNDER A JEWELER'’S ROOF 


Appealing to 


the public’s travel 


awareness, 


a San Antonio 


store made effective use of 


its resources for one of 


its most successful 


Christmas promotions, 


" A large Texas store took advantage of the rich stock 
of foreign gift items it carries to create one of its most 
successful promotions—-a World's Fair of Christmas 
Gifts. 

For Hertzberg’s, at Houston St. and St. Mary's, San 
Antonio, the event was startlingly profitable, more so 
than anyone in the store had expected, 

While the promotion was conceived and carried out 
to sell imported gifts, it developed into a stimulator of 
business throughout the store, Increased sales of silver- 
ware, diamonds and watches were attributable to the 
crowd-pulling World's Fair promotion, 

Shortly before Thanksgiving. store personnel checked 
all gift items in stock, cataloging them by nationality. 
Then, large and attractive travel posters were selected 
for each country represented, 

Nineteen windows were given over to the World’s 
Fair of Christmas Gifts, each window keyed to the travel 
posters, \. Hertzberg's promotion staff forecast, these 


bright posters were an irresistible lure for a travel-minded 
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public-——and the combination of interest in foreign styles, 
plus the free-spending atmosphere of the Christmas 
season, brought crowds into the store. 

lor this promotion, Hertzberg’s simply made the most 
of what it had, taking advantage of Americans’ in- 
creasing interest in travel and the current emphasis on 
international design in virtually all industries, This 
manner of capitalizing on a style trend required no more 
than the usual investment for an ordinary promotion 
although the results were far from usual, 

Hertzberg’s aided the promotion further by requiring 
no down payment on any gift purchase and by providing 
a 12-month payment plan for the more expensive gifts. 
Without charge, every item was attractively gift-wrapped. 

The international aspect of the promotion was drama- 
tized by an exhibit of over 250 dolls from all parts of 
the world, The dolls (from a collection of Mrs. Max 
(,oodman, president of Hertzberg’s), were not for sale. 
but they served to draw into the store many interested 
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By Edward R. Lucas 


THEY WON'T STAND STILL ... :iis 


family of West Coast jewelers always looking for new heights to 


scale. Result—their business grows steadily in size and reputation. 


* When a jeweler reaches his peak in one establishment, 
it's time to enlarge the store—or move to a new loca- 
tion! 

That belief recently prompted W. L. Runyan and his 
sons, Gerald and William, to move their 38-year-old 
store to a new location at 914 Main St., Vancouver. Wash. 
Their establishment, Runyan’s Jewelry Store, is one of 
Vancouver's oldest jewelry firms. In a city of only 40,000 
population it has built an enviable reputation as a qual- 
ity store, 

A second reason for the Runyan family’s readiness to 
move was the opportunity to create the kind of jewelry 
store they had long wanted. With a free hand in the 
planning and execution of the remodeling, they were 
able to make their new store modern, attractive and 
highly efficient. 

In addition, the move accomplished a number of other 
things: 

(1) It increased store display space by at least one- 
third. 

(2) It enabled the Runyans to put into effect several 
effective new ideas in store planning and display. 

(3) It made possible an increase in the variety of 
merchandise carried. 

(4) It brought about a moderate sales increase. 

(5) It gave executives and salespeople a psychological 
lift and a renewed interest in their work, 

Among the unusual features of the new Runyan store 
is the construction of the main entranceway. The door 
itself is set several feet from the sidewalk, along the left 
side of the store; to enter, customers must pass an array 
of display windows along the front. Placing the door so 
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far back creates a small foyer, the effect of which is 
further heightened by having the interior color scheme 
carried outside into the foyer. This makes for such a 
close relationship between inside and outside that many 
customers find themselves inside the store without actu- 
ally having made a decision to enter. 

In the center of the foyer is the main window display 
unit, which carries the store's outstanding displays. The 
unit is set in front of a large sheet of plate glass, which 
extends from floor to ceiling and runs almost the entire 
width of the store. In addition to its value in making 
the store light and cheerful, the glass front allows passers- 
by a clear view of the interior. 

The Runyans also made a startling change inside the 
store by replacing their old mahogany cases with light 
natural-finish birch fixtures. A further change is the 
use of sections of egg-crate sound mufflers over some 
of the counters to cut down on store noise and to give a 
more intimate feeling to the shop. 

“One of the discoveries we have made since moving 
has been the substantial sales potential that was waiting 
to materialize into increased store sales in fine jewelry,” 
says Gerald Runyan. “Formerly, we carried only a 
limited stock, which we did not merchandise aggressively. 
When we moved to the new store, we were offered three 
major lines of nationally advertised and distributed fine 
jewelry——we accepted all of them. 

“In so doine we have made another discovery: jewelry 
is just as seasonal as clothing, and the stock must be 
completel;, changed over three times a year to maintain 
the customer's interest. This means that each season's 
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The zigzag arrangement of Runyan’s display windows allows the 
ole ( customer to get different perspectives on the content 
potentt ul customer Z j i j fhe interior of this } ancouver. Wash. store. shows how 


almost without realizing i 
x combined fluorescent and incandescent spot lighting, and hou 


floor-to-ceiling plate glass permits maximum visibility 


the eomner 


and io he drau nm into the wore. 











THE 
JEWELER'’'S 
VIGILANCE 


COMMITTEE 


CALLS 


FOR 


ACTIVE 


SUPPORT 


by G. H. Niemever. Chairman 


© 1955 has again been an active year for the Jewelers 
Vigilance Committee, working mostly on the restraint of 
those schemes calculated to hoodwink the buying public. 

The jewelry industry can be proud of its record of in- 
tegrity, but there are those conspicuous few who try to 
turn a “quick dollar” no matter how, or what the con- 
sequences to the industry as a whole. 

Fictitious price tagging is one of the most recurrent of 
such devices, Mark it ‘way up and then give a big “dis- 
count.” The net price is usually the regular one or even 
higher, 

The JVC has also performed good services in its etf- 
forts to keep competition fair by watching phony “close- 
out and liquidation” sales, 

The committee has had no quarrel with legitimate con- 
tests that stimulate business but it will continue its efforts 
to ferret out those who use contests for the purpose of 
defrauding. 

Certain practices covering the marking of karat gold 
need immediate attention, as unfair competition has re- 
sulted, Therefore, violations in this field, and to a lesser 
extent in sterling, have the constant attention of JVC as 
have those cases of false and misleading advertising. 

Important trade conferences covering diamonds and 
low and medium priced jewelry, aimed at raising stand- 
ards and seeking enforceable trade practice rules have 
been held under Federal Trade Commission auspices. It 
is hoped those covering diamonds will be issued soon. 

The JVC maintains close contact with governmental 
agencies both in New York and Washington with regard 
to smuggling and various other administrative and legis- 
lative problems, 

The Jewelers Vigilance Committee is supported solely 
by voluntary contributions. It serves the industry as a 
whole; it has no authority; it is not subsidized by any 
special interest; it seeks to serve without fear or favor. 
It strives to develop group action toward the solution of 
our industry's problems for the greatest benefit to our 
trade and the public generally. 

Contributions toward the support of the JVC and its 
valuable work should be sent to: The Jewelers Vigilance 
Committee, Inc., 45 West 45th Street, New York 36, N. Y. 


THe JEWELERS CIRCULAR-KEYSTONE 





It’s not by chance that the 
Jewelers’ Circular-Keystone has 
established and maintained a 
position of authority and 
leadership in the jewelry field. 
Through the years, JC-K has 
provided the nation’s jewelers 
with a never-ending parade 

of practical, money-making ideas 
of proven value... With 
merchandising guidance 

and operating help... With 
tested ideas on how to cut costs, 
increase sales, maintain profits. 


Readers rely on and refer to 
JC-K all through the year. Its 
breadth of coverage, experience, 
merchandising know-how is made 
available month after month. 


The following pages contain 

an index of feature articles 
published in JC-K during 1955. 
(Together with an all-star lineup 
of the people who are responsible 
for ]C-K’s editorial and 
advertising leadership.) This 
index represents a vast store- 
house of merchandising and 
promotional ideas that jewelers 
can translate into action—and 
profits. That’s why JC-K is 

first choice with 7 out of 10 
jewelers in the nation! 


Jewelers’ 
Circular- 
Keystone’s 
Contents have 
made it the 
leading authority 
of the nation’s 
jewelers for 


over 86 years! 








J ‘s K Editorial Staff 
pee | Experienced journalists who, 


each month, track down, 

gather, appraise, edit and publish 
the money-making ideas that 
make JC-K a complete guide to 


: buying, operating and selling for 
published for the retail jeweler. 











and in the 


interest Business Staff 
, These men are specialists 
of the Retail in their own right, 


combining wide experience in the 
jewelry held with a thorough 


J knowledge of trade advertising. 
eweler 


And because they represent the 


outstanding publication in the 

held, they continue to sell more 
advertisers and more agencies more 
advertising than is published by any 


other magazine in the industry! 
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EDITOR of JC-K is MANAGING EDITOR ASSOCIATE EDITOR NEWS EDITOR Stuart CHINA, AND 
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asia 
Bx 


ART DIRECTOR Jay ‘WASHINGTON EDITOR RESEARCH MANAGER TECHWICAL DATA GEMS authoritatively 







Hannah presents the ‘Neil R. Regeimbal Joseph H. Ball com. is by top-expert discussed every month 
JC-K visual content. j covers the capitol. piles market data. John J. Bowman. by Dr. F. H. Pough. 







/ 


7 







Plus 



















: Regular 
4 contributors 
H . and correspondents 
| > TEWELRY FASHIONS DISPLAY CONSULTANT READER'S SERVICE MERCHANDISING raha 
are fully reported Virginia Dixon assists questions come to sid comes frem the country, 
. \ by Jerry Gewirtz. retailers plan exhibits. Mrs. Josephine King. Tenn Kaufman 
i 












' & 











¢ 








JC-K PUBLISHER THE WEW ENGLAND NEW YORK STATE & NEW JERSEY & WW. Y. 
P. M. Fahrendorf sales representative is City sales representa City sales represent sales representative 
maintains policy. Edmands P. Lingham. tive is Arthur Tuveri, ative John W. Wyatt. is Ray Lawrence. 





















MIDDLE WEST sales SOUTH CALIFORNIA is THE WEST COAST is CIRCULATION MGR. PRODUCTION CHIEF 
representative is Wm. Harry R. Terhune’s covered by sales repre Al Ansel is serving Neil Schiffer makes. 
Comiskey, of Chicago. territory for sales. sentative J. Davenport. JC-K subscribers. up the JCK pages. 









POR JANUARY, 1956 79 





JEWELERS’ CIRCULAR-KEYSTONE EDITORIAL INDEX 


This annual index is de- 
signed to be helpful to jewelers 
who may wish to refer to a particu- 
lar article or subject covering some 
specific phase of jewelry store opera- 
tion or as a reference to mer- 
chandising and promotion 
ideas used successfully 
by other jewelers. 


COVERING ARTICLES IN 12 ISSUES: JAN.-DEC., 1955 


a Will Your Future Parallel That An_ Aid to Retail Sales’ Operation Cherub—Where They 
of the Jewelry Industry? Oct Trading Stamps. Dec :68 (ome From and Why. Aug 

76 Novel Pendants Prove Popu 104 
Developing Advertising Ideas lar As Gifts for Brides-to-Be Operation Cherub-—-What They 
ADVERTISING Oct :127 Dec :84 Will Do and When. Aug:106 
(See also “ Dieplay’’——‘‘Merchan Watehmakers of Switzerland Newspaper The Local Jeweler's Petsonal 
disite & Promotion” Win Preview Advertising Plans Fights Discount Houses with Pou h in Advertising, 
dow Display”) et: 18s Fines Letter te the Publi Promotion and Public Rela 


Will You Benefit from Opera ‘eh 11 tions. Aug 1192 
, Feb :119 A Realistic Approach to the 


General tion Cherub’? Nov :90 Ad Mate-a Big Assist. Feb : ' 
Four Steps in Building Yous Manufacturers Cooperate on 184 k (.1. Market. Aug :196 
Business Personality. Jan:55 Post Cherub Issue, Nov:140 Local Retail Group Establishes Christmas Newspaper Ads. Sept 
Project Y our Personality Through mere be dogg ener Fund and Program for Specia! Tt : 
' ; “epand Sales Effort in 7 ; 
ot tag _ oc gbeowces 1956, Nov :144 oo Boh Ai Know Value eo m Fam pf ig -nogy AE 
Part and Parcel of the Commu Cooperative of Group Advertising. Ma: 111 
nity, Peb 96 Jewelers and Other Merchants 129 A {( ooperative Merchandising 
You Can Make National Adve Cooperate in Des Moines Ads Open Letter Ad on Discount FE ndeavor Photo Store's 
tising Blaze a Path te Your Feb :193 Buying. Apr:136 Lines Sold by leweler. Sept 
Store, Peb:152 Launching Spectacular Merchan- ‘Know Your Merchants’ Cam 145 
dising Attacks July :56 ‘ paign. Apr:148 Selling in the Old South. Sept 
mato Their Business and How ' por Tagg » Bes gy Your Com Buy Diamonds Only from a R: 2 oe 1 B c 7 
a ' . ; ferme =O ma own usiness an . 
They Take Out. May :4! Mohawk Valley RJA Plans Co — Wart A Temed ato Wie Toon Vel 
Thew Import hee to the operative Ad ( SPAcge Aug Diamonds——-The Gift of Gifts wae Sept 156 ) 
Jeweler's Volume lune 10% o- Aor :154 A Suburban Store and the Petr 
Operation Cherub—-Where They Direct Mel Suburban Store Complements sonal Touch. Oct :85 
Came From and Why Aug Fights Discount Houses with , Dewntown Store. May :72 Monday Morning Eve Openers 
104 pee Latte to the Public. Oo edn en tes Soy lg noe 90 pe “ae 
What They Will Do and When Pi noch i temic, . Dae o Graduate May :88 ocelonns vertising ea 
Aug 1106 eo: Selective Target. Feb:158 Small Town Store Boosts Sales Sterling Volume, Oct:14! 
How to Put Them to Work for The Local Jeweler’s Personal With Top-Flight Ad Ideas How to Make Small Soace Ads 
You. Aug : 108 ; Touch in Advertising, May :99 Pay. Oct:144 
Back to School in Fashion Promotion and Public Rels Launching Spectacular Mercha: A Blend of Old and New. Nov 
Aug :i41 tions. Aug 1192 dising Attacks. Tuly :56 122 
The jewelers Constant Silent A Gitt Selector That Says You Can't Live Today on Yes Plan and Idea Book Received 
Salesman, Aug 194 : “Thank You” and Encourages terday. July :62 by Retailers. Nov: 
Operation Cherub. Sept:79% Credit, Sept :98 loin Up or Close Up. July :64 Photo Equipment 
Watehes Are Good . With Developing Advertising Ideas. Alert to Merchandising Oppor able Sideline. De 
Us, Sept :108 et :127 tunities. July :108 An Aid to Retail Sales? 
Federal Agencies Plan Tighter Sterling Volume. Oct:141 Selling to the Teen-Age Market Trading Stamps. Dec 768 
Controls Over Advertising A PWilend and Old and New verenanns ares! le Keeping Pace with Progress 
Claims. Sept :20° Nov :122 Resistance. Tuly :112 Dec 94 


()peration Cherub. Sept :79 
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Self Service Sells China Dec 
if 

Stemware Specialty Brings Jewel 
er More Business Throughout 
Store. Dec : 107 

leweler Boosts Local 
Team. Dece:i1] 

Operation Cherub Material Sent 
to Newspapers. Dee :127 

Radio 


Better Selling Through 
Planning. May :86 

A 5terling “epeeees to Fiat 
ware Sales ay :126 

Back to School Campaign In 
creases Luggage Sales. May 
15] 

Charlotte, N (.. jeweler Over- 
comes Invalidism. Aug :234 
Small Town Business Can Be 
Turned Into Big Town Vol 

ume. Sept :156 


Baseball 


Better 


Novel Teen-Age Promotion 


Boosts W atch Repair Profits 
Oct :17!1 
Television 
Increased Sales Volume Linked 
to TV Advertising. Feb :98 
Meyer Jewelry Co. Using TV 
for Diamond Advertising. Apt 
163 
Ketter Selling Through Better 
Planning. May :86 
leweler’s TV Program Cre 
ites Good Will and Profits 
lune :58 
IV Variety Show Pays Of in 
Fun and Profits. Aug :100 
Watch Co. Sponsors ‘Person to 
Person’. Sept :207 
Makers of Gold Filled leweilry 
to Expand Sales Effort in 
1956 Nov 144 


AIR CONDITIONING 


(See also ““Modernization” ) 


APPLIANCES 


What Every Bride Needs. an 
Apphance “Wardrobe.”’ Apr 


/4 
New Schick Factory Most Mod 
ern in Industry. Oct :187 
Hearing Aid Sales, Service, 
Bring New Customers to BR. I 
Firm. Dec:110 


ASSOCIATIONS @ 
COMMITTEES 


Public Confidence and the Activ 
ities of the Jewelers Vigilance 
_ommittee. lan :88 

New York Horologists to Con 
vene Jointly with HIA. Jan 
140 


lhrectory of T rade Associations 


; to Sponsor ‘National 
Jewelry Week’. Feb: 206 
ISA Advisory Board Hears of 
Difficulties in Protecting Trade 
from Criminals. Feb -210 
AGS Awards 27 Titles in Last 
Quarter of "54. Feb :223 
lewelry Tax Committee Formu 
lates Plans for "55. Feb :225 
National Jewelry Week. Mar :88 
Texas Watchmakers Know 
Value of Group Advertising 
Mar :129 
lewelers Vigilance Committee 
Reviews Past Year's Activities 
at 42nd Meeting. Mar :166 
American Gem Society Is 
sues Directory of Titlheholders 
Mar :166 
Associate Jewelers Okay New 
Union Contract Mar :169 
Diamond Mires. & Importers 
Association Reviews Accom 
plishments at Meeting. Mar 
171 
jewelry Crafts Association Rati 
Union Contract. Mar:18! 
Again Chosen aa Site for 
Annual Swiss Watch Fair 
Mar :195 
Pians for ‘National 
Week Are Reaching 
Gear. Apr:158 
fiwer 14% F.xhibitors 
Space for National 
Pair in Chicago. Aor: 
Over 8090 Attend NEMIASA 
Banquet in Boston. Apr :166 


lewelry 


High 


Reserve 
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Wall Ke-elected President o/ 
Jewelers Board of Trade 
Apr : 167 

(Construction Started on 
GLA Headquarters. Apr 

Credit Insurance Plan Offered to 
ANRIA Members. May : 16! 

Program Planned for Prov: 
dence ‘Festival Day’ May 
163 

ANRIA Plans 50th Convention 
Program. May :165 

600 Attend Oklahoma leweler* 
and Watchmakers Convention 
May 16s 

NIA Convention and 
lewelry Fair. Tuly :53 

Playing Fair Is Essential im 
Pulling Together. July -60 

(,etting Along With Your Com 
petitors. luly :66 

National Wholesale lewelers As 
sociation Holds Convention 
uly : 133 

Timely Program and 
Show to Highlight 
Convention. July :139 

NEMI&ASA to Expand lewelry 
Training Program. July :14! 

‘lewelry Festival Day’ Success 
in Providence. Tuly :142 

1300 Wholesalers Attend Jewe!l 
ry Show in Providence. July 
1S0 

New York State Tewelers Hold 
Debate on Synthetic Dis 
monds July 174 

ANRIA National Convention & 
Trade Show. Aug :102 

Operation Cheruh—-Where The: 
Come From and Why. Aug 
104 

Operation Cheruh—What They 
Will Do and Why. Auwg:196 

Operation Cherub—How to Put 
Them to Work For You 
Aug :108 

NTA Discuss Price Maintenance 
and Industry Promotion. Aug 
225 

Wisconsin Watchmakers Hold 
20th Annual Convention. Aug 
243 

Mohawk Vallev RIA Plane Co 
operative Ad Campaign. Aug 
927 


Nationa! 


Fashion 


ANRIA 


Douglas Adjourns Silwer Sub 
sidy Hearings. Aug :245 

ANRTA Holds 50th Annual 
Convention. Sept :185 

Oscar Kind Reelected President 
of ANRITA. Sept:185 

Endman Succeeds Reid as 
WMDAA President. Sept: 18° 

Rudder Named Chairman of 
jewelry Industry Tax Com 
mittee. Sept :197 

jewelry Industry Tax Commit 
tee ead =; Outlines Plans 
Sept :211 

jewelers Board of Trade Meets 
Oct. :185 

Labor Dept. Attempts to Stop 
Iilewal lewelry Manufa: furitig¢ 
Met: 189 

Sub-Committee Named by In 
dustry Tax Croup Oet -197 

Southern Tewelry Show Attracts 
1.000 lewelers. Oct :198 

Will You Benefit from Opera 
tion Cheruh? Now :90 

Treasury and Internal Revenue 
to Recommend Tax Changes 
Novy 138 

Pian and Idea 
yy Retailers 


Book Received 
Now:140 
Cherub Explained: Convention 

Dates Set by Alabama Tewe!l 

ere. Now :159 
Swiss and U. S. Watchmakers 

Discuss Ways to Improve In 

dustry Relations. Dec :123 


Manufacturing Jewelers and Si! 
veremiths Plan Overland 
Freight Service. Dee:124 

Confidence in the Jeweler and 
Ethics Are Aims of Tidewater 
Jewelers Guild, Dee :126 

Boston Tewelers Club Holds An 
nual Dinner. Dees130 

NEMIASA Becomes National 
Organization. Dec -135 

Non-Profit (,roup Poarmed to 
Market Swiss Watches. Dec 
136 

New Officers Elected by Chi- 
cago Golden Roosters. Dee 
147 


BIRTHSTONES 


(See also Advertising 
“Gems "Merchandising and 
Promotion”) 

Fashion 


Back to School im 


Aug:i4l 


BOOK REVIEWS 


[he Speciality Shop (A Gude) 
Apr: 148 


BRIDES 


Lhe part 


hoe nix 


Hridal Merchandising 
ment Opened by 
Jeweler. Feb:194 

The Bridal Market. Apr :65 

The Bridal Market o1 W hat 
Every jeweler Should Anow 
Apr :66 

The Silverware Market, Past 
Present and Future! Apr :64 

What Every Bride Needs, an 


Appliance “Wardrobe”. Ap 
i4 


Hright Ideas for Your Window 
Displays. Apr :76 

5 Store Redesigned with th 
Bride Foremost in Mind. Ap 
126 

Every Day a Gift Giving Vay 
july :72 

Bridal Merchandising. July :106 

Alert to Merchandising Oppo 
tunities. July :108 

Nevel Pendants Prove Popula: 
aa (,iftes for Brides to. Bs 
Lec : 84 

Keeping Pace with 
Dec :94 

Hiome Entertaining 
Dec -96 


Progress 


Display : 


BUSINESS CONDITIONS 


The Bridal Market. Apr:65 

The Bridal Market or What 
Every Jeweler Should Kaow 
Apr :66 

The Silverware Market, Past, 
Present and Future! Apr :66 

Match and Top Last Year's 
Sales. Apr :147 

Business a Game of Put and 
Take. May :6! 

Here is How 270 Jewelers Put 
Into Their Business and How 
They Take Out. May :62 

Suburban Store Complements 
Downtown Store. May :72 

Better Selling Through Bette: 
Planning. May :86 

Small Town Store Boosts Sales 
With Top-Flight Ad Idea 


May :99 

Minimum Wage Pian Include 
Jewelers in Interstate Busi 
ness. June +127 

Merchandising & Sales Promo 
tion Talks at UHAA Session 
June :128 

NIA Convention and Nationa! 
Jewelry Pair. July :5$3 

The leweler Is the Jewelers’ 
Heat Ally in Fighting the 
Inroadse of Other Vodeotelen 
July :54 

Launching Spectacular Me: 
chapdiaing Attacks. Tully :56 

You Can't Live Today on Yee 
terday. July :62 

loin Up or Close Up. July :64 

National Wholesale Jewelers A-« 
sociation Holds Convention 
Tully :133 

Operation Cheruh—Where The» 
Come From and Why. Aue 
104 

Ooeration Cheruh—What They 
Will Do and When. Aug:106 

Operation Cherub How to Put 
Them to Work for You 
Aug :108 


iexas Comern Soives Problem 
ot Speeding wp Collections 
Aug i211 

New England Jewelry Manutac 
turers Start Work on Fall 
Lines. Aug : 238 

Toes Your Extra Christmas 
Help Complain’ Sept :96 

lewelers Active in Portland's 
*Miracte Mile’ Promotion 
Sept 129 

Ad States Firm's Price Policy 
Sept: iii 

Selling in the Old South. Sept 
150 

Small Town 
Turned into Big 
ume. Sept 156 

ANRIA Holds Oth 
Convention. Sept: 185 

Will Your Future Parallel that 
of the lewelry [adustry’? Oct 
76 

Watch Makers and Ilmporters 
Diseusse Smuggling. Cet :185 

Labor Dept Attem ts tH Stop 
Iilewal lewelry Manutactur 
img. (ret: 189 

Providence Manufacturers R: 
port Peak Employment. OUet 
19] 

Lavan Telle of Empioyee Poo! 
Plan at Providence Dinne: 
Nov 153 

Swies and U. S&S. Watchmake: 
Discuss Ways to Improve In 
dustry Relations. Dee :123 

Manufacturing lewelers and 5)! 
veremiths Plan Overtand 
Freight Service, Dee: 124 

Feonomists Report Healthy Our 
look for Firet Half of 1956 
Dec: 126 

NEMIASA Hecomes 
Organization. Dee 


Business Can be 
lown Vol 


Annual 


Nationa! 


BUSINESS MANAGEMENT 


Changes in Social Security Act 
of Creat Interest to Sell. Em 
ployed Feb: 196 

Business is a Game of Put and 

hl 
ow 270 lewelers Put 
Their Business and How 
Take Out. May '62 

Inventory Control Simplifies 
Life. June :80 

Employees Retirement Fund 
Pays OF Por All. Aw@ liz 

Oneida Announces Plan to Re 
organize Distributers. Aug 
242 

Dees Your Extra Christmas 
Help Complain’ Sept :96 

Munson Elected President of In 
ternational Silver. Sept :192 

Walter Hoving Acauires Tiffan 
& Coe sept 197 

Congress Plane Expansion of 
Minimum W age Coverage 
Sent 202 

You Can Sell Today on Yester 
day. Obet:72Z 

Will Your Future Parallel that 
of the lewelry Industry? Oct 


76 
The Personal Touch im Sell 
ing to Customers. Olet 198 
Developing Business Idea, Oct 
1% ; 


New Schick Factory Most Mod 
ern in Indaatry. Oet: 187 
International Silwer Co. Freaks 
(round tor New Plant Olet 

1s 

Cillette Buys 
Oet : 200 

Inventory Can Be Eaay. Now 
76 

Team I'p with Youth fort Sale 
Now ae 

Adam Hat “torres 
Gemea Cao. Nowl4 

Rulova and New York Univer 
sity Sooneor ( ourte Nov ‘144 

(,ruen W atch ts F xpand Nov 
142 

Are You Ready to Sell Dis 
monde’? Dee :%3 

William T. Lask Named Presi 
dent of Tiffany. Dee :125 


Paper Mate Pe 


Purchas« 


whi 


CAMERAS 
leweler Cooperates with Compe 


tition in Promotion, Sells 
More Cameras. Veh 1123 


81 








Finds Photography Kits Best 
Way to Sell Cameras F et, 
206 

ws Sell 
Special items 


Cooperative Merchandising 
Endeavor Photo Store's 
Lines Sold by Jeweler. Sept 
145 

Photo Equipment . 
able Sideline, Dex OS 


A Profit. 


CHILDREN’S JEWELRY 


A Give Away Program . Pree 
Baby Kings Build Goodwill 
for Store Peb:112 

Baby Gilt Sales Promoted with 
Fepene zremenen to Moth 

Peb:i 

aioe Sees Gitte for the 
(raduate. May :88 

Back to School in Fashion 
Aug :141 


CHINA, GLASS & GIPTWARES 


(Bee also “Merchandising and 
Promotion’ } 

A Contest Lets Women Show 
Their Table Setting Skill 
Jan (122 

(hina and Glaes~—-In a Colonial 
Setting Feb :182 

The Bridal Market or What 

wery Jeweler Should Know 
A 66 

A Store Redesigned with the 

Bride Foremost in Mind. Apr 


ig 

Table Setting Contest Results in 
Profits and Publicity. Apr :130 

Suburban Store Complements 
Downtown pou May 

A Sterlin weer to Fiat 
ware Ry May 

Self-Service Enc os in This 
Store. May :130 

Modernization Pays Its 
Way. June :66 

The Jewelers’ Importance in 
Distribution of China, Glass 
& Giltwares. Tune :100 

China, Glass & Giftwares . 
Their Importance to the 
Jeweler’s Volume. June:103 

China and Glase Star in Win 
dow Display, June :104 
High School Table Setting Con 
test (reates Widespread Inter 
eat. July :92 

Bridal Merchandising Tuly 
106 


Alert to Merchandising Oppor 
tunities. July (108 

A New Look at an Old Store 

Aug :144 

Thankeaiv ing An Oppor 
tunity For the Teweler. Aug 
180 

errr in the Old South. Sept 
14h) 


(ryvetal Stemware Te a Natural 
feos Nationa! Wine Week 
Sept 160 

A Suburban Store and the Per 
sonal Touch. Oet 85 

Special Display for Tablewares 
flet 141 

A Wiend of Old and New. Nov 

; 

Elegance Comes Home Again 
Thee 45 

A tiood Front for Profits. Dex 
70 

Novel Pendants Prove Popula: 
ae Criite for Bridesto-Re. Dee 
a4 

Keeping Pace with Progress 
Dee :94 

Home Entertaining Displays 
Dee -94 

Sell Service Selle China. Dew 
102 

Stemware Specialty Brings Jewel 
er More Business Throughout 
Store. Dee :107 


CLOCKS 


GE and Telechron Clocks 
Merged into Single Operation. 
Jan :149 

The Dignified Ploor Clock, Still 
in Tune with Modern Times. 
Feb :104 

Interesting and Rewarding Profit 
Makers ~~ Decorator Clocks. 
May :69 

Clock Merchandising Pays Off 
for St. Louise Jeweler. May :99 

Workshop Questions and An- 
ewere. May: 192; ane 150; 
July :160; Aug Sept : 
216; Oct wa. a 166 ; 
Lec : 148 

Longines Electronic Timer Used 
at Indianapolis Races. July: 

‘ 


1 
World's Biggest Clock Also 
Most Accurate. Oct :186 
Time on His Hand. Now :84 


COLORED STONES 


(See *Pashions”’ “Geme" — 
* Mer« handising and Promo 
tion” Rings’’) 

Color as a Guide to Gemstones 
Jan 80; Feb:92; Mar:94; 
Apr :84; May :80; Jume: 56; 
July :70; Awg:124 

Fancy Diamond Colors and Cuts 
Stimulates Sales. June :85 

Workshop Questions 

. June +150 
Growing Importance 
Men's Jewelry. Aug:114 

Back to School in Fashion 
Aug :141 

New Jewelry Stone... Indian 
Moonstone. Sept :106 

Starilian. Oct :88 

Watches Do More Than Tell 
Time. Nov:55 

Baroque Stones. Nov:72; 

‘ses Unusual Jewelry to Cre- 
ate Excitement. Nov:78 

Fashion Leads the Way to 
January Sales. Dee :47 

Versatility The Stones of 
Baroque and Cabochon 
Jewelry. Dee :66 


COSTUME JEWELRY 


‘Co Together Fashtons in 
Clothes and Costume Jewelry 
"eh 84 

Mass Display Technique In 
creases Costume Jewelry 
Sales. Feb:121 

Display Doubles Sales of Cos- 
tume Jewelry, Apr:1$2 

Designa Technique May :84; 
June :64; Aug:130 

Promote Jewelry Gifts for the 
Graduate, May :88 

Pear! Fashions. May :93 

Mass Display Case Boosts Cos 
tume lewelry Sales. May :10% 

The Fashion of 1955 in Gold 
June :53 

1300 Wholesalers Attend Jewel 
ry Show in Providence. July 

0 


What Is Men's lTewelry. Aug: 
1 


Aoveal to Women in Gilt 
Merchandising, Aug:112 

Proof of the Pofits in Men’: 
Emblematic lewelry. Aug :t!” 

Fashion Show Builds Prestige 
Avg 176 

Back School in Pashion 
Aug :141 

Moking Use of Odd Earrings 
Aug :177 

Workshop QOuestions and An 
sewers. Aug :260 

A TC.K Aid t Selling Fine 
lewelry. Sept: 104 

Disnlay ts Important in Boost 
' Turnever of Costume 

Sent :144 

Costume lewelry Te Fun to Sel! 
Oet:104 

Modernization for the Small 
Town Teweler. Oct:148 

Labor Dept. Attempts to Stop 
Iilewa! Tewelry Manufactur 
ing. Oet: 189 

Anson. Enlarges Factory 
Oct :197 

Workshop Questions and An 
sewers, Oct : 206 

Rareque Stones. Nov:72 . 
t'ses Unaeual Jewelry to Cre 
ate Excitement. Now:78 


A JC-K Aid t Selling Fine 
Jewelry. Now :80; Dee :62 
Fashion Leads the Way to Jan 
uary Sales. Dec :47 

Novel Pendants Prove Popular 
as Gitte for Brides-to-Be 
Dec :84 

Government Plans Tariff Reduc 
tions. Dee:124 

Fashion and Contemporary Sty! 
ing Keynote British Costume 
Jewelry Designs. Dec :125 


CREDIT 


Cit Central Credit System 
? ale Jeweler to Extend 
Credit. "Mar :123 

Credit Insurance Plan Offered 
to ANRKRJA Members. May 
161 

Tezas Coneern Solves Problem 
of Speeding Up Collections 
Aug :211 

Collecting Charge Offs. Oct :154 


—)- 


DESIGN 


Original Creations by Desi 
Technique. Jan:94; Feb: 108 ; 
Mar:96; Apr:86; May :84; 
June :64; -; 76; Aug :130; 

104; Nov: 80; Dec :62 

Original Student Desi ns Shown 
at N. Y. Exhibit ay :172 

Authorities Ap --osgg Current 
Diamond Designs. Jul 

NEMIJ&SA to - pone g ee 
Traiming Program. July :141 

North Attleboro Students Win 
Awards tor Jewelry Designs 
Aug :233 

Fashion Leads the Way to Jan 
wary Sales. Dec :47 

sar * nas Jewelry for "56. Dee 


Peshion and Contemporary Sty! 
ing Keynote British Costume 
Jewelry Design. Dec:125 


DIAMONDS 


(See also ‘Display’ Fashion” 
—"* Merchandising and Promo- 
tion’’-—“Rings’’) 

Original Creations by Designs 
echnique. Jan:94; Feb:108; 
Mar: 96 ; Apr :86; May :84; 
ts July :76; Auwg:130; 
pt: 104 

Second Annual Awards Offered 
for Gem Designs. Feb:211 

Store Advertises Regular $100 
Diamonds-—tor $100. Mar:158 

Synthetic Diamonds Are Not 
Considered to be Immediate 
Danger to Gem Trade. Mar 

5 


16 

Synthetic Diamonds, a Threat 
to the Gem Market’ Apr :80 

Paris Fashions Spark Diamond 
lewelry Sales. Apr :88 

Buy Diamonds Only from a 
Reliable Jeweler, Warns Ad 


Apr: : 

Diamonds—The Gift of Gifts. 
Apr :154 

Noted Authorities to Choose 
Designs for ‘Diamonds USA’ 
Awards, Apr:158 

Meyer jewelry Co. Using TV 
lor Diamond Advertising 
Apr :163 

Diamond Inclusions. May :82 

The Fashion of 1955 in Gold. 
June 

Fancy Diamond Colors and 
Cute Stimulate Sales. June :85 

Authorities Appraise Current 
Diamond Designs. luly :68 

TV Variety Show Pays Off in 
Fun and Profits. Aug :100 

Diamond Industry 1954. Aug 
120 

A New Diamond Setting. Aug 


220 
Watch & Diamond Smuggling 
Increasing. Aug :229 
Workshop Questions and An- 
sewers. Aug :260 


Diamond Industry 1954. Sept: 
100 

Advantages of a Diamond 
Booth. Oct :168 

Internal Revenue Service Issues 
Trade-in Tax Ruling. Oct :183 

Rare Diamond Collection to Aid 
Gemological Institute Stu- 
dents. Oct :192 

Watches Do More Than Tell 
Time. Nov:55 

Diamonds U.S.A. Awards. Nov: 
62 

Fashion Leads the Way to Jan 
uary Sales. Dec:47 

Are You Ready to Sell Dia 
monds’ Dec:53 

Sculptured Jewelry for "56. Dec 
56 


Test Certificate Reassures Cus- 
tomer He Gets His Diamond 
Back. Dec:1i11 


DISPLAY 


(See also “Merchandising and 

Promotion’’——‘Modernization” 
“Window Display’’) 

Valentine Displays Say ‘Buy 
Jewelry.’ Jan:78 

Adapting Manufacturers’ Mate- 
rial for Window and In-Store 
Displays. Feb :90 

Mass Display Technique In- 
creases : ostume Jewelry Sales. 
Feb :12 

Display Shows Customers How 
a Timepiece Is Cleaned. Feb 


A Passerby Can Pass or Buy. 
Peb -156 

Panel Units Solve Space Prob- 
lem in Displaying China, 
Glass and Silverware. Mar: 
140 

Built-in Display Shelves Make 
Entrance Attractive. Apr:152 

Window Displays . To Seli 
Y our Repair Department 
May :76 

Promote Jewelry Gifts for the 
Graduate. May 

Clock Merchandising Pays Off 
for St. Lowis Jeweler. May :99 

Shadow Boxes Help Change 
Store’s Long Narrow Look. 
May :101 

Merchandising Objectives Dic 
tate... June:60 

Modernization 
Way. June:66 

Fancy Yiamond Colors and 
Cuts Stimulate Sales. June :85 

China and Glass Star in Win- 
dow Displays. June:104 

JIC §=6—Promotes§ Jewelry for 
Father's Day. Tune:129 

Every ae a Gilt Giving Day 
July 

High Schoo! Table Setting Con 
test Creates Widespread In- 
terest. July :92 

Baby Gift Sales Earn Key Dis- 

lay Spot in Texas Jewelry 

Btore July :96 

Bridal Merchandising. July :106 

Alert to Merchandising Oppor- 
tunities. July :108 

Operation Cherub—What They 
Will Do and When, Aug :106 

Operation Cherub—-How to Put 
Them to Work For You 
Aug :108 

Appeal to Women in Caft 
Merchandising. Aug :112 

Proof of the Profits in Men’s 
Emblematic Tewelry. Aug :117 

Men's lewelry To Show Is 
To Sell. Aug :119 

Swiss Watch Displays Im 
aginative Fasy to Build 
Aug :136 

Back to School in Fashion 
Aug :t4! 

A New Look for an Old Store 
Aug :144 

Thanksgiving An Oppor 
tunity for the Jeweler. Aug 
180 

The Local Teweler’s Personal 
Touch in Advertising, Promo 

: Public Relations 


Pays Its 


A New Diamond Setting. Aug: 
220 

1954 Christmas Tewelry Store 
Displays. Sept :34 

Christmas Jewelry Store Dis 

plays 1954. Sept :86 

Plan Your Christmas Displays 
Early. Sept :94 


THE JEWELERS’ CiIRnCULAR-KEYSTONF 




















in a Suburban Shopping Center 

. Display Is the Thing. 
pept 114 

Display Is Important in Boost 
ina Turnover of Costume 
Jewelry. Sept :144 

Small Town Business Can Be 
Turned Into Big Town Vol 
ume. Sept:156 

Crystal Stemware Is a Natural 
tor National Wine Week 
Sept : 160 

The Christmas Spirit in Decora 
thon Chet 8) 

Create the Christmas Spirit in 
Your Store. Oct :82 

Window Display Techniques 

For Increased Viewing. Oct 

9? 


Remodeled Store Features 
Homey Atmosphere... and 
Modern Design. Oct :100 

Costume Jewelry Is Fun to Sell 
Oct :104 

Special Display for Tablewares 
Oct :161 

Free Gift Wrapping Plan In 
creases Denver Store's Gift 
Sales. Oct:172 

‘Betore and Aiter’ Window Dis 
plays Promote Hollowware 
Sales. Oct:173 

Assert Your Authority in Your 
W indows Nov :61 

Uses Unusual Jewelry to 
Create Excitement. Nov:78 

Watch Repair Window 
Brings in Business. Nov :82 

Unusual Window Displays Cap 
ture ‘Moods’ and ‘Feelings.’ 
Nov 99 

‘Mixed-Up’ Displays Increase 
Jewelers Watch Sales. Nov 
104 

Alabama Customers Enthusias 
tic for Glass-Silver Combina 
tion. Now :109 

Jeweler Inetalis Wall with 
Holes and Fills Store with 
(‘ustomers. Nov:110 

Subtle Reminder to Husbands 
Serves to Increase Diamond 
Sales. Now:112 

A Good Front for Profits. Dex 
70 

Home Entertaining Displays 
Dee :96 

Self Service Selle China. Dec 
102 

‘Good Timing’ by Jeweler Pro 
motes Silver Trays for Holi 
days. Dec :106 

Stemware Specialty Brings 
Jeweler More Business 
Throughout Store. Dec :107 

‘Pegboard Can Be a Potent As 
set,” says Missouri Jeweler 
Dec :122 


i. 


EMPLOYEE RELATIONS 


(‘See also “Business Manage 
ment™’-—‘Sales Training’) 
Employee Kelations Program 
Tightens the Bond Between 
Employer and Employee 

Feb 04 

Self-Service Encouraged in This 
Store. May :130 

Employees Retirement Fund 
Pays Off for All. Aug:132 

Does Your Extra Christmas 
Help ( omplain? Sept 96 

Time Out for Work. Oct:131 

Inventory Can Be Easy. Nov 
76 

Team Up With Youth For 
Sales. Nov :88 

Lavan Tells of Employee Pool 
at Providence Dinner. Nov 
153 

Getting Along with Em 
ployees. Dec :72 


ENGRAVING 


Engraving Chart and Charges. 
May :188 

South Carolina Engraver Offers 
‘Up-to-date’ Chart. Dec :109 





EXTRA LINES 


{ See also **Display”-—"‘Mer 
chandising and Promotion’) 

A Profitable Additional! Line 
Kehgious Paintings and Stat- 
ues. May :138 

Appeal to Women... im Gift 
Merchandising. Aug:112 

Proof of the Profits in Men's 
Emblematic Jewelry. Aug :117 

A Cooperative Merchandising 
Endeavor .. Photo Store's 
Lines Sold by Jeweler Sept 
145 

Monday Morning Eye-Openers 
(jet : 90 

Students Turn to the Type 
writer; So leweler Turns to 
Students. Nov :109 

Photo Equipment a Profit 
able Sideline. Dee :65 

Hearing Aid Sales, Service, 
Bring New Customers to R.I 
Firm. Dec :110 


= 


PAIR TRADE 


Survey Shows 70% of All Re 
tailers Are Paced With Dis 
count Competition. Jan :137 

NRDGA Report Urges Manu 
facturers to Enforce Pair 
Trade Prices. Feb :207 

Toastmaster Steps Up Fat 
Trade Enforcement. Feb :227 

Anti-Trust Unit of Justice De 
partment Urges Repeal of 
Federal Fair Trade Statutes 
Apr 161 

Wisconsin RIA to Discuss Fair 
Trade Suite at Contfahb Apr 
186 

NIA Discuss Price Maintenance 
and Industry Promotion 
Aug :225 

Oneida Announces Plan to Re 
organize Distributors. Aug 
49 

Ad States Firm's Price Polhey 
Sept 14] 

Small Town Business Can Be 
Turned Into Big Town Vol 
ume. Sept :156 

Westinghouse Abandons Fair 
Trade on Electric House 
wares. Oct:18! 

Supreme Court Refuses to Re 
view Pair Trade Cases. Nov 
140 





FASHION 


Fashion Fabries Highlight with 
(sold Toor “priti@ lan 

‘Go-Together Fashions in 
Clothes and Costume Jewelry 
Feb “4 

The American Male Turns to 
Color——In Jewelry and 
Clothes. Feb :87 

Fashion Favors Low Priced 
Jewelry. Mar :80 

Paris Fashions Spark Diamond 
Jewelry Sales. Apr :88 

interesting and Rewarding 
Profit Makers Decorator 
Clocks. May :69 

Designs Technique. May :84; 
July :76; Aug:130 

Pear! Fashions. May :93 

The Feshion of 1955 in Gold 
June 

Authorities Appraise Current 
Diamond Designs. July :68 

What Is Men's Jewelry. Aug 
116 

The Growing Importance of 
Men's Jewelry. Aug:114 

Men's Jewelry to Show Is to 
Sell. Aug :119 

Fashion Show Builds Prestige 
Aug :126 


Back to School in Fashion. 


Aug :141 


Watches Do More Than Tell 
$5 


ime. Nov 


Assert Your Authority in Your 


Windows. Nov:6! 
Elegance Comes Home Again 
Dee :45 


Fashion Leads the Way to 


January Sales. Dee :4? 
Sculptured Jewelry for '56. Dec 
‘6 


Fashion and Contemporary Sty! 


ing Keynote British Costume 


Jewelry Designs, Dee :125 


FTC 


New FTC Rule to Legalize Cer 
tain ‘Loss-Leader’ Sales. Feb 
211 

FTC Refuses to Enforce Fair 
Trade; Dealers Told to Seek 
Aid trom States. Apr :159 

FTC Wages Campaign Againat 
Fictitious Price Fixers. Apr 
183 


Gu 


GEMS & GEMOLOGY 


(See also ‘“Diamonda’’—‘*Tech 
nical’’) 

Color As a Guide to Gemstones 
Jan:80; Feb:92; Mar:94; 
Apr:84; May:80; June:56; 
July :70; Awg:124 

Second Annual Awards Offered 
for Gem Designs. Feb :211 

Synthetic Diamonds Are Not 
(Considered to be Immediate 
Danger to Gem Trade. Mar 
165 

Synthetic Diamonds, a Threat 
to the Gem Market? Apr :80 

Noted Authorities to Choose 
Designs for ‘Diamonds USA’ 
Awards. Apr:158 

Diamond Inclusions. May :42 

American Gem Society Holds 
20th Conclave. May :160 

New York State lewelers Hold 
Debate on Synthetic Dis 
monds. July :174 

Diamond Industry 1954. Aug 
120 

Wiss Named Chairman of GIA's 
Board of Governors. Aug :231 

Diamond Industry 1954. Sept 
100 

A New lewelry Stone In 
dian Moonstone, Sept :106 

Starilian. Oct #8 

Advantages of a Diamond 
Reoth, Oet:168 

Rare Diamond Collection to Aid 
Cremological Inatitute Stu 
dents. Oct :192 

Diamonds '.S.A. Awards. Nov 
+ 

Baroque Stones. Nov :72 

‘ses Unusual Jewelry to 
Create Excitement. Now:78 

Star Sapphire ie Carved in Like 
ness of President. Now :145 

Seulptured Jewelry for ‘S46 
Dee 56 

Versatility The Stones of Ba 
roque and Cahochon Jewelry 
Dee 66 


GIFTS 


Expansion and Modernization 
A Hoon to Silver and Gilt 
wares. Pebh:178 

Promote Jewelry Gifts for the 
(sraduate. May :88 

A Profitable Additional Line 
Religious Paintings and 
Statues. May :138 

The Jewelers’ Importance in 
Distribution of China, Glass 
& Giltwares. June :100 

China, Glass (,iitwares 
Their Importance to the Jewel 
er’'s Volume. June:103 


Baby Gilt Sales Earn Key Dis 
play Spot m texas Jewelry 
Store luly 46 

Alert to Merchandising Oppo 
tunities. July : 108 

Selling to the Teen-Age Market 

Overcoming Threshold 
Resistance. July :112 

Operation Cherub Where They 
Come From and Why. Aug 
104 

Operation Cherub-—-What The 
Will De and When. Aug :106 

Operation Cherulb—-How to Put 
Them to Work for You. Aug 


What le Men's lewelry’ Aug 
Lid 

Appeal to Women In Gilt 
Merchandising. Auwg:1i2 

The (Growing Importance of 
Men's leweilry. Aug: ii4 

Proof of the Profite in Men's 
Emblematic lewelry. Aug iit? 

Men's lewelry to Show Is to 
Sell, Aug: 1i9 

Gilt Rexes Can Boost Your 
Sales. Aug iis 

The Local Jeweler’s Personal 
Touch in Advertising. 
Promotion and Public Rela 
tions. Aug: 192 

1954 Christmas lewelry Store 
Displays. Sept 84 

Christmas lewelry Store Dis 
plays 1954. Sept 86 

To Charge or Not to (Charge for 
Gilt-Wrapping. Sept :140 

Selling in the Old South, Sept 
150 

The Christmas Spirit in Decora 
tion, Cet 

Create the Christmas Spirit in 
Your Store, Oct 82 

Christmas Gift Baskets for In 
dustry. Cet: 94 

The Personal Touch in Selling 
to (Customers. Chet: 98 

Free Gilt Wrapping Plan In 
creases Denver Store's Gift 
Sales. Oct:172 

Will You Benefit from Opera 
tion Cherub’? Now :90 

A BRiend of Old and New. Nev 
122 

Photo Equipment A Profit 
able Sideline. Dee 65 

Every Purchase is Gilt Wrapped 
as Part of Service Program 
Dee : 108 


ville 





aes \ a 
z” a 
(Ss) 
~~ iste a 
Hy, 
HOROLOGY 


(‘See aloo “ Techanieal”™ 
"Watches" ) 

Workshop Questions and An 
sewers Jan :160; Pebh :236; 
Mar:199; Apr:i#8; May 
192; Jane:150; July :160; 
Aug :260 ; Sept 216; Nov 
166; Dee: 148 

Figin Takes Major Step Toward 
Completely Stress Free Hair 
spring. Peb: 124 

Watchmaking Student Makes 
Watch im 1.500 Hours of 
Spare Time. Mar 

Longines Fleetronie Timer sed 
at Ipdianapols Races July 
116 

Button Sized Battery Developed 
by Flgm. Aug (244 

Horologica!l Group Meets tor 
Piret of Year's Sessions. Dee 
144 


ili 


JEWELRY INDUSTRY 
COUNCIL 


Pashion UAitore EBatertained by 
at Metropolitan Opers 
Mar:i78 
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jit Cflers Display (ards tor 
Three Gilt-Giving Occasions 
Apr 166 

Promotes Jewelry for Vather's 
Day guna 3309 

Timely Program & Vashion 
Show to fii ANRIA 
Convention. July :139 

Operation Cherub-—Where They 
ome From and Why. Aug 
4 

Operation Cherahb-—What They 
Will De and When. Aug :106 

Operation Cherul-—How to Put 
Them to Work For You 
Aug :108 

ANKRIA Holds 50th Annual 
Convention. Sept :185 

Minnesota Jewelers Hold An 
nual Convention, Oct :193 

Operation Cherub Figures Sent 
to Jewelers, Oct 199 

Pian and Idea Book Received 
by Retailers. Now:140 

Manufacturers Cooperate on 
Post Cheruh leaue. Novw:140 

Cherub Explained; Convention 
Dates Set by Alabama lewel 
ers. Now:15$9 

Operation Cherub Material Sent 
to Newepapers, Dee :12; 


pe 


LAMPS 


(See alae “Paxtra Lines’ —*Mes 
7 


chandising and Promotion’) 


LIGHTING 


(See aleao Modernization” ) 

A New Look for an Old Store 
Aug :144 

The Jeweler’s ( onetant Silent 
Saleeman. Aug :194 


LUGGAGE 


Hack to School Campaign In 
creases Luggage Sales. May 
15] 

Appeal to Women im Gilt 
Merchandising. Aug:)12 


MEN'S JEWRLRY 


Fashion Fabrics Highlighted 
with Gold for Spring. Jan :84 

The American Male Turns to 
Color In Jewelry and 
Clothes. Pebh :87 

Fashion Favors Low Priced 
jewelry. Mar :80 

lit Promotes Jewelry for Fa 
ther’s Day. June:129 

What le Men's Jewelry? Aug 
iif} 

The Growing Importance of 
Men's lewelry. Aug:114 

root of the Profite in Men's 
Emblematico Jewelry. Aug :i17 

Men's lewelry Te Show Is To 
Sell. Aug:119 

North Attlehare Students Win 
Awords for Jewelry Designs 
Auwg ‘233 

‘Pegboard Can Be a Potent 
Asset,’ save Missouri leweler 
Dee 1122 


MERCHANDISING AND 
PROMOTION 


General 


Four Steps in Building Your 
Husiness Personality tan :$% 

Project Your Personality with 
Promotions Theat Pay Theis 
Way. Jan :62 


JC-R Editorial Index 1954 
Jan 65 

1955 Calendar of Promotion 
Events. Jan :76 

Part and Parcel of the Commu 
nity. Feb :96 

A Give Away Program .. . Free 
Baby Rings Build Goodwil! 
for Store. Feb :112 

Fights Discount Houses with 
Open Letter to the Publix 
Feb 119 

‘Once-in-a-Lifetime’ Event Pre 

by Local Retailers 
Feb :128 

Youre a Setup to Seore by 
Using Manutacturers’ Aids 
Peb:i5! 

You Can Make National Adver- 
tising Blaze a Path to Your 
Store. Feb :152 

Ad Mate—a Big Assist. Feb: 
154 

The Passerby Can Pass or Buy 
Peh:156 

Consumer Literature . Por a 
Selective Target. Feb:158 

Packin A Vital Force in Ev 
ery Sales Decision. Feb :160 

local leweler Moves Mer 
chandise with Manufacturer's 
Money, Feb:171 

$20 and Under fer an Ever. 
Widening Circle of Custom 
ers. Mar:73 

How Imported Are Low Priced 
ltema’ Mar:74 

Where the Opportunities Lie in 
Low-Prieed Items, Mar:76 

One Jeweler’s Method of Break 
ing Down Threshold Resis 
tance. Mar :90 

An Easter Window Stops the 
Parade. Mar :92 


The Wonders of Timekeeping 


Stressed in Prestige- Building 
Exhibit. Mar :106 

Retailers Build Parking Lot to 
Fight Suburban Shopping 
Mar ‘126 

‘Welcome Wagon’ Service, 4 
Personal Greeting to New 
comers, Apr :92 

Jewelers Participate in a Con 
sumer ‘Lucky Buck’ Contest 
Apr 

‘Sit-Down’ Selling Featured at 
New Branch Store. Apr:136 

Match and Top Last Year's 
Sales. Agr :147 

Here Is How 270 Jewelers Put 
Into Their Business and How 
They Take Out. Mav :62 

Better Selling Through Better 
Planning. May :86 

Self-Service Encouraged in This 
Store. May :130 

Merchandising Objectives Dik 
tate . Jane 60 

How City Merchants Can Ap 
peal to Rural Residents. Tune 
123 

Merchandising & Sales Promo- 
tion Tatke at UHAA Sessions 
lune: 128 

The lYeweler Ie the Jewelers’ 
Rest Ally in Fighting the In 
roads of Other Industries 
July 154 

Launching Spectacular Merchan 
Aiveina Attacks. Tuly :56 

Playing Pair Ie Essential in 
Pulling Together, Tuly :60 

Every Day a Gilt Giving Day 
Tulw +72 

ANRIA National Convention & 
Trade Show. Aug :102 

Operation Cherub-—-Where They 
Come From and Why. Aug 
104 

Omeration Cherub—What They 
Will De and When. Aug :1096 

Ooeration Cheruhb——How to Put 
Them to Work for You. Aug 


108 
What Te Men's Tewelry’? Aug 
110 


Aopeal to Women . in Gift 
Merchandising. Aug:112 

The Growing Importance of 
Men's Tewelry. Aug:114 

Preef of the Profite in Men's 
Emblematic lewelry. Aug :117 

Men's Jewelry to Show Is to 
Sell, Aug:119 

Gilt Boxes Can Boost Your 
Sales. Aug :128 

Rack to School in Fashion 
Aug :141 

A New Look for an Old Store 
Aug :144 


Remodeling to Appeal! to Youth 
4 


leweler’s Personal 
Advertising, 
Promotion and Public Rela 
tions. Aug :192 
A Realistic Approach to the G.I 
Market. Aug :196 
NJA Discuss Price Maintenance 
one Industry Promotion. Aug 
2 


Operation Cherulh. Sept :79 

1954 Christmas Jewelry Store 
Displays. Sept :#4 

Christmas Jewelry Store Dis 
plays 1954. Sept :86 

Christmas Newspaper Ads 1954 
Sept :88 

Plan Your Christmas Displays 
Early. Sept :94 

A Gitt Selector That Says 
“Thank You” and Encourages 
Credit. Sept :98 

To Charge or Not to Charge for 
Gift Wrasatnn Sept :130 

Selling in the Old South. Sent 
150 


Small Town Businese Can Re 
Turned into Big Town Vol 
ume. Sept :156 

Will Your Future Parallel That 
of the Jewelry Industry’ Oct 


The Christmas Spirit in Decora 
tion. Oct :81 

Create the Christmas Spirit 
Your Store. Oct :#? 

A Suburban Store and the Per 
sonal Touch, Oct -®° 

Monday Morning Eve Openers 
Oct :90 

Window Display Techniques. 
For Increased Viewing. Oct 
92 

Christmas Gilt Baskets for In 
dustry. Oct :94 

Religion in Business. Oct :96 

The Personal Touch in Sell 
ing to Customers. Oct :98 

Remodeled Store FPeatures 
Homey Atmosphere And 
Modern Design. Oct: 100 

Developing Advertising Ideas 
Ovet :127 

Sterling Volume. Oct :141 

Developing Business Ideas. Oct 
152 

Collecting Charge Offs, Oct:154 

Special Dieplay for Tablewares 
Oct +161 

Advantages of a Diamon: 
Booth. Oct: 168 

Novel Teen-Age Promotion 
Boosts Watch Repair Trade 
Oct :171 

Southern Jewelry Show Attracts 
1,000 Tewelers. Oct :19% 

Operation Cheruh Figures Sent 
to lewelers, Oct :199 

Getting Along With Hard t 
Sell Customers. Now :74 

Watch Repair Window 
Brines in Business, Now :82 

Team Uo with Youth for Sales 
Nov :88 

You Benefit from Opera 

tion Cheruh’ Now :90 


A Wiend of Old and New. Nov 


‘ 


122 

Free TV Schedule Pay Divi 
dends in Good Will and Extra 
Dividends Now :129 

Pian and Idea Book Received 
by Retailers. Now :140 

Manufacturers Cooperate on Poet 
Cheruh Tsesue. Now :140 

Friends Honor Burk at Dinner 
Nov :153 

Selling hy the Rook ! Tee 60 

An Ajid to Retail Sales’ 
Trading Stamps. Dec 68 

A Good Fropt for Profite. Dex 
70 

Novel Pendants Prove Popular 
as Gifts for Brides-to. Be. Dee 


R4 

Keeping Pace with Progress 
Dee :94 

Self Service Selle China De 


I 

Every Purchase ie Gift Wrapped 
as Part of Service Program 
Dec : 108 

Novel Letters to Regular Cus 
tomere Aid Technician’s Re 
peat Business. Dec: 114 

‘Pegboard Can Be a Potent 
Asset,’ says Missouri leweler 


1: 122 


Aopllances 


Fvery Bride Needs. an 
Aopliance “Wardrobe”. Apr 
74 


Better Selling Through Better 
Pianning. May :86 

Join Up or Close Up. July :64 

Westinghouse Abandons Fai: 
Trade on Electric Housewares 
Oct :181 

Cameras 

leweler Cooperates with Com 
petitor in Promotion, Seils 
More Cameras. Feb:123 

Finds Photography Kits Best 
Way to Sell Cameras. Feb 
200 

A Cooperative Merchandising 
Endeavor . . Photo Store's 
Lines Sold by Jeweler. Sept 
145 


Photo Equipment A Profit 

able Sideline. Dee :65 
China and Glass 

A Contest Lets Women Show 
Their Table Setting Skill 
Jan 122 

China and Glass—-In a Colonia 
Setting. Feb :182 

Bridal Merchandising Depart 
ment Opened by Phoenix 
leweler, Peh:194 

Panel Unite Solve Space Prob 
len in Displaying China. Gas 
and Silverware. Mar :140 

The Bridal Market or What 
Every leweler Should Know 
Apr ‘66 

4 Store Redesigned with the 
Bride Foremost in Mind Apr 
1246 

Table Setting Contest Result« 
in Profits and Publicity. Apr 
130 

Suburban Store Complement 
Downtown Store. May :72 

Small Town Store Boost« Sale« 
With Top Flight Ad Ideas 
May :99 

A Sterling Aoproach to Flat 
ware Sales. May :126 

Selt-Service Encouraged in Th 
Store. May :130 

Merchandising Objectives Dik 
tate Tune -60 

M odernization Pays Its 
‘ay. Tune :66 

The Tewelers’ Importance 
Distribution of China, Glass 
& Ciftwares. Tune:100 

China, Glass & Giftwares 
Their Importance to the Tewe! 
er's Volume. Tune :103 

China and Glass Star in Win 
dow Displays Tune 104 

Bridal Merchandising. Tuly :106 

Alert to Merchandising Oppor 
tunities. Tuly :108 
New Look for an Old Store 
Aug :144 

Thanksgiving An Oppor 
tunity for the leweler. Aug 


Remodeling to Aoneal ta Youth 
Aug :184 

Selling in the Old South. Sent 
180 

Crystal Stemware T« a Natura! 
for National Wine Week 
Sent - 160 

Special Display for Tablewares 
Oct :161 

Alabama Customers Enthusiasti: 
for Glaas-Silwer Combination 
Nov :109 

A Blend of Old and New. Nov 
192 


Flegance Comes Home Again 
Dec :45 

A Good Front for Profits. De 
70 


Keeping Pace with Progress 
Dee :94 

Home Entertaining 
Dee :96 

Self Service Selle China. Dec 
102 

Stemware Specialty Brings Jewe! 
er More Business Throughout 
Store. Dec :107 

Clocks 

Interesting and Rewarding Profit 

Makers ~~ Decorator Clocks 


May :69 
Clock Merchandising Pays Off 
for St. Louie Teweler. May :9° 
Time on Hie Hand. Now :84 


Costume Jewelry 

Fashion Fabrice Highlighted 
with Gold for Spring. Jan :#4 
‘Go Together’ Fashions in 
Clothes and Costume Jewelry 

Feh -84 
Mase Display Technique In 
creases Costume Jewelry Sale« 

} 


Feb :12 


Display« 


THe Jeweiers’ Cracucar-KeysSTone 
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ror JANUARY, 1956 


b ashton Favors Low Priced 
lewelry. Mar :80 
ihaplay Doubles Sales of Cos 
tume Jewelry Apr :152 
Vromote Jewelry Gifts for the 
(,raduate, May :88 
Pear! Fashions, May :93 
What is Men's Jewelry? Aug 
Lid 
Appeal to Women .. m Guilt 
Merchandising. Aug :112 
Men's Jewelry to Show Is to 
Sell Aug Lig 
rion Show Builds Prestige 
Aug :126 
Back to School in Fashion. Aug 
14) 
Making Use of Odd Earrings 
Aug 1/77 
Costume Jewelry is Fun to Sell 
(Jet: ide 
Modernization for the small 
lown Jeweler. Oct:148 
Fashion Leads the Way to Jan 
uary Sales. Dec :47 
Sculptured Jewelry far "56. De« 
56 


Diamonds 


Kadio Commentator Subs fos 
leweler. Apr :82 

Paris Fashions Spark Diamond 
le welry Sales Apr 88 

New Diamond Sign Inspires 
( onteast Apt 150 

uy Diamonds Only from a Re 


j able leweler, Warns Ad 


Apr :152 
ihamonds The Gilt of Gifts 
Apr 154 


Diamond Inclusions. May :82 

Small Town Store Boosts Sales 
With Top-Flight Ad Ideas 
Viav -99 

lewelers’ TV Program... Cre 
ites t:00d Will and Profits 


lune: 58 
Merchandising Objectives Di 
tute June 60 
Modernization Pave Tes 


Way. Tune :66 

Fancy Diamond Colors and Cut 
Stimulate Sales. Tume :85 

Authorities Appraise Current 
Diamond Designs. Tuly :68 

'\Y Variety Show Pays OF in 
Fun and Profits Aug 100 

Fashion Show Builds Prestige 
Aug :126 

4 New Diamond Setting. Aug 
P20 

{ hristmas Newspaper Ads 1954 
Sept af 

Small Town Business Can Re 
iurned into Rig Town Vo! 
tire Sept 156 

Tak intages of A 
Hooth et 168 

internal Revenue Service I esues 
Trade-in Tax Ruling. Oct :183 


Diamonds U.S.A. Awards. Now 


Diamond 


subtle Reminder to Hushands 
Serves to Increase Diamond 
Sales. Now:112 

Fashion Leads the Way to Tan 
uary Sales. Dec :47 

Are You Ready to Sell This 
monds? Dec: 54 

leat Certificate Reassures Cue 
tomer He Gets His TDiamond 
Rack. Dee:tt! 


Gems 
Diamond Inclusions. May :&@2 
Designe« Technique May :84 
lune 64 


Pa ne 7 Diam: nd Colors and Cut 
Stimulate Sales. Tune :85 
You Can Sell Today on Yester 
day. Oct :72 
''ses Unusual Jewelry & 
(reate Excitement. Now:78 


C,iftts 


r<pansion and Modernization, A 
Boon to Silver and Giftwares 
hebh:178 

aby Gift Sales Promoted wit! 
lelephone Promotion to Moth 
Ts Feh 198 

Promote lewelry Gifts for the 
Graduate. May :88 

lhe lewelers’ Importance in Dis 
irietion of China, Glass & 
(;iftwares, June :100 

(hima. Glase & Giftwares 
Their [Importance to the Jewe! 
er's Volume. Tune:103 

Raby Gift Sales Farn Key Dis 
play Spot in Texas Jewelry 
Store Tuly 9 

fineration C heru! Where Thes 


fame From and Why. Aug 


Operation Cherub—What T hey 
Will Do and When, Aug :106 

(peration Cherub—How to Put 
[hem to Work for You. Aug 


What « Men's Jewelry’ Aug 


” 
.- 


Women .. m Gilt 
Merchandising Aug 1i2 

lhe terowing Importance of 
Mens jewelry. Aug:114 

i the Profits in Men's 
bt mblematn lewelry Aug Lis 

Men's Jewelry to Show Is to 
Sell. Aug: 119 

(itt Hoxes Can Boost Y our 
Saies. Aug :128 


Ba to Schoo! in Fashion. Aug 
Thee Local leweler’s Persona! 
fouch m Advertising, 
lromotion and Public ela 


tions Aug 192 

Operation Cherub. Sept :79 

i954 ‘(Christmas lewelry Store 
lheplays Sept 54 

(hbristmas tewelry Store Dis 
plays 1954. Sept :86 

{ istmas Ne wspaper Ads 1954 
~epe Pe! 

Pian Your Christmas Displays 
arty Sept 94 

i {hy irge of Not te ¢{ harge for 
(ift-Wrapping. Sept:130 
itt x in the Old South Sept 


(hretmas Gilt Baskets for In 


ty filet 94 
ry (iit W rapping Plan In 
ct es Denver Store's Gift 
et :172 
Will You Benefit from Opera 


tion (Cheruh? Nov :96 
\ Blend of Old and New. Nov 


hve Purchase is Gilt Wrapped 
" Part of Service Program 
bec : 108 
Lighters 
Repairs 
he Service Department, a 
source f Pride and Profits! 
br «ft ion 
lheplay Shows Customers How 
limepiece Ie Cleaned. Fel 


“peer! Olrder Work Ie Profit 
ah beh: 148 

Flat Watch Repair Rate Stimu 
lates Repair Business. Feb 
’ 

success of jewelry Store in 
all Community Built on 
Watch Repairs. Feb :201 

Rey Department Moves Next 
T Pe wene keh ?(}? 

rectal “Toole for Watchmak 

‘ Mar: 100 


ry , Watchmakers Know 
Value of Group Advertising 
uf af ' Ta) 

V dow Displays To Sell 


’ rf Repair Department 
Via, / 
elt-Service F neouraged in This 
Store Maw 130 
Personality Ads Bring Custom 
into Small Town lewelry 
re. June BR 
Kackhone of the Business. Key 
success Watch Repair 
I bert lune wie 
i easing Watch Repair Vol 
me. Tune:121 
From a Watch Repair Store 
i Store of Beauty. Sept 
Novel Teen-Age Promotion 
Boosts Watch Repair Profits 
Oet :171 
Watch Repair Window 
rings in Business. Now 182 
Time on Hie Hand. Now :84 
Novel Letters to Regular Cus 
tomers Aid Technician’s Re 
peat Business. Thee :114 
Amusing Letter Promotes Watch 
Renaira. Thee 115 
Rings 
The Hridal Market or What 
every leweler Should Know 
Lor 64 
\ Sterling Approach to Flat 
ware Sales. May :126 
ling to the Teen-Age Market 
Overcoming Threshold 
Mesistance. July :112 
What js Men's Jewelry’? Aug 
119 


‘oneal te Women . in Gite 
MM os handising Aug 112 









| rowing importance of 
Men's leweiry. Aug:il4 

Proof of the Profits in Men's 
Emilematic Jewelry py 

Men's lewelry to Show s tw 
Sell. Aug: ili’ 

You Can Sell Today on Y ester 
day Ghee: 72 

Advantages wl a Diamond 
Hooth ject 168 

Free Gilt Wrapping Plan In 
creases Denver Store's (Grilt 
Sales. Uect sa 

Uses Unusual Jewelry to 

Create Excitement. Nov:75 

Fashion Leads the Way to lan 
vary Sales. Dec :47 

Sculptured Jewelry for "56. Dec 


ft» 


Silver 

A New betting tor a Silver Spe 
Chaliat lan 120 

Kxpansion and Modernization, 

Keon to Silver and (Gilt 

wares. Feb:178 

Bridal Merchandising Uepart 
ment Opened by Phoenix 
leweler. Feb:194 

( onsistent Promotion Builds 
Sterling Hollowware ales 
Feb 195 

fhe Ways of a leweler with 
Young Maids. Mar:1J6 

The Modern Trend in leweiry 
Store Design. Mar:142 

The Bridal Market or What 
Fwery leweler Should Kaow 
Apr Hb 

The Silverware Market, Past, 
Present and Future. Apr :64 

\ Store Redesigned with the 
Nride Foremost in Mind 
Apr :126 

High School Fable Setting Con 
test Creates Widespread Inter 
eat July 76 

Raby Gilt Sales Farn Key Lia 
play Spot in Texas Jewelry 
Store July 96 

Mridal Merchandising. July :106 

Alert to Merchandising Oppo 
tunities, Taly:! 

A Suburban Store and the Per 
sonal Touch, Oet :#5 

Sterling Volume. Oct: 14! 

Modernization for the Smal! 
Town leweler. Oct :148 

\ilahama Customers Enthusiast: 
for Glass-Silver Combination 
Now :109 

\ Blend of Old and New. Nov 
122 


Flewance Comes Home Again 
T be ‘45 

Self Service Selle China. Dex 
Good Timing’ by Jeweler Pro 
motes Silwer Trays for Holi 
dave. Dee:106 

Pegboard Can He a Potent 


Leaet’ save Missour! Tewele 


Dec -1272 
Stainless 
Staimmles FPileatware im RKeview 
lune :44 
selling in the Old South, Sept 
150 


(,vernment Viana lariff Mec um 
tions. Dee:124 
Watches 
EKighteen Houston Jewelers Mus 
ooperative Watch Contest 


increases Wate h 
Sales. Feb: 114 

Dieplay Shows ( astomers How 

: Timepiece Ie Cleaned. Feb 

12; 

Builds Up Watches as Best 
Part of His Business. Feb : 197 

Awuressive Promotion and Wide 
Selection Builde Watch Vol- 
ithe Mar iZ4 


Window Displays To Sell 
Your Repair Department 
M a, /6 


Promote flewelry (Gifts for the 
(Graduate. May :88 

Personality Ads Bring (Custom. 
ers Into Small Town leweilry 
Store. June 48 

Increasing Watch Repair Vol 
ume. tune:iZ! 

Selling to the Teen-Age Market 

Overcoming Threshold 

Resistance. July :112 

The Growing Importance of 
Men's leweiry. Aug :ii4 


Swiss atch Displays 
Imaginative--Easy to Build 
Aug 174 





A Realistic Approach to the G.! 
Market. Aug :196 

( brietmas Newspaper Ads i954 
Sept 53 

Watches Are Cood Wit! 
L's »ept ius 

From a Wateh Repair Store 
te ; Store of Hrauty Sept 
hii 

Small Town Business Can Bs 
Turned into Big Town Vol 
ume. Sept: 156 

Swiss Watchmakers Announce 
Contest Plans. Sept : 194 

Watch Co. Sponsors ‘Person to 
Person’. Sept: 207 

A Suburhan Store and the Pet 
sonal! louch. Chet: 85 

Free Gilt Wrapping Plan in 
creases Denver Stores Gilt 
Sales. Chet 172 

Watchmakers of Switzerland 
Preview Advertising Plans 
diet i185 

Watehes Lie More Than Zz 
Time. Now :55 

Assert Your Authority in You 
Windows. Nov :6! 

Watch Repair Window 
Brings in Business, Now 52 
Mixed. lp Iieplays [nerease 
leweler s Watch Sales No 

14 

Novel letter to Regular { we 
tomers Aid Teehnician’s F 
peat Business. Dee: ti4 

\musing Letter Promotes Wate! 
Repairs [dex 115 

Non-Profit Group” Formed to 
Market Swise Watches | bax 





MODERNIZATION 


General 

Window with Adjustable Floor 
Accommodates Hig Merchan 
dise. Jan :107 

A New Setting for a Silver Spe 
cialist. Jan: i20 

Expansion and Modernization, 
A Hoon to Silver and (iit 
wares. Feb :178 

(vid and New Fixtures Blended 
nt Modernization ol This 
Store. Mar :98 

Heizherg Opens Two New Stores 
i Creater Kansas City Ares 
Mar :i20 

The Modern Trend in Jewelry 
‘tore Design. Mar:i42 

. store Hedessgned with the 
MH ricle b oremost int Mind 
Apr i126 

Sit. Down’ Selling Featured at 
New Hranch Store Apr 136 

ftuilt-in Dieplay Shelves Make 
Entrance Attractive. Apr:i42 

The Specialty Shop 
(A Cruide.) Apr: i4s 

Suburban Store Complements 
fDiewntown Store. May :72 

Shadow ioues Hielp ¢ hange 
Store 4 Lone Narrow Look 
M, i 

Merchandising ()hjectives Loe 
tate losme (Of) 

Modernizatior Pave its 
W 4 lune 6f 

Swartchild Moves ¢ hicago (ual 
tera ti New ite July 155 

A New iLook tot an Cola Store 


Aug 144 
Remodeling to Appeal to Youth 
Aug 


The leweler’s Conatant Silent 
Saleeman. Aug /194 

A New lhiamond Setting Awe 
220) 

Prom a Wat Henair Store 
ts » Store of Beauty Sept 
Hil 

in a Suberban Shopping Center 


Display Is the Thing 


Sept i i4 
Remodeled Store Features 
Homey Atmosphere and 


Madey fiesian. Chet : 100 


Modernization tor the Small 
Town jeweler, Oct:148 

Advantages of a2 Diamond 
Heooth, Oet:18 

New Schick PFavtory Moet Mod 
ern in industry. Oct 1187 

A Blend of Old and New. Nov 
122 

A Good Vront tor Profits. Dex 
70 


Ait Conditioning 


self Service Bh ncouraged m «6f hee 
Miore. May 130 


Lighting 


A New Look tor an Old Store 
Aug 144 

Kemodeling to Appeal to Youth 
Aug :184 

The leweler’s Constant Silent 
Saleeman. Aug :i94 

A New Diamond Setting. Aug 

0 


Modern tor the Small Town 


Jeweler, Chet 148 
A Blend of Old and New. Nov 
127 


-_. 


PEARLS 


Pearl Pashions,. May -93 

What Is Men's Jewelry’? A 
110 

Designs Technique. Sept :104 

Watches Do More Than Tell 
Time. Nov :55 

Diamonds 1.5.A. Awards. Nov 


Fashion Leads the Way to Jan 
wary Sales. Dee :47 

Seniptured jewelry for ‘56 
Dee 56 

Selling by the Book. Dee :60 


PLATINUM 


Making All Fiesta Week Jewel 
ry Benefits San Antonio Pirem 
Liew R2 

tovernment Plans Tariff Reduc 
tions. Dee : 124 


POST EXCHANGES 


mopar of Hoover Commission 

ay Urge Curtailment § of 
PX's. qe 187 

Hoover eport Hiasts Post bx 
change Setup. June:127 

A Realistic Approach to the G.1 
Market. Aug :196 


PUBLICITY-PUBLIC 
RELATIONS 


Four Steps in Building You 

Husiness Personality. Jan :55 
Project Your Personality into 
the Community Through Civix 
Activities. Jan: 56 

Project Your Personality by 
Means of Free Publicity, Jan 
et) 

{heek List for Your Public Re 
lations. Jan :64 

Part and Parcel of the Com 
munity, Peb: 96 

A (rive-Away Program PF re« 
Rab Rings Huild Coodwil! 
for Store. Peb ili? 

‘Onee- ina Lifetime’ Event Pro 
moted hy Local Retailers 
Feb: 128 

Radio Commentator Sube for 
leweler. Agr #2 

‘Weloome ‘agon” Service, « 
Personal ‘ireeting to New 
comers. Agr :92 


Display Tiein with Dress Shop 
Sella Jewelry. Apr :94 

Jewelers Participate im «a Con- 
sumer ‘i.ucky Bucks’ Contest, 
Apr :i17 

Open Letter Ad on Discount 
buying. Apr: 136 

Diamonds The Gitt of Gilts 
Apr :i54 

How City Merchants Can Ap 
peal io Kural RKesdents 
jume:izi 

The Jeweler Is the Jeweler’s 
Best Ally in . . Fighting 
the Inroade of Other indus- 
ries. July 154 

Launching Spectacular Mer 
chandising Attacks. July :56 

Jom Up or Close Up. July 164 

(,ettinmg Along With Your Com 
petitors. July :66 

‘Jewelry Festival Day’ Success 
in Providence. July :142 

TV Variety Show Ne On in 
Fun and Profits. Aug :100 

Ihe Lacal Jeweler's Personal 
Touch im... Advertising, 
Promotion and Public Kela 
tions. Aug 1192 

For the Convenience of the Pub 
lic--a Waiting Room. Aug 


222 

Charlotte, N. C., Jeweler Over 
comes Invalidiem. Aug :234 

(Operation Cherub. Sept :79 

1954 Christmas Jewelery Store 
Displays. Sept :#4 

Christmas Jewelery Store Dis 
plays 1954. Sept :86 

Christmas Newspaper Ads 1954 
Sept :88 

Gift Selector that Says 

Thank You’ and Encourages 
Credit, Sept :94 

jewelers Active in Portland's 
‘Miracle Mile’ Promotion. 
Sept: 129 

Swies Watchmakers Announce 
Contest Plans, Sept :194 

The Christmas Spirit in Decora- 
tion. Oct :81 

(reate the Christmas Spirit in 
Your Store. Oct :42 

A Suburban Store and the Per 
sonal Touch, Oct 85 

The Personal Touch in . 
Selling to Customers, Oct :98 

Remodeled Store Features 
Homey Atmosphere... and 
Modern Vesign. Oct :100 

Developing Business Ideas. Oct 
152 


Novel Teen-Age Promotion 
Roosts Watch Repair Profits 
(pet :17 1 

Manufacturers Aid Fiooded 
jewelers, Oct: 179 

liamonds U.S.A, Awards. Nov 


OZ 

Will You Benefit from Opera 
tion Cheruh’ Now :90 

Kree Coffee Promotion Pays Off 
for Iflinoise Merchants Nov 
12 

Free TV Schedules Pay Divi 
dends in Good Will and Extra 
Dividends. Nov :129 

Vian and Idea Bock Received 
by Ketailers. Nov :140 

Manulacturers Cooperate on 
Post Cheruh lesue. Nov:146 

Star Sapphire is Carved in Like 
ness of President. Nov :145 

Rhode Island Introduces ‘Hen 
and Anchor Symbol. Now:152 

Making All Fiesta Week Jewel 
ry Benefits San Antonio Firm 
De« 

Novel Pendants Prove Popular 
as Gitte for UHrides-to-Be. 
Dee : 84 

Every Purchase ie Gilt Wrapped 
as a Part of the Service Pro- 
gram. Dee :108 

Hearing Aid Sales, Service, 

ring New Customers to R.! 
Firm. Dee:l10 

leet Certifieate Reassures Cus 
tomer He Gets His Diamond 
Back. Dee:11} 

leweler Roosts Local Baschal! 
Team, Dee:lll 

Novel Letters to Regular Cusa- 
tomers Aid Teehnician’s Re 
peat Business. Dee;il4 

President Telle Jewelers He's 
Proud of Goad Behaviour 
Star. Dee:123 

Confidence in the leweler and 
Ethics Are Aime of Tidewater 
Tewelers Guild. Dee :126 

Operation Cherub Material Sent 
to Newspapers, Dec :127 


in 


REPAIRS 


(See aleo “ Horology’’—— Techni 
cal’) 

Workshop Questions and An 
ewers jan (160 ; Feb :236 : 
Mar ;:i99; Apr:188; May :192; 
June:150; July:160; Aug 
260 ; Sept :216; Oct : 206; 
Nov :166; Dee:148 

he Service Department, A 
Source of Pride and Profit! 
Feb :100 

Elgin Takes Major Step Toward 
‘completely Stress-Free Hair 
spring. Feb :124 

Display Shows Customers How 
a Timepiece Is Cleaned, Feb 
127 

Special Order Work is Profit 
able, Feh:148 

Fiat Watch Repeir Rate Stim 
wlates Kepair Business. Feb 
195 


Success of flewelry Store iv 
Small Community Built on 
Watch Repairs. Feb :20!1 

Repair Department Moves Next 
loor. Feh :202 

Suburban Store Complements 
Downtown Store. May :72 

Window Disvlays To Sell 
Your Kepair Department 
May :76 

Personality Ads Bring Custom 
ers Into Small Town Jewelry 
Store. June :88 

Backhone of the Business. Kex 
to Success Watch Repair 
Dept. June :96 

Increasing Watch Repair Vo! 
ume. Tune:i2! 

The Local leweler’s Personal 
Toweh in , Advertising 
Promotion and Public Re! 
tions. Aug :192 

From a Watch Renair Store 
to a Store of Beauty. Sept 
111 

Modern for the Small Town 
Jeweler, Oct: 148 

Novel Teen-Age Promotion 
Boosts Watch Repair Profits 
Oet:171 

ludges Chosen for Watch In 
spection Time Contest. Oct 


188 

Watch Repair Window 
Brings in Business. Now :82 

Time on His Hand. Now :84 

Hearing Aid Sales, Service, 
Bring New Customers to R.! 
Firm. Dee:t10 

Novel Letters to Regular Cus 
tomers Aid Technician’s Re 
peat Business. Dee:114 

Amusing Letter Promotes 
Watch Repairs. Dee: 115 


(in 


RINGS 


The Bridal Market or What 
Every Jeweler Should Know 
Apr Ot 

Promote Jewelry Gitte for the 
Graduate. May :88 

The Fashion of 1955 im Gold 
June 53 

Selling to the Teen-Age Market 

Overcoming Threshold 
Resistance. July :112 

The Growing Importance of 
Men's lewelry. Aug:i14 

Proot of the Profite in Men's 
Emblematic lewelry. Aug:!17 

Men's lewelry To Show is To 
Sell. Aug :119 

Back to School in Fashion 
Aug 14! 

Workshop Questions & Answers 
Aug .260 

Advantages of ; Diamond 
Booth. Oct :168 


Uses Unusual Jewelry to 
Create Excitement. Nov :78 
Fashion Leads the Way to Jan- 

wary Sales. Dec :47 
Sculptured Jewelry tor ‘56 
Dec -56 


we 


SALES TRAINING 


(See also “Business Manage 
ment’’ “Employee Rela 
tions”) 

Does Your Extra Christmas 
Help Complain’ Sept :96 
You Can Sell Today on Yester 

(ject :72 
Personal Touch in 
Selling to Customers. Oct :98 

Getting Along with Hard to Sel) 
(ustomers. Nov :74 

Team Up with Youth for Sales 
Nov :88 

Bulova and New York Univer 
sity Sponsor Course. Nov :146 

Lavan Tells of Employee Poo! 
Pian at Providence Dinner 
Nov :153 

Are You Ready to Seil Dia 
monds’ Dee:53 

Getting Along with Em 


74 


ployees Dec :7 


SILVER 


(See also “‘Advertising”-——** Dis 
play” “Merchandising and 
Promotion’) 

A New Setting for a Silvers 
Speciahet. Jan -120 

Local Jeweler Moves Merchan 
dise with Manufacturers’ 
Money. Feb:171 

Consistent Promotion Builds 
Sterling Holloware Sales 
Feb :195 

Handy & Harman Notes Stabil 
ity of Silver Market in An 
nual Review. Feb:214 

Active Patterns in Silverplated 
Flatware. Mar :85 

The Ways of a Jeweler with 
Young Maids. Mar:136 

The Uridal Market or What 
Every Jeweler Should Know 
Apr 66 

The Silverware Market, Past, 
Present and Future. Apr :68 

A Store Redesigned with the 
ride Foremost in Mind 
Apr :126 

Suburban Store Complement 
Downtown Store. May :72 

A Sterling Approach to Fiat 
ware Sales. May :126 

Self-Service Encouraged in Thi 
Store. May :130 

High School Table Setting Con 
test Creates Widespread In 
terest. July :92 

Alert to Merchandising Oppor 
tunities. July :108 

A New Look for an Old Store 
Aug :144 

Thanksgiving An Oppor 
tunity for the leweler. Aug 
180 

Oneida Announces Plan to Re 
organize Distributors Aug 
242 

Douglas Adjourns Silver Sub 
sidy Hearings. Aug :245 

Workshop Questions and An 
sewers. Aug :260; Oct :206 

Christmas Newspaper Ads 1954. 
Sept 88 

Selling in the Old South Sept 
150 


M unson Flected President 0 
International Silver. Sept :192 

Sterling Volume. Oct :14!1 

Modernization or the Smal! 
Town leweler. Cict:148 

‘Before and After’ Window Dis 
plays Promote Hollowware 
Sales Qhet : 173 

International Silwer Co. Breaks 
(;round for New Plant. Oct 
18S 

Unusual Window Displays Cap 
ture ‘Moods’ and ‘Feelings.’ 
Nov :99 

Alabama Customers bnothusiasti 
for Gilass-Silver (Combination 
Now:109 
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A Blend of Old and New. Nov 
22 


Hemingway and Tilley 
by Internationa! Silver 


Elegance Comes Home Again. 
[ 54 


Making All Fiesta Week Jewel 
ry Benefits San Antonio Firm 


Self Service Selle China 


i . . 


motes Silver Trays for 


‘Pegboard Can Be a Potent As 


(See also “Advertising” 


Flatware Field Re 





Stirred Anew by U 
to Tighten Curbs. Feb :206 
Treasury Department Ruling to 
Boost Import Duties on ‘Duo- 

Fix’ Movements. Apr :158 


Secret Report Opposing Spe 


Congressmen Ask for Review of 


Delegates Go to Switzer 
land to Negotiate Watch Im 


Government Plans Tariff Reduc 


Administration to Drive for Na 
tional Sales Tax as Source for 





Little Hope Seen for Bill to Re 


dustry Tax Group. Oct 
Treasury and Internal Revenue 
to Recommend Tax Changes 


Discuss Ways to Improve In 
dustry Relations. Dec 


(See also “Gemology”’ 


Color as a Guide to Gemstones 


Hairepring. Feb :124 
Jewelry Making tor Tradesmen 
and Crafttemen 


Special ‘Tools’ for Watchmakers. 
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Synthetic Diamonds, a Threat 


to the Gem Market. Apr :80 


Diamond Inclusions. May :82 

Engraving Chart and Charges. 
May :188 

Diamond Industry 1954. Aug: 
120; Sept :100 

A New Jewelry Stone. In- 
dian Moonstone. Sept :106 

Starihan. Oct :88 

Baroque Stones. Nov:72 

A JC-K Aid to Selling Fine 
Jewelry. Now :80; Dec :62 

Versatility The Stones of 
Baroque and Cabochon Jewel 
ry. Dee :66 


i. 


WATCHBANDS 


Special ‘Tools’ for Watchmak 
ers. Mar :100 

Personality Ads Bring Custom 
ers Into Small Town Jewelry 
Store. June :88 

The Growing Importance of 
Men's leweiry. Aug:114 

From a Watch Repair Store . 
to a Store otf Beauty Sept 
Lil 

Watehes Do More Than Tell 
Time. Nov :55 

Adam Hat Stores Purchase 
Cemex. Dec :140 


WATCHES 
(See also ‘‘Fashion’’—‘Horol 
ogy” “Merchandising and 


Promotion’’-—‘*Technical’’) 
Swiss Announce Winners in 
‘Watch Inepection’ Contest 
Jan :140 
Workshop Questions and An 


sewers Jan :160; Feb :236 ; 
Mar:199; Apr:188; May 
192; fume :150; July :160; 


Aug :260; 
206 
The Service Department, A 
Source of Pride and Profit! 
Feb: 100 
‘Specialist Increases Watch 
Sales. Feb:114 
Elgin Takes Major Step Toward 
Completely Stress-Free Hair 
spring. Feb:124 
Display Shows Customers How 
a Timepiece Is Cleaned. Feb 
127 
Flat Watch Repair Rate Stimu- 
lates Repair Business. Feb 
195 
Builds Up Watches as Best Part 
of His Business. Feb :197 
Success of Jewelry Store in 
Small Community Built « 
Watch Repairs. Feb:201 
Repair Department Moves Next 
Door. Feb :202 
Watch Import Controversy 
Stirred Anew by UU. S. Action 
to Tighten Curbs. Feb: 206 
Special “Tools’ for Watehmak 
ers. Mar:100 
Aggressive Promotion and Wide 
Selection Builds Watch Vol 
wme. Mar:124 
Booklet on ‘Seli-Winders’ Of 
lered by Swiss Watchmakers 
Mar :173 
Swies Craftemen Create Jeweled 
Lever ‘Key Watch.’ Mar:175 
Treasury Department Ruling to 
Boost Import Duties on ‘Duo 
Pix’ Movements. Apr :15# 
Defense Department Releases 
Seeret Report Opposing So 
cial Aid to Watch Industry 
Apr :163 
Congressmen Ask for Review of 
Watch Tariff. May :160 
Increasing Watch Repair Vol. 
ume. June :12! 


Sept:216; Oct 





Ll. S&S. Customs Ask Coopera 
tion to Stop Smuggling of 
Watches. July: 133 

The Growing Importance of 
Men's Jewelry. Aug:ii4 


Swiss Watch Displays _ im 
aginative Easy to Build 
Aug :136 


The Local Jeweler's Personal 
Touch in Advertising, Pro 
motion and Public Relations 
Aug :192 

A Realistic Approach t 
G. 1. Market. Aug :196 

Watch & Diamond Smuggling 
Increasing. Aug :229 

North Attleboro Students Win 
Awards tor jewelry Designs 
Awa i233 

Charlotte, N. C., Jeweler Over 
comes Invalidiam. Aug :234 

Button-Sized Battery Developed 
by Elgin. Aug :244 

Christmas Newspaper Ada 1954 
Sept .88 

Watches Are (,00d With 
Us. Sept:108 

From a Watch Repair Store 
to a Store of Beauty. Sept 
ill 

Small Town Businese Can Be 
Turned into Big Town Vol 
ume. Sept: i56 

Swiss Watchmakers Announce 
Contest Plans. Sept :194 

Watch Co Sponsors ‘Person to 
Person.’ Sept :207 

The Personal Touch itt 
Selling to Customers, Oct :98 

Internal Revenue Service Is 
sues Trade-in Tax Ruling 
Chet: 184 

Watch Makers and Importers 
Discuss Smuggling. Oct :18) 

Watchmakers of Switzerland 
Preview Advertising Plans 
Chet: 185 

Watches Do More Than Pell 
Time Nov :55 

Assert Your Authority in You 
Windows. Novw:6! 

Getting Along with Hard to 
Sell 4 uwsatomers, Now:74 

Watch Repair Window 
Brings in Business. Now 82 

Time on Hie Hand. Now :84 

Will You Benefit from Opera 
tion Cheruh. Now: 90 

‘Mixed-Up’ Diseplaye Increase 
lewelers Watch Sales. Nov 
104 

t). S. Delegates Go to Switzer 
land to Negotiate Watch Im 
port Formula. Now:139 

A Good Front for Profite. De 
70 

Novel Letters to Regular Cus 
tomers Aid Technician’s Ke 
peat Business. Dec: 114 

Amusing Letter Promotes Watch 
Repairs, Dee:115 

Swiss and ('. S. Watchmakers 
Discuss Ways to Improve In 
dustry Relations. Dee :123 

Non-Profit Grown Formed to 
Market “wias UW atches 1 dee 
1364 


the 


WINDOW DISPLAY 


(See also “Display” “Mer 
chandising and Promotion” 
“ Modernization” ) 


The Local Jeweler’s Personality 


Projected in His Window Dis 
play. Jan :72 

Valentine Displays Say ‘Buy 
lewelry.’ Jan:78 

Window with Adjustable Floor 
Accommodates Big Merchan 
dise. Jan :107 

Adapting Manutacturers’ Mate- 
rial for Window and In-Store 
Displays. Feb :90 

‘Cinee-in-a- Lifetime’ Events Pro 
moted by Lecal Retailers 
Feb 128 

The Passerby Can Passe or Buy 
Feb: 156 

Display Ideas That Are Worthy 
of Low - Priced Items. Mar:78 

An Faster Window Steps the 
Parade. Mar :92 

The Wonders of Timekeeping 
Stressed in Prestige. Building 
Exhibit. Mar :106 

Real Money in Window Had 
(usetomers (€ urwus Made 
Them Ask Ouecstionsn. Ma 
140 











Display Tieain with Dress Shep 
Sells leweiry. Apr :94 
Hanging Window Shelves 


Window Displays 


76 
Selling Throwgh Hetter 


China and Class Star in Window 


Every lay a Gilt Giving Day 


Operation Cherub 
Them to Work for You 


Emblematic Jewelry 


A New Diamond Setting Aug 


plays 1954. Sept 86 
In a Suburban Shopping Center 


ay ts Important in 


The Christmas Spirit in Decors 


( ostume lewelry wm Fon to 


‘Refore and Alter’ Window Dis 


(Create Excitement 
rings in Business 


Unusual Window Displays Cap 


Alabama ( wstomers Pnthusiast i 


A Blend of Old and New. Now 
7 


Self Service Sells 


Stemware Specialty Brings Jewe! 
er More Business Throughout 





Hy Jerry Gewirts 
ICK Fashion 


(Consultant 








Models at the accessory show 
luncheon of The Fashion Group 
wear the newest costumes for 
Spring, stressing the slim, 
softer sheath in palest 

colors of beige, white, green, 
turquoise, yellow and peach. 
Jewelry adds the one spot, 
the focal point in color with 
multi-strand necklaces in 
coral, turquoise, pearl and 
gold: bracelets en masse in 
textured gold; earrings in 


huge, jumbo dimensions. 


THE SILHOUETTE ror SPRING 


a E AGAIN the variable tides of fashion are on the side of the jeweler, with Spring 


and Summer styles begging for jeweled adornment. 

The upcoming season underscores the continuing importance of the slim, but softer 
sheath that appears at its best with one eye-catching piece of jewelry, that creates the 
fashion newness because it focuses attention on a splash of color, on a massive necklace, a 
much wider bracelet, a mobile drop or a giant-sized button in color. 

Size, shape and color . . . these three nouns are the basic themes around which the 
jeweler can build his sales talk and his sales. Massive is a good description of the 
dimension of jewelry this Spring. Accessories can literally turn a costume into a new 
fashion. Necklaces, for example, will be worn en masse, with as many as seven, eight 
or nine interlaced to create a colorful circle around the throat. 

Bracelets are generally wider, even the bangle, though several of the latter will still 
be worn at one time. 


PLEASE TURN TO PAGE 90 
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You are anvited 








to enter diamond jewelry designs for the 


DIAMONDS U.S.A. 
AWARDS “1956 











These Awards honor design excellence in diamond jewelry. 


Offered for the first time in 1954, and again in 1955, they give 






news-making recognition to creative achievements in diamond 






styling. The Awards are open to retailers, wholesalers and 






manufacturers, to everyone interested in diamond jewelry design 






1956 Awards will be made in the following categories: 






Group Al . pieces to retail at $500 or less, exclusive of taxes 






Group A.. pieces to retail between $500 and $2000 exclusive of taxes 
Group B.. pieces to retail between $2000 and $10,000 exclusive of taxes 







GroupC.. pieces to retail at $10,000 or more, exclusive of taxes 






The designs are to be submitted, on paper, in sketch form, 


on oft before March i. 1956. 






The Selection (Committee, composed of recognized atithorities 





in the design and fashion field, will make its choice 
before March 15, 1956. Those whose designs are selected will 






he notified immediately after March 15. 





Finished jewel pieces, produced in accordance with selected 





designs, must be in the hands of the Diamonds U.S. A. 






Awards administration on or before July 2, 1956. 






Presentation of the DIAMONDS U.S.A. AWARDS will 
take place on Octoher 17, 1956. 






Requests jor the detailed rules should he addressed lo: 


DIAMONDS U.S.A. AWARDS 
% N. W. Aver & Sen. Ine. 
1) Rockefeller Plaza. New York 20. N. Y. 








DIAMOND 









The distinctive symbeal of a Liamonds f 5 A. Au ard, 


to be presented on October I7, 1956 
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SILHOUETT E continued 


Earrings and pins grow in style and size in the months ahead. Bulky is probably the 
most appropriate adjective to describe them. Even the most delicately-wrought pearl 
jewelry (and there's a feather touch in pearl and gold jewelry) will be dramatized and 
framed in large-sized mountings. The drop is coming back in importance, in medium to 


long sizes, The giant-sized button will continue as a style leader for day. 


New shapes will move swiftly into the fashion frame to add freshness to the style story 
and a reason-to-buy for the customer. Shell motifs, the sunburst, interesting contours 
of fresh water pearls, individualized shapes in coral, the debut of newly-imported simu- 
lated stones, new finishes to gold, the textured quality of all metals--these and many 
other surprises will create an excitement for the jeweler that will put motion into sales. 

Color more than any other one influence will build business. The one-color look for 
the costume will top promotional emphasis, a trend of particular benefit for the jeweler 


because it needs contrast through the jewelry. 


Navy still leads, inviting a crisp white accent through pearls, chalk or crystal. Beige, 


white, gray, turquoise, palest yellow and a subtle green will be used prominently in 


PLEASE TURN TO PAGE 175 


AT THE EARS: 


Size and color are most important. 

Big bulky earrings stand out prominently in juxtaposition to big hats, larger for Spring than W inter. 
The drop earring comes back in showers, single strands, shapes such as bells and pyramids. 
Jumbo buttons in color loom significantly as style leaders. 

Clusters of beads or pearls, layer on layer, look good. 


AROUND THE THROAT; 


Masses of necklaces move into first place in style. 

Multi-strand necks, with as many as nine rows, may be the norm. 

Combine greens and blues for the one splash of color against beige, white, black. 
Pearls, chalk beads, crystal will accent navy, black, floral prints. 


Monotone, one-color costumes in beige, white, yellow need startling contrast in jewelry. 


CIRCLING THE WRIST: 


Textured motifs on wider bracelets of gold add the Midas touch to elegant printed satins, pastel silk. 
If you sell one bracelet, make certain it's wide. 
Sell a family of wider bangles. 


PINPOINTING THE SHAPE: 


Pins are peripatetic—they move up and down the silhouette. 

Show one placed low under the dropped waistline. (Let a salesgirl model it all day.) 

Have another brooch sit prominently on the flap of a suit pocket. 

There's news at the back with panels, high-placed bows relieving the narrow sheath. 

Use a figure in an advertisement showing a pin arranged on the back of a dress. 

Artificial flowers are reappearing. Let the customer know that a floral pin looks fresher, lasts longer. 
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Winner of “Diamonds, U. 5. A.” Award for outstanding achievement in Jewelry design. 


_, y— | Dae 


over 30 years 


of service to the 


S$? oem? SE* 


on 


¢€s 
—S 


jewelry trade... 


tay” 


\ dilablh Onl Consivni 


- 
roy cptir Special ! cit 


KA Raymond Abrahams 


551 Fifth Avenue, New York 17, N. Y. - Phones: VAnderbilt 6-0457 -8 


For prompt attention please address all inquiries Dept. K-36. 
FOR JANUARY, 1956 








A JC-K aid to selling fine JEWELRY 


*rnrnnrrener = ne 2 2 2 ee 2. 2 ee ee 2 2 ee 2 2 ee 


by 
JACK 


HARRITON 
Flowing in gentle 
leops and swirls, 
important center 
diamond bracelets 
feature baguetie and 


round stones. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by capitaliz- 
ing on the customers’ interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
gestions that will impress your prospects. You need not 
be an artist to do this; a pad of tracing paper and some 


92 


practice should give you the necessary confidence. Cut 
out and save these pages. They can be kept in a filing 
folder for quick reference or they can be shown to those 
“hard-to-please” customers. They can even be framed and 
displayed in your store. 
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Chinese Atmosphere Makes 
Store Easy to Remember 


An Oriental decor makes a Colorado Springs, Colo.., 
jewelry store memorable for year-round residents and 
lor the tens of thousands who arrive each summer as 
Lourists, 

Glen D. and C. k. Thomas, living in a city that has 
many attractive jewelry shops, knew they needed some- 
thing special to draw business, especially among the 
tourists upon whom they depend for much of each year’s 


volume. 





important in pulling together the oriental elements in the 

remodelled Thomas and Thomas store is this large Chinese 

painting. Highboy wall case features different display of 

diamond pieces or other precious stones daily at the front of 
the Colorado Springs store 





They expanded their store at 111 N. Tejon St. and 
eliminated the traditional jewelry store appearance in 
favor of a Chinese atmosphere, They opened up a stock 
room and office at the rear, to extend the selling area by 
30 feet, and ripped out all their old fixtures to allow 
for complete remodeling. 

Walls were covered with Chinese red paper, with a 
vertical bamboo effect. For contrast, a rich green carpet- 
ing was laid and gold paint was applied to the ceiling 
Counters are continuous, with no partitions to obscure 
the merchandise. 

L nique wall cases, on both sides of the store, are of dark 
rey wood to match the counters, tinged with green and 
slope at about 15 degrees, from bottom to top, eliminat- 
ing reflection and giving a better view of hollowware, 
cifts, china and glass. The wall cases vary in sizes and 
shape, with the large, central case, for sterling and 
hollowware, extending from the floor almost to the 
ceiling. 

The overall oriental motif is pulled together by a 
large Chinese painting. Other touches include decorative 
oriental lamps and a projecting, wedge-shaped display 
case in the right front corner of Thomas and Thomas, 
for sitdown selling. 

The store owners report that the off-beat remodeling 
has produced the result they wanted—store trafhe has in- 
creased considerably, and tourists tell one another of 
the Chinese atmosphere to be found in an unexpected 


location. 





ay For 


diamonds 


We ore always interested in purchasing estates—or 
jewels which your customers submit to you for sale. 
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by Dr. Frederick H. Pough— Gem Consultant to JC-K 


oS A OQvuUuUeE 


new opportunities for jewelry 


* Last month it was mentioned that there are sources 
of flawed fragments of such nominally precious stones as 
rubies, sapphires and emeralds which permit them to 
appear as inexpensive baroques and cabochons in the 
tumbled-stone, gold-filled or sterling silver jewelry. To 
some it is surprising to learn that a ruby necklace can be 
bought for under $200, Of course the $200 necklace 
doesn't too closely resemble ruby necklaces that cost 
100 times as much, but it cannot be denied that, none 
the less and despite the low price, they are truly rubies. 
In this series we are describing occurrences of what 
we might call “non-gemmy” gems, cut stones that are 
not very clean, but which are still hard enough, abundant 
enough and attractive enough to find a use in jewelry, 
even though they are only the poor relations of a royal 
family. Less regal aquamarine, topaz, and tourmaline 
are most appreciated as flawless gems; custom demands 
even greater perfection in this group than of ruby and 
emerald, Yet, here too, there are many beautifully colored 
examples which can make attractive stones that should 
not be wasted by the irrational belief that that which is 
not flawless is not pretty, We concluded last month with 
topaz, so let us start this installment with tourmaline, 


« 
a 


a 4 


TOURMALINE 


creation 


Red and pink tourmaline occur in larger crystals than 
those of pink, brown, or reddish topaz. They are usually 
less regular in shape and present little difhculty of 
recognition. Almost invariably, pink tourmaline is 
characterized by color discontinuities, and the smaller 
crystals that are tumbled customarily show lighter and 
darker color bands, 

Topaz, on the other hand, has a more uniform color 
and has many cracks that parallel the elongation of the 
crystal, (And pinkish topaz is reasonably rare in a 
baroque state anyway.) In cross section, a whole tour- 
maline is a roughly rounded bulging triangle, in contrast 
to the diamond-shaped cross section of topaz. (Fig. 1) 
Tourmaline breaks easily across the prism length, but 
irregularly, roughly, not in the smooth and shining 
cleavages of topaz. 

The rounded, obviously polished, prism faces of tour 
maline show a trace of striation that reveals the nature 
of the stone, even when it is pale aquamarine color, and 
even when the outline is not really triangular. Since the 
tourmalines used are often parts of separated, parallelly 
grown, groups, the columns have often interfered with 

PLEASE TURN T PAGE 100 


FIG. | 
TYPICAL 


CROSS-SECTIONS 
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L. & M. Kahn & Co. 


and 


Jacobson Bros., Diamond Corp. 


... take great pleasure in announcing the formation 
of a new company—continuing the business of both 


companies as— 


IMPORTERS AND CUTTERS OF 


DIAMONDS 


Sereno P. Davis Walter N. Kahn 


Chairman of the Board President 


Walter L. Kahn 


Vice President and Sales Manager 


Representatives: Herbert L. Gardner - Kenneth Scher - Warren P. Eckel 


L. & M. Kahn - Jacobson Bros., Inc. 


608 FIFTH AVENUE ° NEW YORK 20, N. Y. 
32/34 Holborn Viaduct Delephone: Circle $-4413 
Cable Address: “Rediace” New York 5-4314 
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Selected and Serviced by Leading Wholesalers 


NEW-STONE SET - wlecpg ° 


LADIES PHOTO-IDENT String Stor’ bees 


ing and lovely signet. 
$7.75 ec. 


Also 5'/>"’ size. 


, , : ht 
‘wer your customers who appreciate BEAUTY ond ion {Shown Righ } 
, 6" Pretty pattern, joint 


QUALITY. four wholesaler will be giad to show end catch with con- 

you this DIFFERENT Photo-ldent. The beautifully cealed safety guard, 

hand engroved Sterling shield is set with simuloted 1/20-12K yellow Gold 

Filled. $6.50 ec. 

YA Also 5/2" and 7” 

PITMAN & KEELER, INC., ATTLEBORO, MASS. sizes. 
H. F. BARROWS CO. — NORTH ATTLEBORO, MASS. 


etone sid oO Keystone 











Remembrance Bracelets 10K GOLD 


Tim on alk ae tala 





Here is a highly 
polished 10 
Korat Gold set 
that will moke oa 


ees.” ) handsome gift 






of ‘ hain designs 





item with delli- 

cately engraved 

initials. 

La Mode sets 

like this retail 
for $40.00 


[a //|oale 


| RIPLEY & GOWEN CO., INC,—Aftiebero, Mess. 


Available in 
Sterling Silver * 1/20-12 KG, 
tig 10K and 14K 


Mee 2 
£2 i ee o; 
ie. ait as 
SSW he Bs, 






ALITOMATIC CHAIN CO. @ Providence, R. | 


wEW #ei a. t i AMG ' 








ee em eent  eiA ae NMS NEED SC AN A AS | | RRR | tM | ne comm 


Taelst lait satel ole 


NEW EMBLEM RINGS 


THE ’ A ) 
‘, ia 
MAN eed 
| Y Ae Iilustrated: Masonic 
Blue Lodge ring with 
heavy 10K yellow gold 
' shank ... heavy white 
Masonic trim, trowel, 
level and acacia on 
sides. 


OF 
HER 


8188-6 
CHOICE! Fiesty wreacnance. 
ABLE INITIALS-EMBLEMS 


No. R-812 
$45.00 each Keystone 


HIS INITIAL OR EMBLEM 
ON THIS BDA-10 KT. GOLD RING 


ORDER ONLY THRU BDA WHOLESALER 


IRONS & RUSSELL CO. 
PROVIDENCE + RHODE ISLAND 


Emblems since 1861 
through your Wheleseler 











Vianonds 
i. 
us and mowitings 


Supplying large watch firms 
for their diamond needs, 
We wish to serve you too. 


badd y B4 » 
AIA SA 


T | Via 


cnaONNON 


Memorandum selections 


a aug sent upon request. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 
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The spirit of Valentine's Day is 
combined with suggested jewelry 
gifts in thie window of Long's, of 
Boston, Mass. Twin foam plastic 
hearts and large key set the scene 
for the romantic holiday, while the 


dainty figurine symbolizes affection. 


PUT YOUR HEART INTO VOUR VALENTINE DISPLAYS 


ae 


A delicate toueh and the suggestion of ‘ fe a lhe 


of floral fragrance set the theme ™ Ps PF 
| : . 4 th 
for thia window in Bmith-Patterson ; . f : hk 
fo., 480 Washington St... Heston, Mase bs. 2 A 
{You'll find mere windows with the 
Valentine's Day theme, like these twa, 


by turning to page 150.) 














New /mperial 
Promotions 


to make 56 another 
record-breaking year 








Yes, Imperial Culcured Pearl promotions can help 

make 1956 another record-breaking sales year for 

you. Imperial is now ready with new exciting promotions 
that will bring in the business! They are proven 
successful promotions, planned specifically for your 
type of operation. Now is the time, as we start 

the new year, to plan an Imperial Cultured Pearl 


promotion for your store. You will be glad you did. 


Write for complete details 


IMPERIAL PEARL SYNDICATE 


NEW YORK — CHICAGO DETROIT §=s- LOS ANGELES §=§=s-_—sTOKYO 


607 Fifth Avenue 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theatre Bldg. Shinjuka-Ku 
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BAROQUE STONES: NEW OPPORTUNITIES FOR JEWELRY CREATION 
(From page 94) 


each other so much that the perfect, ideal outline, will 
not always be seen, 

Tourmalines are very common in pegmatites, and 
great numbers are preserved, so it is a common stone of 
baroque jewelry, The proportion of clean stones is quite 
small; it is tourmaline’s abundance that makes the facet- 
ted stones as cheap as they are. The pinks and reds are 
rarer than the blues and greens, so, while we may oc- 
casionally see clean green baroques, we will never see 
this in the rubellite family. Even flawed pinks and reds 
are less abundant and more expensive as “pound 
material” (the way tumbling rough is sold), than the 
blues and greens. 

Part-colored, red center and green skinned, stones are 
common and many of the tourmalines will show more 
than one color. In an article a year or so ago it was 
mentioned that in the tumbling of tourmalines quite a 
number of catseyes have been recovered, the fiber ot 
tube-filled crystal interiors standing revealed after the 


surface has been polished away. 


TOURMALINE FROM BRAZIL 

Brazil is our chief source of all classes of tourmaline. 
the fine gems as well as the flawed, formerly valueless, 
material now finding its place in less expensive jewelry. 
As pound material, rough sells for $7 to $12 a pound. 
Not all lots will be equally desirable, however, so a 
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considerable price range can be expected even in baroque 
quality stones. 


Next among the normally clear stones we find garnet. 
Clean garnets in baroques are more the rule than the 
exception, and the source of tumbling-quality garnet is 
reasonably generous. As baroques go, they will be among 
the smaller ones, however. The Arizona—-New Mexico 
supply, long known as a source of small facetted gems, 
still yields adequate quantities of pebbles, more than a 


facetting trade can absorb, as a matter of fact. There is 
also the abundant North Creek, N. Y., material, from 
the Gore Mountain Garnet Mine, which could enter the 
trade if there were a demand, Since the raw material 
of the baroques is the typical Arizona ant-hill pebbles, 
we can anticipate that even though they are cheap stones, 
they will also be of facet quality and they will be small. 
The intensity of color that is characteristic of garnet 
makes it desirable that they should be small anyway, just 
as facetted stones are usually cut smaller than the rough 
would permit, to bring out as much brilliance as possible. 

As a baroque, garnet is easy to recognize. The polari- 
scope will reveal its single refraction. The elimination 
conceded by the dichroscope (so deep a colored stone 
would have to be dichroic if it were doubly refracting) 
will serve as well if a polariscope is not available. There 


is no other singly refracting red stone of the jewelry 
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trade that is so dark in color. Garnet rough is normally 
quite irregular in outline; the pebbles show no crystal 
faces but are bounded by a series of conchoidal fractures, 
so the baroques will be equally irregular. 


Ceylon spinels have not been used in baroques, but 
are also singly refracting and sometimes are red. They 
will not be confused with garnets, however, because 
the octahedral crystal faces are well preserved on spinel 
rough as a rule, and would be recognizable even after 
tumbling. The luster of a polished garnet is very high, 
almost adamantine, and this too makes it stand out 
among baroques. 

When garnets are included among a random lot of 
baroques, or are offered by a supplier, it is probable that 
peridots will also be represented. Peridot pebbles occur 
with the garnets in Arizona and New Mexico. They also 
form small corroded, irregularly-shaped bits, compara- 
tively free of flaws and of a facetting quality, like the 
garnets. Readers of earlier articles in the J.C.-K. will 
recall that both stones are found in several sections of 
the West. sometimes piled up on ant-hills, sometimes 
loose in the soil. 

The peridots are dull, deeply etched and irregular 
masses, showing no crystal form. From these. 3 to 5 
carat stones can be cut with ease. It is this abundance 
of rough that makes small peridots exceptionally in- 
expensive in comparison to the price of larger stones. 
(In passing, it is worth noting that there are a number 
of cases in which there seems to be comparatively little 


relationship between the price of the small stones and 
the larger examples. Precious topaz is another, 2 to 4 
carat yellow stones are easy to get and quite inexpensive, 
while larger ones seem disproportionately dear. Small 
amethysts, on the other hand, may cost about as much 
per carat as large amethysts, and small aquamarines as 
much as large aquamarines, It is these unusual supply 
situations that result in price relationships that may at 
first seem strange. Ruby is a prize example, .20 ct. stones 
may cost as little as 50 cents each, while one even five 
times as heavy costs 200 to 500 times as much, } 


COLOR CHECK FOR PERIDOTS 

Peridots that are used in baroques are most easily 
identified by the typical color. To check, try a dichro- 
scope. Green tourmalines will be very dichroic and 
peridots but slightly. If we have to eliminate the pos- 
sibility of glass we can use the polariscope, for the double 
refraction is very strong in spite of its low dichroism, 

Till now, some clear stones that might conceivably 
be used as baroques have not appeared in that jewelry, 
Chrysoberyls appear to be too rare, even in small water- 
worn pieces, to be handled by the pound, Quantities of 
zircons probably could be obtained, as uncut waste 
pebbles from Indo-China, but so far they have not been 
used to any extent, Stones with easy cleavages, like 
spodumene (kunzite) may break up too easily for tumble 
polishing. Spinels are generally too small, and little 
stones have not been widely used as baroques, 

Synthetic stones are not used; the explanation sounds 
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Rubies, Star Rubies. 
Sapphires, Star Sapphires 
Emeralds, Catseyes 

Loose or in Platinum 
Diamond Mountings 


of Exclusive Design . . 


BARNETT ROBINSON, Inc. 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


Over 35 Years of Service to the Leading Jewelers 
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somewhat odd, but the answer is that synthetics’ quality 
is too high for use in baroques. The manufacturer's aim 
is to make good stones, so there aren’t enough unstrained, 
tough rejects, as there are in natural topaz, tourmaline 
and beryl, to make the baroque use of synthetics of any 
practical interest. Besides, in most cases a selling point 
of baroque jewelry is that it is “all genuine stones” 
(quality not specified ). 


VARIETIES OF QUARTZ 

The quartz varieties, of course, constitute a major 
proportion of the stones used in baroques, In addition 
to the clear, or facetting, types of stones whose “seconds” 
we have been discussing till now, there are dozens of 
varieties of translucent and opaque stones that have 
been used only as baroques and which have no more 
valuable qualities. Many of them are varieties of quartz, 
and they are numerous enough to take a section or two 
all by themselves. 

There is also one clear facettable stone which is rea- 
sonably abundant in baroque jewelry that is not used 
in better jewelry. It is a collectors’ gem, apatite, and it 
is too soft for ordinary jewelry use, Its appearance in 
baroques is due to a special supply situation, an aspect 
that we have already mentioned. 

Apatite is normally a rare stone, This is not the place 
to describe its many attractive colors which would merit 
an article all by themselves, for it is only the yellow 
stones that concern us here, Some varieties command 
a wholesale price as high as $15 a carat, yet at one 
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Mexican locality it is so abundant that a pound of clear 
crystals can be bought for a dollar or less. 

Apatite is calcium phosphate; our teeth and bones 
have essentially an apatite composition. In Durango 
Mexico, there is a mountain of iron which is shot through 
with quartz veins (both crystallized and chalcedony 
type) studded with yellow, transparent apatite crystals 
an inch or more in length. Since the hill is being cut 
away at a rapid rate, the supply of apatite is enormous. 
The miners welcome any chance to add to their small 
wages, so they collect and sell the clear crystals to any- 
one who shows an interest. 

For some years now, Mexico has been one of the 
hunting grounds of the Western dealers who were first 
to promote the tumbled baroques, so what is more 
natural than the inclusion of this attractive apatite with 
the better known stones? Apatite comes out of the drums 
as clear yellow stones, often retaining a trace of their 
original six-sided outline, the sharp corners rounded a 
bit and the flat sides smoothed and polished. Apatite 
is not an easy stone to cut by the ordinary lapidary 
techniques, but tumble-polishing has proved very success- 


ful. 


HARDNESS TEST FOR APATITE 

In Mexico, apatite is commonly sold as “beryl”, 
presumably because its crystals are six-sided like those 
of beryl. For its recognition, however, we can rely on 
a test that is rarely recommended for gems, a hardness 
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White, hard and highly resistant to corrosion, Rhodium 
Electroplate is a precious metal, available at relatively 
moderate cost. Its characteristics make it advantageous 
for use in the manufacture of Jewelry, Giftwares, Acces- 
sories and many other applications. Consult us about your 


specific plating problems. 
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determination. Since it is only 5, the danger of con- 
siderable damage to a really hard stone (the reason for 
not normally using a hardness test on gemstones) is 
slight, for a light jab at it with a needle in an incon- 
spicuous place will make a small white mark that will 
give the answer. No other stone is commonly used that 
is quite so soft. Fluorite has not been used, but would 
be singly refracting and could be detected with the 


polariscope. 
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THEY WON'T STAND STILL 

(From page 74) 
stock must be ordered carefully and unsold items cleared 
at the end of the season. 

“Although we do not use cut-price advertising, we 
find we can close such items readily by simply dropping 
the price and letting our customers discover the values. 
So far, our turnover has been good and we have had to 
reduce only a few items.” 

The Runyan family has found it worthwhile also to 
carry a limited amount of inexpensive costume jewelry, 
including $1 and $2 items. “We did not carry these items 
in the former store, since they are not profitable,” says 
W. L. Runyan. “However, we find they bring store traf- 
fic and add to our assortment of merchandise. Moreover, 
if the items are selected with judgment, they do not 
‘degrade’ the rest of our stock.” 

The Runyan firm has built up a large share of its 
customer goodwill on small non-cost services, W. L. 





rence —_— 2 ee a ere 





THE LINDE SYNTHETIC STAR RUBY 





Runyan points out. One of its most effective service is 
the repair of jewelry, for which most stores charge either 
25¢ or 50¢. 

“Our attitude is a carry-over from depression days 
when a store owner had to put himself out for his cus- 
tomers in order to stay in business,” explains W. L. 
Runyan. “We think it is still one of our best business- 
building services. To take care of the work, we have 
one repair man who spends nearly all of his time on 
these small repair jobs. In one sense, it is an advertis- 
ing expense. As such, we consider it an extremely effec- 
tive form of advertising!” 

Watch repair and jewelry manufacturing are impor- 
tant parts of the firm’s business. The store employs four 
watch repairmen and three jewelry manufacturing and 
repairmen. 

Window display is the responsibility of William Run. 
yan, who had training as an artist before his army 
service during World War II. His window displays, 
which won the Sweepstakes Prize in the window decorat- 
ing contest for all Vancouver retail stores in 1950 and 
again in 1954, have been an important factor in the 
firm's success, 

W. L. Runyan, founder of the firm, was joined by 
his son, Emerson, in 1925, and by Gerald in 1930, Wil- 
liam entered the firm in 1946, when Emerson left to 
establish his own jewelry store in Camas, Wash. The 
third generation is now represented by W. L. Runyan’s 
grandson, Herbert, who recently joined the staff. 
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lends just the right touch of color 
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to this handsome, massive 14K gold ring fashioned 
expressly to suit masculine tastes— 
another Church triumph of design and craftsmanship 


Also available in Linde Synthetic Star Sapphire. 


CHURCH & COMPANY Manviccturing Jowelers, 2 Garden Street, Newark 5, N. J 
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BUSY, BUSY, BUSY 


Reorders keep pouring in 
for this fabulous line! 
A Must for year ‘round sales! 


“SOLID 
GOLD 
LOOK” 


A pewer promotion for oll yeor 
long... . these heavy, solid discs 
ore magnificently finished front 
end back with monogram 
design embedded in glistening sur 
faces. Double choins on large 
pendent and bracelet 


Plain Dises .. . 

ere aveilable for individual mon- 
egramming . some beavtiful 
finish . . . same low prices! 


70/55 Medium Pen- $] 


dant Necklace 


All items shown actual size 
All prices retail each 


70/24 Medium 5] 
Drop Eerring . 


Also Available: 
70/12 Dainty Drop Earring 
70/43 Button Earring 
] 70/74 Anklet 
° 70/84 Collar Pin 
70/94 Lapel Pin $] 
70/104 Key Chein. . .” Ue 


70/129 Large Pendant $7 
Necklace... . 


70/114 
Cuff Links 


be seweiny 
Thu Selected Wholesalers! 
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| ARE YOU CASHING IN ON THE 


BiG NEW HIGH SCHOOL MARKET? 
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High secheol students want college type rings .. 
and here are the three fast sellers they're buying 
- » « medern new COLLEGE SEAL styles that 
make this a bigger, more profitable market than 
ever. Every upperciass high school student in 
your city can mean « profitable sale for you. 
Make your store HEADQUARTERS for these 
popular new college style high schoo! rings! 


ORDER ONE RING OR A DOZEN! 


Neo die charge for orders of 12 or more. Only a 
emall charge of $23 for the first die in smaller 
quantities... and from then on, you order one 
or a hundred without extra cost! 


Yours with our compliments... 
Send for your complimentary copy of our special 
college type high school ring booklet, selling in- 
formation and price list. 
—— 
y Dept. J156 
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t SEAL & CREST COMPANY 
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Artfully etyled for th 
discriminating, yet 


with that 


look 


priced to produce im- 
pulse sales. Known 
for over a half a cen- 
tury for diamond and 
precious stones, gold 


and platinum jewelry 


DISTINCTIVE JEWELRY BY 
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Easter Offering of Gold Crosses 
Is Successful Good Will Gesture 


A good will gesture that has increased store trafhe 
and prestige is the free offering of tiny gold-filled crosses 
each Easter by the Arthur A. Everts Co., jewelers of 
Dallas, Tex. 

In a single day during the 1955 Laster season, 1600 
of the miniature crosses were handed over the counter 
with the management's good wishes. Designed as lapel 
pins, the crosses are three-eighths of an inch high by a 
quarter inch wide, and fasten in place with a screw disk. 

Heralding each year’s gift is a newspaper display 
advertisement with the heading, “Tiny Easter cross free!” 
The body of the ad reads, “With our good wishes, a 
tiny-quarter-inch gold-filled Easter lapel cross to every- 
one who calls in person Friday and who wishes to wear 
the cross in Honor of Him, the only Hope of the world 
today.” 

Everts also arranges a display window with a set 
table, covered with a rich, white altar cloth with heavy 
gold crosses in metal thread appliqued on its surface. 
\ 4-foot cross of Easter lilies towers at the end of the 
table. This entire Easter good will gesture was begun by 
the late Arthur A. Everts, founder. 


A JEWELER BUILDS HIS MARKET 

(from page 64) 
lhe card explained that the 17 jet black pearls were ac- 
quired in Madagascar. 

Among the groups of stones on the window floor were 
17 Egyptian scarabs. The materials included chalcedony 
and amethyst. The card noted, “These are genuine scarab 
stones actually removed from the pyramids of Egypt. 
The owner of this collection bought many of this type 
stones but only these proved to be genuine. The writings 
on the stones are actually prayers. The scarab was sacred 
to ancient Egyptians.” 

With the stage devoted to 151 opals, plus one extremely 
large specimen, Bisanar placed a card telling briefly of 
the history of superstitions attached to opals. 

Other stages and floor displays in this elaborate window 
were given over to moonstones, synthetic sapphires with 
an alexandrite-like color change, doublets, and quartz 
cat’s-eyes. Finally, Bisanar used a small area of the 
window to display some of the gem-testing instruments 
from his laboratory, each with a card explaining in non. 
technical terms, its use. 

There were major problems in setting up this gem- 
stone display, including the insurance company’s stipula- 
tion that the stones had to be removed from the window 
nightly and placed in Bisanar’s vault. 

The jeweler discounts the amount of work and elaborate 
preparation that went into his special display. In its en- 
tirety, he considers it one of many steps he must take, 
over a long period of time, to educate his public to be. 
come buyers of gemstones. 

In the long run, Bisanar is convinced that he is mov- 
ing in the direction of success. 
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RUNNING A é 
SUCCESSFUL SALE 
IS AN ART | 


by Manny 
Silverman 


WELL—WHAT KIND OF A 
YEAR HAS IT BEEN? 





it has been ao year of change—o year where the pro 
gressive merchant WHO CAN CHANGE .. . has 


prospered tremendously. 


It has also been a year where the largest amount of 
tine cash jewelers have gone out of business, primaril 
| J ’ 


because they could not change. 


The trend is to ALL OUT FREE COMPETITION. 
Firms like Westinghouse, Sheaffer Pen and many 
others who knew that they could not successfully and 
honestly administer their fair trade programs, have 
voluntarily given them up. | HAVE DEFINITE IN. 
FORMATION THAT MANY OTHERS WILL FOL. 
LOW SHORTLY. 


This trend was storted by the automobile manutoc 
turer Their tremendous increase in volume has also 
increased net profits, even though the average unit 


protit has dropped. 


THIS IS THE TREND! MAKE UP YOUR MIND 
THAT YOU HAVE TO LIVE WITH IT! WORK 
WITH IT! MERCHANDISE FOR IT! SELL WITH IT. 


Silverman Sales Enterprises can be of tremendous 
help to the jeweler who recognizes that he must 
change with this trend. 


To the class jewelers who find it impossible to cope 
with the change and want to go out of business, 
Silverman Sales Enterprises can get him at least 
$ for $. 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue—New York, N. Y. 
Telephone: Plaza 7-4693 








THE BOOKSHELF 


Gem Cutting: A Lapidary’s Manual. By John Sin- 

kankas. D. Van Nostrand Co., Ine., Princeton, N. J. 

PP. 413, numerous figures and one color plate. 
55. $8.95. 


While the price of this book may seem high, it should 
be borne in mind that it deals with expensive merchan- 
dise, and the information that is to be found here can 
be worth much more than the cost if it permits the 
salvage of something considered uncuttable, or makes 
a better stone in place of a poorer one. 

Although it is intended primarily for the amateur 
cutter, it has a much broader value to the ordinary 
jeweler, who should by all means, get a copy. One of 
the complaints of the connoisseurs of stones about the 
average jeweler is his ignorance of the processes which 
eventually supply him with a stone set in a piece of 
jewelry. Knowing so little about the stages, he is natural- 
ly reluctant to discuss them with his customers for fear 
of getting into deep water. 

His appreciation is also dulled by his ignorance of the 
rarity and real skill that combine to make even the com- 
monest stones things of beauty and worth. So, while 
chapters on sawing, sanding and smoothing may seem 
useless unless he wants to learn to cut his own stones, 
they do show the complications of cutting that the 
jeweler may not have appreciated, He will also find 
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himself getting the book out to show to his customers, 
for it can have the same effect of evoking appreciation 
from them that it did for him. 

After discussing the equipment, Commander Sinkan- 
kas goes into the techniques of cutting and the shapes. 
This too is more valuable to the actual lapidary than to 
the jeweler, but here will be found the answers to some 
of the questions that a jeweler who really wants to know 
his trade should ask. 

The latter third is concerned with matters of interest 
to the man who is not necessarily a lapidary or jeweler. 
He considers such things as the occurrence of gemstones 
and their nature, their properties and the geological 
surroundings. The true connoisseur of unusual gem- 
stones will find the long chapter on the properties of 
those stones the most interesting in the book. 


AUTHORITATIVE INFORMATION 

Many collectors do not themselves cut, but are inter- 
ested in obtaining facetted examples of all minerals that 
occur in a clear state and can thus have the appearance 
of a gem. Since Commander Sinkankas is probably the 
leading exponent of this trend toward the cutting of the 
unusual, we can feel that the information that will be 
found is really authoritative. 

It may also come as a surprise to some to learn how 
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many different minerals have been cut in gemstone 
shapes. Long as it is, it is still far from complete, and 
we can probably look for many additions to this section 
in later editions of the book. Cinnabar, from Arkansas 
for example, has been cut, though this locality is not 
mentioned. Orange scapolite has been found since the 
book was published. 

We can look forward to an expansion of this section 
as time goes on, and we are fortunate to have such a book 
available. Commander Sinkankas is to be congratulated 
on “Gem Cutting.” It represents the investment of much 
time and experience, both in gaining the information 
and setting it down. Even those who have no intention 
of actually cutting any stones themselves, but to whom 
an education of lapidary techniques will be valuable 
should find something useful here. 

Dr. Frederick H. Pough, JC-K Gem Consultant 
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Everything-New Planning Dramatizes 
Move to Larger Quarters 


When jeweler Roy Sandel, of Huntsville, Tex., de- 
cided to open a new shop, he made it dramatic. 

His old store, which he operated for eight years, was 
only 8 by 30 feet. The new one is 21 by 40 feet, plus 
extensive storeroom space. For the new location, built 
to his own plans, at 1211 Ave. L., Sandel ordered new 
showcases, equipment and stock. 

On opening day, he awarded numerous prizes, in- 
cluding a ring, wristwatch, pen and pencil set, and 
silver. 





THE OLD. In this 8 by 30 foot establishment, jeweler Roy 

Sandel, Huntsville, Tex., operated for nearly eight years, until 

growing business made him decide on an ambitious moving 
program. 


THE NEW. Showcases, equipment and lines, all were new when 

Roy Sande! opened his larger store in Huntsville at 1211 Ave. 

L. The 2! by 40 foot store was built to Sandel’s plans. With 
him are his son, Bill Roy, and Mrs. Sandel. 
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For Over 66 Years... 
the Largest Selections of 


TIMERS 


for Sports and Technical Uses 
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Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for 
every industrial and scientific use. 


*® GUINAND and GALLET TIMERS 
® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


> ff rine lhimers ," ; 


WEST 47th STREET NEW YORK 5J6.WN Y 





Earring Bar Proves Boon for Both 
YOU... NEED THIS BOOK Customers and Store Personnel 
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This earring bor in Wright's Jewelry, lowa Park, Tex., makes if 
easy for customers to select merchandise. |t also cuts down 
handling and dusting chores for store personnel. 


An earring bar has proved attractive to customers and 


I ah nh has reduced handling of goods for personnel of Wright's 
ie ve iL, i Jewelry, lowa Park, Tex. 


— tells the Mrs. F. W. Wright designed the bar, a 4 x 8 pegboard 
r per 


“taside story” of stopwatches, with center mirror at the proper level for trying on the 
neg ot aged = ' eran yo hag pieces, and plate glass shelves on each side. Above and 

Must reading for users of stopwatches. below the mirror are racks for necklaces and bracelets. 
@ Grond new Clebar cotalog . .. . illustrates and describes more On this board, Mrs. Wright can display within easy 
tema cima, eens ont 20) dozen carded items. In addition to the 
virtues of attractiveness and utility, the earring bar has 


CLEBAR WATCH AGENCY: 521 Fifth Ave., N.Y. 17 permitted her better use of wall space. 
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DUE TO OUR NEW EXPANSION PROGRAM 


Several Territories Open for Experienced 


DIAMOND RING SALESMEN 


A-| PROMOTIONAL LINE FOR THE RIGHT MEN! 


DAVID SARKIN, INC. Nationally known New Y ork manufacturer of famous brand 'KIN-LOCK” 
Interlocking DIAMOND RING SETS, "“TRU-SO" DIAMOND WEDDING BANDS, DIAMOND 
DINNER RINGS, Diamond Men's Rings, Wedding Bands, Stone Rings, Linde Stars, etc., has an 
exciting offer for experienced diamond ring SALESMEN in established and new territories: 


SOUTHWEST, NORTH CENTRAL, PACIFIC COAST — well established with active ac- 
counts on the books for many years. 














This is one of the best-designed, best-packaged promotional DIAMOND RING lines in the indus- 
try .. . well-received by jewelers all over the country. 
FOR AGGRESSIVE SALESMEN—COMPLETE SUPPORT THROUGH HEAVY 


DEALER-AID, TRAFFIC-PULLING PROMOTIONS AND NATIONAL ADVER- 
TISING THAT HAS INCREASED SALES FOR OUR THOUSANDS OF ACTIVE 


ACCOUNTS. 


Liberal drawing against commission for qualified men. Replies held in strict confidence. Write 


all details in first letter ' 
DAVID SARKIN, INC., °* 37 W. 47th Street * New York 36, N.Y 
Leading Ring Stylists Since 1922 
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Jewels from Ex-King Farouk’s Palace 


Are Crowd-Puller in Dallas 


Motion picture personality Jane Russell wears and examines 

some of the pieces of the Farouk jewel collection, as Gene 

Goldthorpe, merchandise manager of Arthur A. Everts Co., 

Dalias jewelers (left) and Myron Everts, president, discuss the 
collection. 


\ portion of the multi-million dollar jewel collection. 


once owned by ex-King Farouk of Egypt and confiscated 


for auction after he was deposed, drew crowds to the 


Arthur A. Everts Co. store at 1615 Main St.. Dallas, Tex. 

Such baubles as electric bell pushers, worked in pastel 
shades to match bedroom colors, a knife, fork and spoon 
set in gold, bearing the Farouk insignia in 50 rose dia- 


monds on each moonstone handle. and varieties of 





YOUR Lures for Sales 
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$33.00 


Wy 





$60 00 


Weal’ G 


THE OLOEST NAME IN FINE JEWELAY 


Actual Size Estabiished 164! 


FOL JANUARY, 19566 


<p ty ON OF 
SPOR T ING p ype 


astic sports fans and travelers. Perfect for today’s popular 












Honesty Is the Best Policy 


® Honesty is a policy that frequently pays off in hard 
cash for the jeweler. Such was the case when a lady 
walked into the Standard Jewelry Co. in Muskogee, Okla., 


to buy a diamond ring. 

She chose one that was as expensive as she was able 
to afford, and as she was paying, asked A. C. Wileoxen 
whether he would accept an old ring as part payment 
To the mutual surprise of jeweler and customer, the old 
ring turned out to have a larger, and more valuable 
diamond than the one she was in the act of purchasing 

Wileoxen solved the problem by resetting her old stone 
for half of the price of the diamond that she had wanted 
to buy. The lady was so happy over the unexpected econ 
omy and so gratified by the jewelers honesty that she 
made up the difference in the price by buying @ new 
watch, 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published, Address JC-K Editorial Dept.. Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jewelers name and town 
will be used in story unless request is made to omit i, 


brooches, tiaras, pendants, paper knives and perfume 
flasks, were among the collection auctioned for 38 
million, 

Myron Everts, president, called the display “the most 
unusual collection we've ever had.” He added that 
many of the items had to go unidentified, since neither 
Farouk nor the present Egyptian government assisted 
in piecing together the history and background of the 
items. 





560.00 


.. to sell today’s big market of enthusi- 


All prices Keystone 


Casual and Semi-formal living. Nearly every outdoor sport 
represented in Sloan's beautifully detailed 14K brooches, eor 
rings, pins, cuff links, etc. Designed to please the hard-to-please. 


¥ 


Mi 45D Maden 1 
New York 7. NY 


ARLEN 


[HE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES 
: AND AWARDS 


GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


Write for sew, copyrighted “Trophy 
Selection Guides” with your im- 
print, —- @ streamlined selling sid 
to increase trophy orders and to 
reduce customer time in “select- 
ing’ trophies. 


ARLEN TROPHY CO 


i ; 





St. Joseph of Copertino 
Flying Medallion 


designed by 


C. Paul Jennewein 
This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travel- 


ers, is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 
5.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 
5.5. medallion and 14Kt. gold medallion on S.S. and 14K. 
gold Clips. 

© Write for price list @ 


AIRBORNE MEDALLION CO. 
153 East 70th St. New York 21,N.Y. BU. 86-2718 





























There's a REWARD in every package of 
Naomi ring guards and ring locks. A 
FREE Finding! Look for it! See your ma- 
terial wholesaler today. 


N A ©) M } Jewelers Findings 


ISLAND PARK . NEW YORK 








IMPORTANT MESSAGE 


Top notch jewelry salesman serving 

. . Wholesalers . . . watch importers 

. material houses for over 2 
decades in New York's Metropolitan 
area seeks additional select lines such 
as watch cases . . . costume jewelry 


... gold filled jewelry. 


Unusual opportunity to engage 


services of prominent . . . successful 


go-getter. Write 


Box “J., 1691" 


Jewelers Circular-Keystone 
Chestnut & 5Séth Sts., Phila. 39, Pa. 
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New Store Begins Its Second Year, 
Maintains First Impressions 





‘e 


Recess fixtures in the canopy puts displays in Wilkens’ large gifts 
department in @ good light. Collection department is located 
directly opposite gifts section. 


Well into its second year of operation, the new 
Wilkens Co. store at 6015 Penn Ave., in Pittsburgh’s 
East Liberty shopping area, has maintained its initial 
impression of completeness and attractiveness. 

This all-around, one-stop jewelry store is large 
enough—-25 by 100 feet—to handle a number of large 
departments. Wilkens’ 
silverware, and has large luggage, camera and gifts 


features diamonds, watches, 


sections. 


The interior of the store is decorated in redwood on 
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Build Your Own 


Reference Library 


JC-K’s annual editorial index, the priceless 
merchandising tool covering the wealth of ma- 
terial published in 12 issues during 1955, begins 
on page 80 of this issue. 

Use it as a reference for ideas on promotion, 
merchandising, advertising and publicity which 
can help you now! Be sure to save your copies! 











side with contrasting panelling on the other. Ef.- 
ficient use of space gives store personnel good working 
area behind the counters and provides the customers 
with wide aisles for moving throughout the store easily. 

Lighting is especially intense toward the rear of the 
store, to pull customers into the sections located there. 
Special incandescent reflector equipment punches light 
down either on top or within the counters, and pendant 
lighting in some sections is designed to illuminate mer- 
chandise even more closely. 


More than 45 civic, fraternal and other organizations 
in Waukesha County, Wis., as well as numerous individ. 
uals, help to stage a Symphony Fair every year to raise 
funds to help support Waukesha’s symphony orchestra. 
Everything from jars of pickles and sauerkraut to fancy 
embroidery is contributed and sold, 





MAURICE SPAIN & SON 


85 Chestnut Sireet, Vewacl 5, 7] Bs 





BROOCHES . BRACELETS ° EARRINGS . 


Brooch 
14 Kt. Yellow and 
White Gold 
with Sapphires 
and Diamonds. 
Also 
Available in Ruby 
No. B-385 
as created by 
SPAIN 


BILL CLIPS * PILL BOXES * DISCS . LOCKETS . 


NECKLACES . 





CASES . 


SCARAB JEWELRY . SPECIAL ORDERS 


Heart Charm 


14 Kt. Yellow Gold 
Star-set Rubies 
Also 
available in 
larger sizes 
No, €-223 


An exclusive by 


MILLER 
BROOCHES 


EARRINGS . ST. CHRISTOPHERS 


14 Kt. Goll and Platinum Novelties 


CLIFFORD A. MILLER CORP. 


64 Wat 48th Street, New York 36, 1. Y. 
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TRADITIONAL 
WEDDING 
HINGS + tay to pin 


¢ 14 Karat White Gold 
¢ 14 Karat Yellow Gold 


¢ In stock for immediate 
shipment. 


his offering of standard ring blanks 

is produced by the same excellent 
manufacturing methods that have made the 
NORDT custom-made wedding rings famous 
for more than 35 years. 


TWELVE WIDTHS 


From 2mm to 12mm 
Full range of finger sizes 


PLAIN OVAL Two different weights 


of rings in every width. 
All weights carefully 
graduated for beauty 
For MILGRAINING with economy. 

Ba oi ar Weights for milgrain- 
ing are matched to the 
plain oval rings. 


[12 p2r poompoet 


The above price applies to any order 
for six rings of a style that is at least 3 
millimeters wide in our Series 115. Dis- 
counts that bring the price below $1.15 
start on orders of 18 rings per style. 
Larger ordered quantities bring prices 
as low as $1.12 14/dwt. All prices are 
F.O.B., our factory. 


Available to Manufacturers and 
Wholesalers Only 


John C. Nordt GCo., Ine. 
INDUSTRIAL VILLAGE 
Cedar Grove, N. J. 

Established 1872 


Full information will be furnished upon request. 


Credit Bureaus Rate Standings 
On Basis of Field Reports 


How can the retail jeweler judge the integrity and 
¢ependability of his credit customers? 

If there were any single, certain answer, it would cure 
one of the jeweler’s worst business headaches. 

The time-tested method of rating a person's credit 
desires against his income is sound enough, but of 
course, some knowledge of the individual customer is 
necessary, since some buyers, no matter what their 
income, cannot control their purchases, and some moder- 
ate income persons have a built-in ability to live strictly 
within their means. And of course, there is always the 
small percentage of outright frauds. 

The associated Credit Bureaus of America and the 
Mureau of Keonomic and Business Research of the 
University of Illinois, have drawn up a chart of com- 
parative credit standings in a number of fields, based 
on reports from credit bureaus and stores active in re- 
tail credit trade, 

Here is what they found: 

Credit 
Rating Average Bureaus Stores 

I 90.9 91.0 

Accountants, auditors 2 90.) 89.8 


Occupation 
Business executives 


Retail managers, 

independent 9). 
Chain store managers , 90. 
Physicians, dentists d 88.9 
lingineers ),: 89.9 
8.1 
87.4 
80.5 
80.0 
86.4 
0.4 
85.4 


wo 
. 


General farmers (owners) 7 
Army and Navy officers 
Ollice workers, clerks 

{ ollege professor $4 

Railroad clerks 

Skilled factory workers 


Post ofhce employees 
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Railroad workers. 


me 
~~ 
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= 
Sed 


trainmen GA4.7 84.5 


Hotel. restaurant 


ws 


83.5 
84.4 
83.1 
83.1 
62.0 2 
80.7 $2.2 
19.7 B05 
76.3 0.4 
Traveling salesmen 2: 7.0 774 76.7 
Plumbers 2: 76.9 75.9 78.0 
Policemen and firemen 2: 76.4 75.9 77.0 
Carpenters 14.8 74.2 rs. 


managers 
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Other school teachers 


. : > 
“ 
~' =) =— 


Clergymen 
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Public officials 
Retail sales people 
Printers 


am a 
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ws a — 
. 

> 
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Lawyers and judges 
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Guards and watchmen 74.3 712.6 76.0 
General farmers (tenants) 2£ 13.1 12.6 13.0 
Truck, bus drivers 71.6 69.8 73.4 
Soldiers, sailors 

(enlisted ) 30 71.0 71.6 70.5 
Unskilled factory workers 31 70.7 69.4 41.9 
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Janitors 32 70.5 69.7 71.3 
Section hands 33 70.1 68.4 719 
Plasterers 34 69.7 68.7 70.7 
Barbers 35 68.1 67.4 68.7 
Coal miners 36 67.7 69.1 66.9 
Common laborers 37 67.5 66.7 68.3 
Bartenders 38 63.8 63.3 643 
Musicians 39 63.2 63.8 62.5 
Domestic servants 40 63.1 61.5 64.6 
Painters 4) 61.8 61.1 62.5 
Farm laborers 42 60.3 69.9 60.7 


Small Town Jeweler Cooperates 
In Community’s 50th Jubilee 


A town-wide Golden Jubilee celebration and a Cham- 
ber of Commerce-sponsored Old Fashioned Bargain 





Days event turned a western Pennsylvania jewelry store | 


into a replica of a turn-of-the-century shop. 
Phillip B. Krauss, of Krauss Jewelers, 546 Merchant 
St., Ambridge, Pa.., 


removed most of the jewelry displays | 


ee _ 


and used his windows for antiques, lent by his customers | 


for the celebration, 
He grew a goatee and moustache, dressed his family 


and store personnel in bonnets and derbies of half a | 


century ago and cooperated in the Chamber's three-day 
sale program. 

Krauss comments on the affair, “In a small town like 
ours, where everyone knows everyone else, it is im- 
portant to be known as a regular fellow, interested in the 
people and their activities. Part of doing business here 
is being reasonable and not standing on your dignity.” 


Department of Correction 


Any way you look at it, this braid of 14 karat gold, 
enhanced by rows of cultured pearls, makes a most at- 
tractive necklace and bracelet ensemble, Unfortunately, 
this creation of Jerome Richheimer, New York, was 
printed upside-down in last month’s issue. 

With apologies for the error, JC-K here reproduces the 
ensemble in its logical position—-which, after all, is 


really the best way to look at it. (The necklace Keystones 


for $364, the bracelet $230.) 
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Looking for new profits ? 
SEAL PHOTOS. 
CLUB CARDS. 
CREDIT CARDS 


life-time 
Plastic 




























with NEW HERMES 
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A “natural” for the alert jeweler. Why pass 
up profitable impulse sales every day? SEAL- 
O-MAT automatically laminates photo or card 
between two sheets of plastic quickly, per- 
fectly. Anyone can operate it. Quickly pays 
for itself. Machine ready to operate $295. 


THE ONLY MACHINE WITH THESE FEATURES: 


© Laminates any photo without pre-treatment. 
© Will not discolor color prints. 
Send for information and Easy Pay Plan 


NEW HERMES LAMINATING MACHINE CO. 


Denver Jeweler Finds Clock-Radios 


Are Valuable Traffic-Builders 


Moderately-priced clock-radios have proved to be one 
of the most valuable trafiic-builders in the store for Kay's 
Better Jewelers, 1617 Welton St., Denver, Colorado. In 
addition, they have been a real profit-maker in their own 
right. 

Kay's, which is not to be confused with the national 
chain of the same name, has carried a sizeable clock- 
radio inventory since it was established in Denver, 18 
years ago. 

“There is no gift which is more useful from an all- 
around standpoint than a clock-radio,” says jeweler Leon 
Fishman, owner of the firm. “Several years back, we 
began giving them the benefit of highly specialized pro- 
motion, Since then, we have found sales so outstanding 
that during November and December each year we stage 
a trade-in sale which can be counted upon to sell up- 
wards of 200 clock-radios.” 

The annual trade-in sale is generally based on a $7.95 
allowance for any old portable radio, regardless of its 
age, manufacture or condition, toward the purchase of a 
$37.95 clock-radio, The sale is run in November and 
December to capitalize on the gift appeal of the clock- 
radio; customers are encouraged to take advantage of 
time payment or lay-away plans. 

“The market is by no means limited to Christmas gift 


Beare Pe real 


buyers,” explains Fishman. “A large percentage of our 
clock-radio sales are to customers who will use the com- 
binations themselves. We were surprised to find such a 
large percentage of customers who preferred to pay cash. 
During one holiday sale, for example, more than 50 per 
cent of our total volume was accounted for by cash sales.” 

With such pleasing results as the sale of 247 clock- 
radios during one of its annual trade-in sales, Kay’s has 
been encouraged to “pull out all the stops” in its trade-in 
promotions. The clock-radio offer is presented each 
morning on the store’s news and music radio show; in 
addition, a direct mail announcement of the sale is sent 
to every customer whose name has ever appeared on 
Kay’s books, from three to five newspaper advertisements 
are run and the store is dressed up with window signs 
explaining the “once a year” sale. 

Only a few of the old radios have been in such poor 
condition as to warrant their discard, says Fishman. He 
sells most of them to radio repair men, who can make 
good use of the tubes, transformers, speakers and other 
components. One repair shop took 112 of the old radios 
in a single purchase. 

There is very little service problem associated with 
clock-radios, Fishman has found. The manufacturers 
offer a 90-day warranty on each unit and Kay’s merely 
transfers any service problem which comes up in the 90- 
day period to the authorized distributor-repair station in 
the area, 





ORIGINAL ideas in ring MOUNTINGS 


VARI-HEAD 


PATENT PENDING 


INTERCHANGEABLE 


DIAMOND RING MOUNTINGS 


HEAD SIZES FROM 1/16 TO 

1 CARAT. INTERCHANGEABLE 

WITH EVERY VARI-HEAD 
S>) MOUNTING. 


NEW “H” 


REFLECTOR 
SETTING 


GIVES ROUND DIAMONDS 
THE APPEARANCE AND 
BEAUTY OF A LARGER 


HEART SHAPE AVAILABLE < 


FROM YOUR 
WHOLESALER 


315 WEST 5TH STREET 
LOS ANGELES 153, CALIFORNIA 
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K. MIKIMOTO & CO., Ltd. 


TAKES PLEASURE IN ANNOUNCING 


THE OPENING OF THEIR NEW YORK OFFICE 


AT 


2 WEST 46th STREET 
NEW YORK 36, N. Y. 


JUdson 6-6992 CABLE: MIKIMOTO NEW YORK 
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HEADING—OF COURSE!—FOR 
THE MOST POPULAR BUYERS’ MARKETS IN AMERICA 


THE 3ist 
ALLIED GIFT & JEWELRY 
Spring Show 
FEBRUARY 19 TO 23 


HOTEL ADOLPHUS 
DALLAS, TEXAS 


a ctige gee 
fiir 
THE 23rd 


DENVER GIFT & JEWELRY 
Spring Show 
MARCH 4 TO 7 


ALBANY HOTEL 
DENVER, COLORADO 


YOU'LL find profit-making merchandise and ideas there, too! 


sponsored and if y, 
managed by | 7 ALLIED EXHIBITORS, INC., 3832 Wilshire Boulevard, Los Angeles 5, Calif. 








CASH for Your 
Surplus Silver 


We will poy cash far any of your sterling patterns 
any quentity, lorge or small —oactive, inactive 
obsolete, new or used 


We are particularly interested in buying Gorham 
active, inactive end obsolete flatware, either new 
or used, 


Send shipment for immediate offer. Our check 
covering payment in full mailed some day. Silver 
will be held intact aweiting your acceptance or 
rejection 





We are also interested in cooperating with jewel- 
ers who receive calls tor older sterling patterns that 
are no longer available. 


14K GOLD CHARM ASSORTMENT 


Reference: Jeweler's Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE : GJ ‘Ahern J. M. FISHER COMPANY 
ATTLEBORO, MASS 
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Star Sapphires Draw Customers Into 


‘Creative’ Jewelry Store 

An impressively big collection of star sapphires, oblig- 
ingly shown to customers on request, has been an im- 
portant factor in bringing sales increases year after year 
to Donald Pick. Creative Jeweler, Brown Palace Hotel, 
Denver, Colorado. 

Pick has been collecting star sapphires for more than 
LO years, both as a hobby and as a specialty which brings 
customers from throughout the area into his store. His 
collection includes what he considers the second largest 
star sapphire in existence, which is larger than a hen’s 
egg. He also has biack star sapphires in odd shapes and 
sizes, huge beryls, aquamarines, topazes and other semi- 
precious stones. 

The whole collection is available for display at any 
time; Pick cheerfully takes out each piece whenever a 
customer expresses an interest. He is well aware that the 
1S minutes he spends exhibiting the collection is more 
than balanced by the customer's interest; often it brings 
new customers, who have heard about the collection, 
into the store to see Pick’s star sapphires for themselves, 

Pick, who was a manufacturing jeweler in the East 
for many years before moving to Denver nine years ago, 
first visited the Colorado capital on his honeymoon, He 
became convinced then that there was opportunity for 
a jeweler who could turn out distinctively designed, 
individual jewelry which could not easily be duplicated 


~ 





elsewhere. When he found the Colorado climate to his 


liking, Pick contracted for a jewelry shop in the street- 
level lobby of the Brown Palace Hotel. Since then, Pick 
has enjoyed a steady increase in business each year, 
made up almost entirely of sales to better-income custo- 
mers in search of unique jewelry designs. 

“Our forte is semi-precious stone jewelry,” Pick says, 
“with gold jewelry ranking second and diamonds third. 
Although we carry complete lines of standard jewelry 
and maintain a well-equipped watchmaking department, 
it is usually the customer who wants a ring, pin, brooch 
or pendant—-designed to her own specifications—who 
shows the greater profit on the books.” 

Although Pick is an expert jeweler, with considerable 
experience in setting stones and working with gold and 
silver, he prefers to send much of his work out to other 
craftsmen, who work from his designs. 


“I feel that after many years of actually doing the 
crafting, | would prefer to spend my time on designing 
and selling the creations,” Pick explains. 

Appropriately enough, the atmosphere in the store 
is admirably suited to Pick’s imaginative jewelry crea- 
tions. The two display windows are set in marble and 
the entire interior is finished in a rich battleship gray; 
this includes all woodwork, cases, display stands and 
case interiors. Where gray paint could not be used, 
Pick utilized a heavy gray monk's cloth. 


PLEASE TURN TO PAGE 145 
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tion, its durability of construction, its 


ers. In “Cuffmaster” there’s EXCLUS 


quality cuff link lines. 
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CUFF LINK ACTIONS * 
116 Nessau Street, New York 38, N. Y. 





The Name That Means 
TROUBLE-FREE, "NO-RETURN” SALES 


To Jewelry Bayers and Retailers 


FOR YOUR GREATEST PROTECTION AND PROPITTS, “Cuff- 
master” is a recognized trademarked name—-the patent-protected 
cuff link back by Niash, the finest cuff link action ever made. 


The superiority of “Cuffmaster” is widely appreciated by keen 
buyers. They demand it because of its convenient cuff-link ac- 
pularity with custom- 


E, SMART DESIGN— Now! 
ALWAYS! and no breaking or plating leaks. 


These big “Cuffmaster” talking points are used again and again 
by retail sales people in stores the country-over to sell their 


Practically every type of cuff links you buy from your manu- 
facturing sources can be made with “Cuffmaster” actions. 


REFINING CO., INC. 
PRECIOUS METAL ALLOYS AND SOLDERS 





Available in all metals. Get 
to know Niash “Cuff/masters” 


If you are not familiar with 
“Cuffmaster,” ask your maw 
ujacturers. Or write us for 
information and for names 
of manufacturers whe can 
provide “Cuf{masters” on 
their cuff link jewelry. 
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Left—Leonore Doskow, Inc., Montrose, New 
York, has introduced this striking new 
Palate and Brush pin and earring ensemble. 
Hand-made of sterling silver. Pin retails 

at $3 and matching earrings at $5 a pair. 


Far Lejt—This new “Ramona” ladies’ watch 
from Elgin’s new “Petite” series is said to 
be one of the tiniest watches ever offered 

in low priced field. 10K rolled gold plate 
case. Retails at $42.50, FTI. 


Le{t-—-Kaspar and Esh, 126 W. 46th St., New 
York, introduces this new “Stardust” bridal 
ensemble in its “Star of Love” series. Each 
ring adaptable for extra diamonds. In 14 

or 18K white gold, two-tone gold or platinum. 


Far Left—This is the new “Jubilee H” ladies’ 
watch from Hamilton’s “Jubilee” series. Has 
a diamond set into each of the flower-shaped 
end pieces. Minutely designed case with smooth 
bezel. In natural or white gold for $72.50. 


Lejt-—This new Westminster wall clock is 
No. 140/64 from Henry Coehler Co., Inc. 
4/4 Westminster chime and 8-day movement. 
Walnut, mahogany or maple finish. 16” x 
13”. Priced at $72, Keystone. 


Far Lejt—This new “Gallet Calendar Chrono- 
graph” from Jules Racine & Co., shows day, 
date and month. 17-jewel movement. 30-minute 
register and 12-hour totalizer. Stainless 

steel, incabloc and water-resistant. 


new... they re 
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Right—This highly-styled new watch is from 
the collection of John L. Cole, 64 W. 48th 
St., New York. Cleverly concealed 17-jewel 
movement. Takes 82 round diamonds, 6 baguettes 
and 3 marquises. Retails at $2,000. 


Far Right—Goldstein-Gerson Co., Inc., 130 

W. 46th St., New York, introduces this new 

“Sat-N-Tone” men’s ring. New process said 

to eliminate need for refinishing. Occasional 
washing restores original lustre. 


Right—This new “Two-Gether” men’s and ladies’ 
ensemble is from Zodiac Watch Agency, 521 
Fifth Ave., New York. 3-dimensional, radium 
dial, raised gold markers. Unbreakable main- 
spring. Water and shock-resistant. 


Far Right—Arbor Jewelry Co., 204 Westminster 
St., Providence, has introduced this new pin 
in 1/20-12K gold filled. Hand-made filigree 
leaves with 4 hand-carved genuine ivory flowers 


For $13.50; matching earrings, $10.50. 


Right—This attractive necklace is from the 
new “Font-Asia” line of high quality imported 
cultured pearls introduced by Kaplan and 

Reed, 717 Sansom St., Philadelphia. Wide range 
of merchandise, all gift boxed. 


Far Right—Peter Traphagen, 1545 Columbia 
St., South Pasadena, California, introduces 
this sterling silver Rosary Ring. Actually 

2 rings and outer ring moves. Liturgically 
accepted. Sizes 5 to 10. $5, Keystone. 


yours to profit by. 
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ney new’... 


Lejt—This “La Marquise” ladies’ telescopic 
expansion band from Flex-Let Corp., 580 
Fifth Ave., New York, features the effect of 

a marquise-cut diamond on each cap. In 10K 
yellow or white gold filled. $9.95, FTI. 


Far Lejt—This new decanter set is from the 
“Masterpiece” series of silverplated hollow- 
ware from International Silver Co. Footed 
frame holds three Heisey glass bottles. Space 
in front for shot glasses. $87.50, retail. 


Lef{t-—-This is the “Phoenician” from Anson’s 
new “Port of Call” series of cuff link and 
tie bar sets. Inspired by TWA’s ports of call 
around the world, sets reflect growing inter- 
est in travel abroad. $3.50 to $8.50, retail. 


Far Left—New Haven Clock & Watch Co. intro- 
duces this “Viking” electric alarm with silver 
or black dial and applied gold-plated numerals. 
Alarm setting visible on face. Ivory, maroon or 
green. At $5.95; luminous dial, $6.95. 





Le{t—This is the “Roommate,” from RCA’s 
new line of clock-radios. Clock movement 
turns on radio at pre-determined time. Sweep 
second hand. Half-moon type radio dial, 

In choice of three colors for $29.95. 


Far Lejt—terna Matic introduces this new 
gold-filled ladies’ self-winding watch. Suede 
band has rolled edges and comes in five 
costume-matched colors. Ball bearing-mounted 
winder; water-resistant. Retails at $95, FTI. 
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A jeweler who knew that people traditionally 


buy flowers and candy for Valentine's Day gifts 


used these items to increase his own sales, in a 


PROMOTION FOR NEW CUSTOMERS 


® QUESTION: How can a retail jeweler bring more 
customers into his store on Valentine's Day, when the 
tradition of flowers-and-candy is strong? 

ANSWER: By tieing in jewelry with traditional 
Valentine gifts in a special promotion. 

Such a merchandising package — jewelry, flowers, 
candy, entertainment-—was just an experiment last year. 
It was so successful that it will be repeated this year by 
jewelry Rudolph L. Schindler, of 322 Fourth St., Sioux 
City, Ia., and 2012 Dakota Ave., South Sioux City, Neb. 

Schindler devised the promotion because he knew that 
in the long weeks between Christmas and Easter, Valen- 
tine’s Day offered the retail jeweler the best opportunity 
for a tie-in. But he also knew that Valentine gifts usually 
were of a token nature, and that the romantic aura of the 
day was at least as important as the exchange of gifts. 

How to combine these factors into a promotion that 
would enliven the dull winter months was Schindler's 
problem, His solution was a “four Valentines for the 
price of one” advertising campaign, offering a package 
of gifts for $9.95. 

Last year, jeweler Schindler mapped out an intense, 
10-day newspaper campaign before Valentine's Day. 
Starting with small teaser ads, merely announcing, 
“Schindler's bring you 4 Valentines for the price of one,” 
he built up the size and detail of the ads. 

For $9.95, he offered a corsage, two tickets to the 
current feature at a downtown motion picture house, a 
box of chocolates and the choice of selected jewelry 
items, including birthstone rings, lighters, fountain pens, 
watches, billfolds and dresser sets. 

Net result of last year’s promotion—78 sales were 
created, of which 20 were higher than the $9.95 suggested 
minimum, “Sales for February °55 were over those of 
'54,” Schindler reports, “and we feel that the Valentine 
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promotion directly had a great effect. 

“This promotion, plus an additional watch effort later 
in February, made up for a slow January, and the 
momentum carried us forward into March,” he adds. 

Last year, the theater tickets were supplied free, be- 
cause Schindler's played up the current attraction in their 
special Valentine advertising and placed posters in the 
store. (All but two of the special passes were used. ) 

The corsages also were supplied free by a florist who 
was happy simply to have his firm advertised in Schind- 
ler’'s promotion series. The only additional cost, then, 
was for the candy, which the Sioux City jeweler bought 
at cost from one of his customers, a jobber. 

In spite of the fact that he would have the expenses 
of advertising and of buying at least part of the mer- 
chandise he offered in his Valentine's package, and al- 
though he conservatively limited the suggested expendi- 
ture to $9.95, Schindler felt that the promotion was worth 
his expenditure of time and money, regardless of the 
immediate profit results. 

Nevertheless, he did make money on it. In Schindler's 
opinion, anything that would break the flower-and-candy- 
only approach to Valentine's Day and start bringing 
shoppers into the jewelry store, was worth a good try. 

His succinct appraisal of the experiment: “We ac- 
complished all our objectives, and more.” 

Next month, Schindler will repeat his promotion, He 
expects to make similar arrangements with the florist 
and theater proprietor. He carefully stored his advertis- 
ing displays for re-use, with enough variations to let 
him approach his customers with freshness, 

The jeweler is confident that the campaign again will 
be successful, and that it will be effective in making 
shoppers in his community more jewelry-conscious when 
they think of Valentine's Day gifts. 








Imported from Sweden 


Luxurious Stainless Serving Trays... 
... for those who appreciate beauty 

in design and the ultimate in craftsmanship 
-for those who insist on utility and function. 
These extra heavy weight serving platters 
are made of the higest quality 18/8 
Scientific Stainless, flawlessly formed 

and finished. They may be put right into a 
hot oven for cooking and broiling 

yet they will always look bright and lustrous 
without ever polishing. These everlastingly 
beautiful trays can not break, chip, stain 

or tarnish .. . they can never wear out! 


A specially designed Tray-Rack to contain 

and display a set of the three most popular size 
trays is made of handsomely finished 

wood and wrought iron. 


Set of three trays, one each 13”, 15”, 17” 
plus special tray-rack $299% 


(if purchased separetely the three trays and tray-reck ere $31.85 retai') 


For full information write to 


Scientific Silver Service Corp., 690 Broadway, New York 12, New York 





Special 
introductory offer: 


16 piece starter set 
in display box chest 


$19” 


retail 


For full information on special introductory offer write to 
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Stainless with style 


The newest pattern by the oldest 
flatware manufacturers ... the result of 
over a year of planning and designing 
by the master craftsmen 

of the Stainless Division of Reed & Barton 
Sabrina ... the ultimate in 

beoutiful, functional stainless 


styled for sales! 


Sabrina 


Lovely, sculptured forms 
that complement the mos! 
elaborate formal dinner. .. 
fluid lines “at home” 

ina casually modern setting 


SCIENTIFIC SILVER SERVICE CORP. 
690 Broadway, New York 12, N. Y. 
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| a | | there is a way to keep 


her beautiful silver 
permanently free 


H er from tarnish 


Today’s bride is not the girl to stand 
over a hot stove or to spend hours on 
the job of polishing tarnished silver. 


So, if the silver you sell her needs pol- 
ishing every time she uses it, you’re as 
good as selling yourself out of the silver 
business. Today’s young lady-of-the- 
house is very definitely not the girl to 


come back for more silver when it means Pacific Silvercloth is the cloth that gives positive 
protection from tarnish because it actually contains 
particles of silver. These particles attract and hold the 
; i gases that cause tarnish before they reach the silver 
But if you make it a policy to sell stored in the cloth. Pacific Silvercloth protection is the 
Pacific Silvercloth bags, wraps and only protection that doesn’t have to be airtight. When 
silver is protected by Pacific Silvercloth, it is always 
ready for instant use. 





more hours of drudgery. 


chests with every piece of silver, your 
bride customer will be back for more 
silver all through the years... and 
rnore Silvercloth, too. 
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Pacifie Silvercloth 

and she’ll be back for 
more silver and 

more Pacific Silvercloth 





For chests By-the-yard 











i TO EVERY PIECE OF SILVER YOU SELL 


L CIFIC he VERCLOTH 


PROTECTS YOUR SILVER FROM TARNISH FOREVER 


PACIFIC MILLS CBurtindlon. 
Pacific Mills, 1407 Broadway, New York 18. A MEMBER OF Burlington) INDUSTRIES, INC. RP 
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Lejt—-Syroco weod planter-mirror in new 
“Valencia” design has 9” brass planter on 
3614” x 144%” mirror; finished in Metalgold, 
Metalcopper, black, or white; retail $40. 

By Syracuse Ornamental Co., Syracuse, N. Y. 


Far left—Two from group of 10 accessory items 
in French dinnerware designs being intro- 
duced by Haviland & Co., Inc. In “Trellis” 
pattern, these are compote (left) to 

retail at $10.50; and relish dish, $9.50. 


Le{t—Aluminum ice bucket with cast metal 
handles and knob, insulated with glass 

fibre and glass-lined; black, pink, white 

or turquoise; capacity 2-qts; retail $8. 
Distributed by Rubel & Co., New York. 


Far left—“Dresden Garland” is the name of 
this rich pattern in Schumann china from 
Bavaria, with tiny clusters of flowers 

and gold; 5-pe. setting about $13.50 ret. 
From Geo. Borgfeldt Corp., of New York. 


Left-—-Spode coffee pot in the “Jewel” 

shape is decorated with the “Billingsley 
Rose” pattern, designed about 1800; it 

has 8-cup capacity and retails for $15. 

From Copeland & Thompson, Inc., New York. 


Far Left-—New “Slimmers”—hour-glass shaped 
highball glasses are tall and slender, 

have a capacity of 14-ounces; set of 8 

retails for $7.50. (Design pat. pending.) 


From Bertson House, Inc., of New York. 


Table top fashions .. . 







































Right—New “Charpinx” pattern in Peter Ter- 
riss China Originals is done in charcoal 

and pink on white and may be retailed at 
$18.95 for the 16-piece starter set. 

By Shenango China, Inc., New Castle, Pa. 


Far Right—New pattern in milk glass is called 
“Scroll” and it appears here in three 
items—goblet, sherbet, and 8” plate, 

each of which may be retailed for $1.75. 
From Imperial Glass Corp., Bellaire, O. 


Right—This graceful new beverage server 

is fashioned of Buenilum and has a mahog- 
any handle; of three-quart capacity, it 

may be retailed for $12.50. Created by 
Buehner-Wanner Co., East Norwalk, Conn. 


Far Right—In Orrefors crystal from Sweden is 
this group of pieces in “Eclipse” design 
created by Ingeborg Lundin; made in three 
sizes of jugs, cream and sugar, and bowl. 


From Fisher, Bruce & Co., Philadelphia. 


Right—“Ekeberga” is the name of this de- 
sign in Kosta crystal stemware from Swe- 
den, with its square base and graceful 
bowl; goblet may retail at $42 a dozen. 
From Ebeling & Reuss Co., Philadelphia. 


Far Right—Irresistible little ceramic figures 
portray three ball-playing nuns—they 
stand 5” in height and are tinted in nat- 
ural colors; set may be retailed for $3. 
From George Z. Lefton, Imports, Chicago. 


and home accessories. 
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Glass & 
China 
Giftwares 


by MADELINE LOVE 


HEN you go to the china and glass shows in Pitts- 
burgh this month, you will find a great many new 
designs, of course. You always do, 

But you will also find that some of the tableware 
manufacturers have been thinking along lines other than 
the offering of a greater-than-ever selection of newness, 
They are thinking in terms of additional help for the re- 
tailer in merchandising the patterns he already has in 
stock, and are concerned with a longer and more careful 
pre-testing of designs before they appear on the market, 

These manufacturers want to be sure that all produc- 
tion problems have been ironed out before you order the 
new color or decoration, And they want to have time to 
build a complete program of promotion, advertising and 
merchandising assistance which will benefit both them- 
selves and the retailer. 

Such manufacturers are coming to the belief that a 
twice-a-year presentation of a whole new line is not the 
best way to build sales. It has happened many times that 
orders placed at the January or July show are just be- 
ginning to get a fair start at the retail store and produc- 
tion schedules at the factory getting into full swing— 
when another show-time rolls around. This has always 
meant a concentrated effort to create a number of new 
ideas, and in spite of the obvious importance of sparkling 
fresh styles, it may be wondered whether or not their 
appearance every six months is vital to either manufac- 
turer or retailer, 

We feel sure that the manufacturers would be glad to 
know your opinion on this, Do you want to have lots of 
new designs from which to make your selection at each 
show? Or would you prefer to choose from a small, 
selected group of patterns which have been production- 
tested, consumer-tested, and are the focal point of a com- 
prehensive merchandising program? 


ILLIAM F. DALZELL, president of the Fostoria 

Glass Co., and Robert Hannum, vice president, were 
guests Dec. 10 on Bob Considine’s “Cavalcade of Prog- 
ress” television program on NBC. This was one in a 
series of programs devoted to various industries. A half- 
hour long, the program included interviews with the 
Fostoria officials and movies of the men and women at 


work at the factory. 
* > 


AVILAND & CO., INC., manufacturers of French 
and American china dinnerware, have just added a 
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series of accessories to supplement eacn of the French 
patterns. There are ten items in the new collection, in- 
cluding a compote, relish bowls, celery tray, cigarette 
containers and ash trays. It is suggested to retailers that 
the small round ash tray is a good gift souvenir for 
brides-to-be, to register their pattern preferences. 


HOWN here in the New York showrcoms of the 
Ebeling & Reuss Co., is a group of company officials 
conferring with executives of the Kosta glass factory, of 
Sweden. Ebeling & Reuss have just taken over the United 
States representation for Kosta. From left to right: 
Henry O. Ebeling, president of Ebeling & Reuss; Vicke 
Lindstrand, Kosta designer; Guy Robert, international 
public relations manager for Kosta; Robert W. Ebeling, 
vice president of Ebeling & Reuss, and Gene Henn, New 
York manager. 
. * « 
T the 50th anniversary market of the New York Gift 
Show, to be held Feb. 26 to March 2, the National 
Gift & Art Association, sponsors of the show, will make 
the occasion more “golden” by awarding to a lucky 
buyer a racy little convertible Volkswagen. Buyer eligi- 
bility is based on three qualifications—he must be buy- 
ing giftwares for resale in a recognized retail operation; 
he must register and receive a badge at the show, and he 
must shop both divisions of the show at the New Yorker 
Hotel and the N. Y. Trade Show Building. All five floors 
of this new trade show center will be used, following 
last August’s successful experiment with the fifth and 
sixth floors. 


PREVIEW of the new designs which the Syracuse 

Ornamental Co. will introduce at the January and 
February markets, was held early in December at a 
press breakfast in the Syroco Galleries, New York. 
Among the newcomers was a series of wall planters, an 
innovation for Syroco, including ten different clock, 
sconce, mirror and plaque planters in both traditional 
and contemporary styles, with highly polished, remov- 
able brass containers. Also new was the “Valencia” group 
of seven wall accessories in a pattern of interlaced 
scrolls. New wall clocks, placques and ensembles were 
shown, too, all in several different finishes, among them 


(Please turn to page 138) 
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... beauty from the Continent 
related in modern grace 


the purely decorative and the utilitarian 


iN ATTENDANCE AT: 

Keystone Chine & Giess Show, Ft. Pitt Hotel 
California Gift Show, Alexandria Hotel 
Chicego Gift Show, La Salle Hotel 

New York Gift Show-—Potel New Yorker 

The Gift Show in Delleas 


All from . 


A.J. VAN DUGTEREN « SONS, INC, 
210 Fifth Avenue New York 10, N. Y, 
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Diamonds for the Queen of Your Heart, 
this window in Birk’s, Toronto, Ont., 
symbolizes. Femininity and elegance 
are joined for maximum effect. 


PUT VOUR HEART INTO 


VOUR VALENTINE WINDOWS 


Gifts are mounted on hearts by the 8S. 
Jacobs Co., 811 Nicollet Ave., Minneapolis, 


Diamond mountings are featured. 
(See page 08 for more windows.) 
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We proudly announce a 


dynamic new Baronet shape 


designed by Andries D. Copier. 
See our exciting exhibit of 
original patterns on Contura, 
Rooms 890-91, the Palmer 
House, Chicago, Ill., Feb- 


ruary 5-15. 


Baronet is nationally advertised 





A Florida jeweler found that entertaining 


eligible young brides-to-be at his store created 


good will and heavier sales of wedding gifts 


* An annual “bride party,” which 
brings from 75 to 100 young ladies 
into the store, has proved a highly 
profitable method of increasing sales 
of open stock flatware, china and 
crystal for Cogburn Jewelry Co., 215 
Harrison Ave., Panama City, Fla. 

Jesse Cogburn, store owner, and 
Miss Louise Kyser, manager, devel- 
oped the party promotion to help 
boost business during March, a com- 
paratively slow month, The girls, 
from 17 to 22 years old, are members 
of local families and excellent candi- 
dates for marriage. Each receives a 
personal invitation, by either mail or 
telephone. 

The most recent party, last March 
25 and 26, included 75 girls, each of 
whom had received a handsome 
printed invitation. Cogburn’s invited 
high school seniors, daughters of 
socially prominent families, members 
of farm families in the surrounding 
counties and a few girls already en- 


PARTIES PULL FOR PROFIT 


gaged and making plans for their 
forthcoming wedding. 

The party, this time, was closely 
tied in with a newly received sterling 
flatware pattern. Miss Kyser capital- 
ized on this by decorating a central 
table in the store with a large bouquet 
of flowers which matched the design 
of the new flatware, The flower motif 
was also carried out on the party in- 
vitations, 

During the party, held at the rear 
of the store to avoid interfering with 
regular business, Cogburn’s served 
iced punch and tea with party cakes. 
The girls were invited to ask ques- 
tions on such appropriate subjects as 
choice of patterns in flatware, china, 
hollowware and arrangement of table 
settings at the wedding breakfast and 
wedding reception. 

After the discussion of patterns, 
each girl was invited to select a pat- 
tern from the more than 100 flat- 


(Please turn to page 140) 
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220 FIFTH AVENUE, NEW YORK 1, N. Y¥. * MUrray Hill 9-7147 


Dear Buyer: 


OFFICERS In response to many requests, the Chicago Gift 
sinary Undudomn, Peeutbent Show will open on Sunday, February 5th, and last for 
PI yn oh cork ing ~ ten shopping days, closing Wednesday February 15th, 
William E. Little, Assistent Monaeger two days earlier than usual. 
BOARD OF DIRECTORS 


oS Ooees Two Sunday openings provide extra opportunity 
Edward Greeman to shop this great central market. Here is the 
Sonne # time revised schedule: 

Prt ay mee 

mn tell Sunday, Feb. Sth 12 noon to 6 pm 

Ex-Officie Members Mon. through Fri. 9 am to 6 pm 
oe Saturday, Feb. llth Closed all day 


Sunday, Feb. 12th 12 noon to 6 pm 
Mon. through Wed. 9 am to 6 pm 


The Discovery Room for the newest items, 
Registered California, two fine parties and all the 
other outstanding features of the Chicago Gift Show 
will be awaiting you at the La Salle and Palmer House. 


Hotels are so busy in February we recommend 
reservations now. A guide listing rates of repre- 
sentative Chicago hotels is available upon request. 


eo. F Littbe 


George F. Little 
Managing Director 





LA SALLE HOTEL AND PALMER HOUSE * FEBRUARY 5 to 15 
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Good merchandising and ingenious displays sell diamonds as well 


in Emporia, Kansas, as in the largest metropolis. 


THINKING BIG 


* One showcase and a watch repair bench .. . 

That's all the equipment William Sellers had when he 
opened Sellers’ Jewelry in Emporia, Kan., after he was 
discharged from the Army in 1945, 

Though it is only 11 years since his modest entry 
into the jewelry field, Sellers’ business has grown so 
rapidly that he recently found it necessary—-for the 
second time-—-to move to larger quarters. This time, 
Sellers made certain the new store, at 713 Commercial 
St., would be exactly what he wanted, especially in facili- 
ties for diamond sales. 

He called on his father, a local contractor, to do the 
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IN A SMALL 


remodeling. To make doubly sure the store was finished 
to his liking, he worked alongside his father on the cab- 
inet work, millwork, painting and laying the asphalt tile 
floor. 

The general arrangement of the store, unique in a 
town of only 16,000, is Sellers’ own idea. The outstand- 
ing feature of the new store is the arrangement of the 
island display cases, set on a bias along the right-hand 
wall, allowing customers to circulate freely among them. 

The jeweler explains this unusual arrangement this 
way: 

(Please turn to page 136) 
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left: 

“LYONS” 

WINE — POR-293 

sl CORDIAL — POR-297 left: 
- “MANON” 

WINE — POR-294 

> CORDIAL — POR-298 

a, below: 

“hice” 

WINE — POR. ~y 























Four exquisitely 
beautiful cordial and 
wine sets in clear crystal 
conveying all the 
distinction of the famed French 
craftsmen who created them. 









wine — POR-296 
CORDIAL — POR- 300 




















28 oz. capacity decanter in wine set. 
15 oz. capacity decanter in cordial set. 
Wine Set Suggested Retail: $11.00 
Cordial Set Suggested Retail: $9.00 
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Carlton House 
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* SOLE DISTRIBUTOR IN U. S. A. 


tHe FRENCH GLASS CO. « 


610 FIFTH AVENUE « ROCKEFELLER CENTER » NEW YORK, N. Y. 











Will see and buy your 
merchandise at the 
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Exhibit Manager 


Pgh. Jewelry and 
Gift Fair 


1201 Plaza Bidg. 
Poh. 19, Pa. 


"ah (rift Show... 
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August 12 to 15 
William Penn Hotel 
(air conditioned) 
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1748 W. 2nd, Marion, indiana 
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THINKING BIG continued 


“People who come in to purchase jewelry want to see 
what they're buying!” 

What they are buying in most cases is diamond jewelry. 
This is because Sellers is putting heavy emphasis on 
diamonds. At his opening ceremony, for instance, he ar- 
ranged for a representative of his diamond broker to be 
present with a collection of rare stones. 

He maintains this emphasis with a small diamond room 
in a corner of the store. It is separated from the rest of 
the store by an attractive wrought-iron railing. If a cus- 
tomer desires further privacy in making his diamond 
purchases, there are sheer drapes, in a soft shade of 
lavender-gray, which can be drawn to close off the section. 

When he talke with a customer in the diamond room, 
Sellers gives a full explanation of the various qualities 
of the precious stones, including color, cutting, clarity 
and carat size, He uses a small scale to weigh the stones 
and a diamond light for true color grading-——both effec- 


tive methods of impressing a potential diamond pur- 
chaser. In addition, he has a 14-power magnification 
instrument for use in grading the stones. Customers are 
encouraged to use the instrument to “see for themselves” 
the high quality of the diamonds carried in the Sellers 
store. 

This procedure, coupled with the fact that the Sellers 
store imports its own diamonds, has paid off handsomely. 
Proof of customers’ appreciation of both is shown in the 
store’s volume of diamond sales. The “educational” talk 
he gives all diamond customers makes a sales talk un- 
necessary, Sellers claims. 

“The diamonds sell themselves,” is his explanation. 

Naturally, Sellers sees to it that his emphasis on dia- 
monds is carried out in the store’s newspaper advertising. 
One of the firm’s recent ads, for instance, contained this 
message: “The best diamond, for your dollar, can be 
found at Sellers Jewelry. You be the judge. Criticize 


, 


Jeweler William Sellers 
counsels a customer in 
the diamond room of his 
new store, Curtains can 
be drawn, giving this 
section of the store 
complete privacy. Such 
features have helped 
Sellers’ business grow 
steadily in a small, 


midwest community. 











Sellers diamonds under a diamond lens, then . . . shop 


around and compare.” 

The importance of the new diamond room was brought 
out in the line, “Buy your diamond in privacy by ap- 
pointment.” Another ad told readers, “You can buy with 
confidence when you buy . . . highest quality diamonds 
imported by us.” Some of the ads feature a photograph 
of Sellers and a customer seated at a table in the dia- 
mond room. The eaption reminds readers that they 
could buy “the gem for the very important person in 
their lives at Sellers.” 

Sellers is also alert to other methods of keeping his 
store in the public eye as the diamond center of the area. 
When Gladys Babson Hannaford, diamond expert, visited 
Lmporia recently to lecture at the State Teacher's College, 
the College of Emporia and a number of high schools, 
she was accompanied by Sellers. His association with 
Mrs. Hannaford, certainly a well-known figure in the 
world of diamonds, was an excellent means of calling 
attention to his firm’s emphasis on diamonds. 

Though the store does emphasize diamonds, it carries 
a variety of other merchandise, including flatware, leather 
goods, costume jewelry, clocks, watches, binoculars and 
giftwares. At the rear of the store is the watch repai: 
department. Sellers still does the repairing himself, per- 
haps as a constant reminder of the importance it played 
in turning his modest beginning into a successful enter- 
prise. 


He has proved equally successful in his personal life. 


ee eter ee et en ene + 


At present he is president of the Kansas Retail Jewelers 
Association, serves on the advisory council of the ANRJA 
and is a member of its committee on nominations. Proof 
of his continued interest in watchmaking is the fact that 
he recently served as president of the Kansas Watch. 
makers Association. 


a ee ee + 


Christmas Promotion Effectively 


Moves Sterling Punch Bowls 

A “Parade of Punch Bowls” proved a crowd-catching 
display and a profitable Christmas season promotion 
for Hertzberg’s, Houston St. at St. Mary's, San Antonio, 
Tex. 

Two weeks before Christmas day, the store devoted 
its largest silverware display window to the punch bowl 
display, supplementing this with Sunday newspaper ad- 
vertisements. 

On a large table, covered with a fine lace cloth, 
Hertzberg's displayed 10 bowls, several with matching 
goblets. The price of the bowls ranged from $175 to 
$500, and the total value of the sterling was nearly 
$5000, 

Result 
the store than during any previous Christmas season. 


more punch bowls and goblets were sold by 


This promotion was inspired by the “eat, drink and 
be merry’ tradition of Christmas, a tradition that goes 
back far before the Christian holiday to primitive 
people's marking of the beginning of the end of winter 
and their accompanying festivities. 
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PAUL A. STRAUB & CO... Ine. 


Fetablished 1915 
If East 26th Street (Near Sth Avenue) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 





Vationally Advertised 
PASCO CHINA 
Las 
PA 
The outstanding 
china from Bavaria 


FRAGRANCE 
Pattern No. 2890 


by 


TIRSCHENREUTH 


Available in 
Place Settings 
Open Stock 
94 and 64 Pe. Sets 


New York 10, N. Y. 
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“WMullefleurs” . . . by FRANCONIA CHINA 
Jeweler $ Ona [; ly 


FRENCH IN FLAVOR * . * AMERICAN IN TASTE 


A steady re-order pattern in all sections of the U.S.A—o shower 
of delicate meadow flowers in lovely soft tones on Franconic’s pure 
white, trenslucent Bovarien porcelain (one of Europe's finest) in o 
Louls XV shape trimmed with Gold. 5-pe. place setting with 10%" 
dinner plate: $7.96 Retail (Slightly higher South & West). 


@ WRITE FOR COMPLETE DETAILS 


SeeiC REM. © .. jeune 


Just introduced—this footed compote 444" high with shal. 


low 7° bowl and closely twisted stem, 
Retail: App. $4 each. 
Packed 4 der. te carton. Carty spring delivery 
See us at Chicago Gift Show, Feb. 5-15 
Palmer House Rooms 813, 814 


GEO. BORGFELDT 


CORPORATION 
1881-1956 
Our 75th Anniversary Year 


44-40 €. 2380 ST., NEW YORK 10, N.Y, 


712 S$. Olive St. (Merch Mert.) “4 York S 
Les Angeles, Collf, Torento, Ont.. Canada 
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Old, Dark, Crowded Mezzanine Put 
To Good Use as Sales Space 


For lack of a better use, the mezzanine at the rear of 
C. W. Stuart & Co., 30 N. Main St., Concord, N. H., was 
used for storage. It was dark, had limited space and 
was approached by stairs so steep the management 
hesitated to invite customers to use them. 

But, when displays of appliances and luggage threat- 
ened to crowd jewelry on the main floor, the mezzanine 
was successfully remodelled as a separate display space 
for those two lines. 

The steep stairs were provided with non-skid treads 
and the edge of each step was covered with a chrome 
strip. The balusters lining the staircase are painted 
white in contrast to the dark woodwork, to call atten- 
tion to the handrails. 

Three sides of the mezzanine itself are lined with 
bright yellow pegboard. Canopies above the pegboard 
hide fluorescent tubes that flood the pegboards with 
light. More tubes are recessed in the ceiling behind 
white egg crating to eliminate shadows in the center 
of the mezzanine floor. 

All displays on the mezzanine are hung on the walls 
or set on shelves or pedestals next to the walls. In addi- 
tion, luggage is set in a row along the front of the 
mezzanine, Sample pieces of luggage are shown on the 
first floor, then the customers are referred to the mezza- 
nine to make their selections. 

By giving appliances and luggage space to spread out, 
so customers can look at and compare a variety of 
items, the Stuart store has doubled its volume in those 
lines of merchandise. 


ee ore ee eee 


CHINA, GLASS & GIFTWARES 
(from page 128) 
the new Antique Metalcopper. Harry Laylon is head of 
Syroco’s design studios. 


Ronald Cullen 


ONALD CULLEN has been appointed special as- 
sistant to Hensleigh C. Wedgwood, president of 
Josiah Wedgwood & Sons, Inc., for the purpose of de- 
veloping new merchandising techniques for the firm. 
Mr. Cullen has specialized in promotional and retailing 
techniques for quality and style merchandise since 1938, 
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He was formerly with Alex Pollock Associates, a 
Canadian retail consulting service, and for five years was 
china buyer for Henry Morgan & Co., Ltd., of Montreal. 
He is widely familiar with the European as well as the 
American market. 

On Jan. 3, Wedgwood will open at the showrooms a 
comprehensive display of advanced tableware design de- 
veloped in three categories—“Designs for the Future,” 
“New Shapes and Patterns for 1956,” and “Today's 
Favorites.” More than 150 original sketches from the 
Wedgwood studios in England will be given an art-show 
type of display. Each sketch will be numbered and vis- 
itors will be given ballots expressing their preferences in 
decorations on bone china and Queen's Ware services. 

Among the new designs to be introduced here is the 
new “Barlaston” shape in Queen’s Ware, making use of 
contrasting colors; new oval shapes in bone china; “In- 
laid” rims and pink bone china. Victor Skellern, art 
director of the factory, and the New York design staff, 
Alan Price and Norman Wood, will be at the showrooms 
throughout the duration of the show, which will con- 
tinue through January and February. The exhibit opens 
with a trade and press party Jan. 3, with the British 
Consul General in New York, F. B. A. Rundall, present. 

ENRY SCHUTT, of B. C. Sammis & Co., Inc., New 
York, announces that the showrooms have been 
moved from 200 Fifth Ave. to a modern, air-conditioned 
location in Room 521, 225 Fifth Ave. The Sammis com- 


66 ,? : 
Soil Graal ***FROM FRANCE 


THE ELEGANCE OF SILVER - - - 


ENCRUSTED ON FINE FRENCH CRYSTAL 
AND HIGHEST QUALITY LIMOGES PORCELAIN 


Gallic artistry at its finest is exemplified in beautifully handcrafted drinkware, vases, 
lamp bases, toilet sets and ashtrays in crystal . . . dinnerware, dessert sets and coffee 
service in Limoges porcelain. 


F.0.8. NYC 


Non-tarnishing 





Saint Graal 


"ETOILES” Wine Set 


silver encrustetion on 
finest clear crystal. 
8 matching glosses. 


me FRENCH GLASS CO. inc.-610 sth ave.- new yore 20, wy. 
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pany has on display there the lines of Pickard, Inc., 

Seneca Glass Co., Pope-Gosser China Co., and the 5us- 

quehanna Glass Co. 

tres Geo. Borgfeldt Corp., of New York, has taken on 
the United States representation of Booths English 

dinnerware, effective Jan. 1. 


ONATHAN HIGGINS, president of the Midhurst Im- 

porting Corp. and of Ceramic Sales, Inc., has sold his 
interest in both companies to Ridgway Potteries, Lid., 
of Stoke-on-Trent, England, and has retired as president. 
He continues as directing head of Midhurst China Co., 
distributor of Halleraft dinnerware, and of China 
Fashions, Inc., importers and distributors of Bavarian 
china. He plans to introduce at the Pittsburgh Show two 
new lines of American dinnerware, one in earthenware 
and the other in china. 


An ambitious and successful community and trade 
building program was carried on by the Ypsilanti, Mich., 
Chamber of Commerce last year. The agriculture com- 
mittee sponsored a Better Milking Clinic which was so 
successful that the county agent quoted it as an out- 
standing example of community co-operation. The cham- 
ber also sponsored the fourth annual Business-lndustry 
and Education Days with 220 teachers visiting 27 busi- 
ness establishments in the area, 














" AMBIANCE” Coffee Service 


Non-tarnishing silver encrustation on 
pure white Limoges porcelain. AVAIL- 
ABLE: i2-cup pot, 6-cup pot, sgar & 
creamer, cups & saucers. 


AT THE PITTSBURGH 
CHINA & GLASS SHOW: 
Room 733 

Carlton House 


9 decanter with 
* WRITE FOR ILLUSTRATED LITERATURE 
AMD COMPLETE DETAILS. 
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ode since 1770 


THE VP FINE ENGLISH 


DINNERWARE 





Fine English Earthenware 





English Bone China covrlancs cms 


Lowestoft Stone China 





Ld 


Made in England by W,T. CortLanp & Sons, Lp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 











Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Spring schedule in HOUSE & GARDEN, HOUSE BEAU- 
rivUL, THE NEW YORKER, BRIDE & MAGAZINE, LIVING FOR YOUNG 


HOMEMAKERS, and SEVENTEEN, 


{Xoual Houlton 

















PARTIES PULL FOR PROFIT (from page 132) 


ware patterns carried by Cogburn’s. Each was presented 
with a sterling silver demi-tasse spoon in her pattern as 
a memento of her visit. 

“We had complete cooperation,” says Miss Kyser. 
“Every girl devoted an hour or more to selecting her 
patterns and seeing to it that the registration cards were 
thoroughly filled out with as many additional entries in 
hollowware and associated items as possible. We made 
it plain to each of the girls that their registrations are 
the only guide by which wedding gift purchasers could 
be aided in selecting gifts.” 

After their registrations, the girls were broken up into 
smaller groups and taken on tour of the store. Once 
again, they were encouraged to ask questions; sales- 
people provided them with numerous opportunities to do 
so by giving informal talks on merchandise in the vari- 
ous departments. At the dinnerware department, for 
example, the girls were told about the different types of 
open stock china, the reasons why open stock buying is 
preferable and something about the history of various 
patterns. At the diamond department, they were given an 
informative talk on the factors which enter into the 
purchase of a diamond. Similar talks were given at the 
gift and stemware departments. 

“We even included a stop at the watch department,” 
says Miss Kyser, “where we told them something about 
the timing of watches, the desirability of various types 
and the influence of fashion on watch design.” 

Though some two and a half hours were occupied in 
showing the girls around the store, the party ran so 
smoothly that it did not interfere with service to other 
customers. Within the space of the afternoon, the future 
brides had ample opportunity to be sold on the Cog- 
burn store, the extent of its flatware, china and crystal 
inventory and its associated services. 

Now, after several years of such bridal parties, there 
is a healthy sales increase in flatware, china and crystal! 
during April, May, June and July. There have been 
instances in which a party guest became engaged within 
a few months after her visit to the store. This meant 
almost immediate results in dinnerware sales for Cog- 
burn’s, 

“In our section of the country, girls marry a bit earlier 
than in the North, often before they reach 20,” says Miss 
Kyser. “For this reason, we think it is wise to devote 
as much time as possible to educating girls of high school 
age to the bridal pattern registration plan. 

“Our annual parties have proved to be a highly suc- 
cessful method of accomplishing this. They widen our 
circle of friends, create considerable good will for the 
store, increase our sales opportunities and mean added 
profits in a variety of lines.” 


ee 


The trade committee of the Kearney, Neb., Chamber 
of Commerce has just completed a survey of the farm 
area, Seventy-two hundred questionnaires were mailed to 
rural residents and 63 per cent were returned. 
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WATCH CLEANING, DELUXE! 


® The lady who recently entered Nuttle Jewelry, 209 
North Washington, Wellington, Kansas, was vigor- 
ously shaking her watch. 

“What's wrong with it?” she asked. “It has been 
_ running perfectly for two years.” 
| As the jeweler took the watch to examine it, the | 
woman gave him fair warning: | 
| “Don’t tell me it needs cleaning. I know it doesn’t | 
~—<for I took it apart myself and cleaned all the dirt 
out by holding it up te the nozzle of my vacuum 


cleaner!” 


| Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
| story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler’s name and town 
| will be used in story unless request is made to omit it. 





Don’t discount the farmer when it comes to a social 
event. He and his family like to attend them. That was 
proved recently at a winter Farm Family Day held at 
Winona, Minn. It was sponsored by the Winona Cham- 
ber of Commerce with the co-operation of the Winona 
Extension Service and the high school vocational agri- 
culture department. More than 1000 rural people 
attended. A farm forum and panel discussion on crops 
and soil improvements was held. There was a free turkey 
dinner at noon, entertainment for the ladies and over 50 
attendance awards contributed by local merchants. 
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biggest year yet... 


GET READY 


GET SET 








GO 


1956 National Luggage 
And Leather Goods Show 


; 
’ 
| 
; 
' 
’ 
| N F 
; 


NEW 


; 
| 


| 
~NEW 





Show time . . . February |2-16, early 
so that you can shop the market, pre- 
test your selling pians. New show 
place ... the great New York Trade 
Show Building, one of the most efficient, 
intelligently designed show buildings in 
the world! 


Colors, new designs, new items in 
luggage, trunks, brief cases, P empane 
leather accessories, leather novelties and 
gifts. 


Bonus in ideas . . . an opportunity to 
check your selling plans with experts in 
the field. 


address all inquiries to Jack Citronbaum, 


executive vice president 


Luggage And Leather Goods 
Manufacturers of America, Inc. 


220 Fifth Avenue 


On your mark for the 


| 





New York |. N.Y. | 
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Stainless Steel Dlades 


by WiAdbion plon 


For New Goods or Repairs 





A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silveremiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for qualit 
beauty and craftemanship since 1871, North- 
ampton offers a wide vastoty, of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY 


MORTHAMPTONM € MASS 7 FSTABLISHED 1871 
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“Don’t worry, it’s a FLEX-LET ... and 
all Flex-Let Bands are guaranteed!” 





: = 


1dA (,UARANTEED TARNISH 

















H” SILVERCASE 


NO NEED FOR 
ANYONE TO POLISH * 
SILVERWARE 


~:~ 


WHO HAS ONE 


OF THESE —</ a 


LIGHT WEIGHT 
COMPACT + DURABLE 


Si ise 
WITH 


PACIFIC: 
C lr Cot | 


PROOT 


120 pieces of flatware — service for 12 
— Brass clewne fitting — 


a 01-1248.4-4n i ela: one el- ii, cm aoe 


r } a + aA A ‘ 4 ; 7 
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Free Parking Arrangement Brings 
Customers Back to City Store 


— 
; 2, + 


Jeweler Milton Bergen, of Bergen Jewelers, 2465 Grand Con- 
course, The Bronx, displays parking sign inside his store. 


Free garage space for customers at a low cost to the 
30 sponsoring merchants is the solution a Bronx, N. Y.., 
retail jeweler worked out to the universal built-up area 
parking problem. 

Like many other jewelers, Milton Bergen, of Bergen 
Jewelers, 2465 Grand Concourse, The Bronx, knew he 
was losing sales because potential customers couldn’t 
park near his store. 

With 29 other retailers in the Fordham-Concourse 
section of New York, he came up with an answer that 
provides space for 600 automobiles. 

Bergen and his fellow-merchants were forced to act 
because nearby suburban shopping areas were draining 
away business, a new city law reduced legal street park- 
ing and the New York City Planning Commission killed 
a plan for building a municipal garage. 

When a customer parks in the merchants’ garage, he 
pays 75 cents for three hours, or $1 for 12 hours. Re 
ceiving a four-stub ticket, the customer can have each 
stub redeemed for a quarter. 

The participating merchants collected $1,000 to pub- 
licize their parking plan. A 500-foot banner was hung 
over the Grand Concourse, main traffic artery in The 
Bronx, and customers receive a printed explanation of 
the arrangement with every purchase. 

How does the merchant know how many stubs to 
redeem? That depends on what is purchased. Generally, 
the sale must exceed $2 if one stub is to be redeemed. 
Bergen remarks of one sale, “This lady spent over $100 
on a purchase. I took her four stubs and gave her a 
dollar—and was delighted to do it.” 

What does the merchant do on credit or time pay- 
ments? Usually, one or more stubs is redeemed on the 
first transaction and the records are marked, The mer- 
chants feel they would like, but cannot afford, to redeem 
a stub every time a payment is made on one purchase. 

So successful has the program worked that non-mem- 
ber retailers are going along with it. When a customer 
presents them with a stub, they redeem it, rather than 
give any local competitor a service advantage. 
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How } NEW BOOK 


For BOX BUYERS! 


Pictorial’s GIFT BOX CATALOG this year 
presents an entire NEW line . . . completely 
RESTYLED by one of the nation’s outstanding 
package designers. The finest, most beauti- 
ful, most Complete GIFT BOX CATALOG 
ever published. Completely Illustrated. 
Shows hundreds of NEW jewelry and gift box 
items, fancy set-up and folding boxes for al! 
kinds of giftwares, jewelry, china, glass, etc. 








Includes everything in the gift box line, with 
complete information, sample swatches of 
colorful NEW stock papers, prices, quantity, 
discounts and details on America’s most com- 
plete line of gift boxes. 


Free MAIL COUPON ogweat your copy now! 
It will help you make the selections 


that will meet your needs best. 


PICTORIAL PAPER, PACKAGE, CORPORATION 


fi As we 7 A i ra 





Pictorial Paper Package Corp. 
232 S. Lake St., Aurora, illinois 


Please send NEW 1966 catalog of your complete 
NEW line of Restyled Gilt and Jewelry Boxes, 
Stickers, Labels, etc. 


Name SNE SON eee aNS © 
Firm ae 
Address... ae 
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To Our CUSTOMERS 


Thanks for the Generous Business you 


gave us in 1955. 


For 1956, we promise you our best line 


in over 50 years. 


Highly styled, beautifully made rings 


combining Quality with sensible prices. 


GOODMAN & CO. 


42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 




















Al Burk hos 


STAMP NAME 
MONOGRAMS — | \eavoun BYeTaavey are, 
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YOU'VE BEEN LOOKING FOR! 


ie i A sure-fire plan you can’t go wrong with. 
; ne Soundly merchandised to increase your sagging 
volume, Designed to convert your own 






ray customers. 
NOW YOU CAN RENT af : © Just one of the many specialized promotions 
the simple, easy-to-use ; oy ready for you right now by this newly formed 
BINGSLEY 7 but jewelry-experienced organization. 
MACHINE aot: 
Write for details at Get all the facts today. 


W rite, wire, or phone LI 2-5558 


/ 








Kingsley STAMPING MACHINE C(O 


101 TREMONT STREET 


BOSTON, MASS. 
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Compare Before Buying Diamonds, 
Jeweler Warns in Advertisement 


John Penn Fix, president of George R. Dodson, Inc., 
517 W. Riverside Ave., Spokane, Wash., knew that in his 
city, at least half a dozen competitors were running news- 
paper advertisements up to a full page, offering diamonds 
at a discount. He also faced TV advertising of cut rates 
and the competition of two large discount houses. 

In rebuttal, Fix prepared an advertisement for both 
the city’s newspapers on a Saturday, sending copies to 
fine jewelers in large Pacific Coast cities and to the 
American Gem Society. 

The advertisement read in part: “Diamonds bought 
without confidence are appraised by fine jewelers every- 
where. Compare before, not after you buy a diamond. 
Many diamonds have little value!” 

STAR SAPPHIRES 

“We tested all colors before making this decision,” 
Pick says, “and because gray has the faculty of con- 
trasting precious stones, diamonds, gold and silver with 


{from page 117) 


equal efliciency, we decided to do the entire store in the 
same color.” 

Pick also has come up with an added touch in his 
window display equipment; merchandise is displayed on 
thin gold wire racks, frames and supports which he 
designed. Gold filigree, cross-hatch panels and tiny 
sections of shelving make up highly-attractive displays 
for earrings, cuff links and other small items. 

In line with the “quality” type of business in which 
he specializes Pick uses “prestige” type advertising, in- 
cluding such unusual media as programs for opera, 
theatre and concert performances, He has also been 
using a “white space” ad in a Denver newspaper for 
years, emphasizing the “creative jeweler” aspect and 
his sapphire specialization. 

One pointer which Pick feels is worth passing along 
to jewelers interested in the “custom design” market 
is the use of advertising in business journals and com- 
mercial newspapers. Pick runs prestige ads in a weekly 
newspaper serving Denver's oil industry to reach custo- 
mers in the better-income brackets, Response has been 
excellent, particularly for exclusive pieces of jewelry. One 
customer ordered cuff links made like miniature horse 
racing tickets, complete with the number of the horse and 
race. Of such orders and the opportunity they present, 
Pick says: 

“There is still plenty of room in the retail jewelry field 


for the specialist in exclusively-created designs.” 


Schenectady Day at the Schenectady, N. Y., County 
Fair is sponsored by the local Chamber of Commerce 
to build good will for local merchants. They present 
trophies to outstanding 4H club boys and girls and 
also stage a free entertainment program for visitors to 
the fair. In addition, the merchants have an exhibit 
tent through which many people browse and view mer- 


chandise. 
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for OUTSTANDING 


EXCELLENT 
OPPORTUNITY 








_ SALESMAN 


Experienced in Calling on 
Fine Retail Jewelers in 
Wisconsin, Illinois, Indiana, 
Michigan, Ohio, Pennsylvania, 
West Virginia, Kentucky. 


To Sell Fine Line of 
Diamond Rings 
Diamond Watch Attachments 


Your reply will be held 


in complete confidence. 


KASPAR & ESH, INC. 
126 West 46th Street 
New York 36, N.Y. 





Manufacturing Jewelers 
Diamond Importers 
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Here’s how you can 

ie prorFit 
aes" fromthe 4 
tae Party Scare 


—— 


A 
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| BE THE FIRST TO ~'\ - 
\ DISPLAY THE 
COMPLETE LINE OF 
'56 DESIGNS 
by B. DAVID 


LEFTOVERS LOSE SALES! Now 

is the time to cash in on the 

party season with B. David's 
fresh ‘56 line of fine rhinestone 
jewelry ... a line recognized 
for beauty, quality and sell- 
ability. Send for details NOW! 


Manufacturer of Quality Jewelry 





2508 VINE STREET 
CINCINNATI 19, OHIO 
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We Have YOU in our Mind 
Mr. Credit Jeweler! 
You'll have the power to— 
1. Expand Your Sales Volume 
2. Discount Your Trade Obligations 


. Add Semi-Permanent Working Capital 
to Your Business 


3 

4. Take Advantage of Spot-Cash Buying 
Opportunities 

5 


. Improve Your Operative Efficiency 
... contact one of the following officials 


WILLIAM J. BOTTO e@ LEWIS R. EISNER 


Jewelers Acceptance Corporation 


608 Fifth Avenue, New York 20, New York 
PLaza 7-8680 

















A 
LITTLE 
WIDER, 
PLEASE 


* A young man entered Kelly's Jewelry Store, Williams- 
ton, South Carolina, one afternoon with what seemed like 
a perfectly normal inquiry. 

“Do you clean gold things in here?” he asked watch 
repairman C. E, Crawford. 

“Yes, we do,” was the reply. 

“What will you charge me to clean my gold tooth?” the 
customer asked. 

Mr. Crawford was a bit surprised by the question, bat 
recovered enough to ask the man if he'd remove the tooth 
from his mouth. Then came the big surprise: the tooth 
couldn't be removed. 

Mr. Crawford decided against undertaking the job 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published, Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler’s name and town 
will be mal 9c story unless request is made to omit it. 


More than 2000 cattlemen and their wives attended 
the annual “Hey Day” conjerence at lowa State College, 
Ames, la., in July. Speakers talked about the bee cattle 
situation, how to raise and market beef cattle, and some 
college experiments in cattle feeding were reviewed. Many 
of the rural people who attend lowa State events shop 
in Ames stores, and merchants always co-operate with 
the college authorities in making visits of farm folks 
pleasant. 
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Upen Display Store Pillars Prove 


vE oes , 7 
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Manager David Kaufman discusses the unique pilasters in 

Stone's jewelry store, Southgate Shopping Center, Milwaukee, 

Wis., with a clerk. The pilasters were designed for utility and 
decoration. 


Decorative and utilitarian pilasters add a colorful touch 
to the store opened by Stone Jewelry, Inc., of Milwaukee, 
Wis., at the Southgate Shopping Center. 

These pilasters, 104% feet high, from ceiling to floor, 
have a pegboard back and are faced with wire screening. 











Build Your Own 


Reference Library 


JC-K’s annual editorial index, the priceless 
merchandising tool covering the wealth of ma 
terial published in 12 issues during 1955, begins 
on page 80 of this issue. 

Use it as a reference for ideas on promotion, 
merchandising, advertising and publicity which 


can help you now! Be sure to save your copies! 











They are used to hang all types of precious or semi- 
precious merchandise, where they can best be seen. 
Another attention-demanding feature of the unusual wall 
columns is the loganberry shade of paint. 

This store, the fourth outlet for the Stone firm, has a 
modern front with a theater marquee type of canopy. 
Recessed spotlights in the canopy highlight merchandise 
in the front windows. 


—— ee od 


The Hamilton, O., Chamber of Commerce has spon- 
sored a City-Farmer club which has many members. 
Membership is open to anyone interested in agriculture, 
whether he lives in the city or the country. At a recent 
meeting, Dr. M. G, Fanleman, entomologist for the 
Standard Oil Co. of Ohio, gave a talk on controlling 
insects. 
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Strictly Refiners 
Not Manufacturers 
of Jewelry 
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Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


| We solicit your Sweeps ae 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 
Special Auten lion 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. JU 2-2320 New York 36, N. Y. 
Est. 1895 
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FAIR TRADE BATTLE CONTINUES. In December, the W. A. Sheaffer Pen Co. announced that 
it had decided to abandon its fair trade policy. The company said that it had 
Spent more than $1,500,000 attempting to enforce the policy and had cut some 
700 retailers off its list of authorized dealers. The Parker Pen Co., issuing a 
Statement on the same subject, said that it would continue its fair trade policy 
"despite a recent competitive action abandoning the principle.” 


GEMEX PLANS EXPANSION. Harold N. Leitman, president of the Gemex Co., Inc., watch- 
band manufacturer, said the company planned an increase of 300 per cent in its 
advertising, sales, and promotion budgets for 1956. 


WATCH INSPECTION TIME CONTEST. Schindler's jewelry store, Sioux City, lowa, was a 
two-time winner in this year's Watch Inspection Time Contest. Rudolph L. Schind- 
ler, the owner, won first prize in the jewelry division and C. M. Hewett was 
first prize winner in the watchmaking category. 


MERGER ANNOUNCED. L. & M. Kahn and Co. and Jacobson Bros. Diamond Corp., both 
in New York, two of this country's oldest diamond importers and cutters, have 
merged to form a new company to be known as L. & M. Kahn-Jacobson Bros., Inc. 


WALTHAM PRESIDENT NAMED. William H. Morrow has been named president of the Waltham 
Watch Co. The places on the board of directors, formerly held by Teviah and 
Gilbert Sachs, president and viceepresident, have been filled by representatives 
of the Bellanca Aircraft Corp., which acquired stock control several months ago. 


JOINT SHOW MANAGEMENT TABLED. At a recent meeting of the Coordinating Committee of 
the ANRJA and the NJA it was decided to table the question of having a unified 
management for the annual trade shows of the two associations, pending develop- 
ments regarding the merging of the two groups. Such a merger is not likely in 
the near future. 


CLAUD WHEELER DIES. Claud Wheeler, 81, died on Christmas Eve at his home at La Mesa, 
Calif. For 15 years he operated a jewelry store in Columbia, Mo., and had been 
secretary of the ANRJA from 1909 until 1913. He retired as head of the Chicago 
office of the JEWELERS’ CIRCULAR-KEYSTONE in 1949, a post he had held for 32 
years. 


TIFFANY DISPLAYS. Tiffany's Christmas windows revealed new merchandising tech- 
niques, not previously displayed by the 118-year-old store. Seen for the first 
time in a street-floor window was the 128-carat Tiffany Diamond valued at 
$500,000. 


SHIPPING SERVICE. The new freight shipping service, Sponsored by the Manufac- 
turing Jewelers and Silversmiths of America, will be available to New England 
members of the association on January 9, and to New York members on January 25. 


BAIT ADVERTISING INVESTIGATION. The Federal Trade Commission has announced that it 
is planning to make Special investigations of advertisements that smack of 
*"baiting” customers. Says the FIC: bait advertising is most prevalent in the 
Sale of sewing machines, vacuum cleaners, furniture, electric appliances, radio 
and TV sets, and in repair services. 
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FREE 
1956 
DREAM VACATION 


For WATCHMAKERS and JEWELERS 


WATCH YOUR JANUARY MAIL FOR DETAILS* 


SPONSORED BY 


THE ONLY COMPANIES THAT SUPPLY UNCONDITIONALLY 
GUARANTEED PERMATEX PACKAGED MARSHALLOY 
AND WATCH-CRAFT UNBREAKABLE MAINSPRINGS 


AND 

ONE STANDARD 
ADD-A-UNIT SYSTEM 

FOR ALL WATCH 
MATERIALS FROM 
THE FACTORY THAT 
MADE THE WATCH 

OR PART 


C. & E. MARSHALL CO. 


AND ITS DISTRIBUTORS THROUGHOUT THE U.S.A. 
“IF YOU MISS ANNOUNCEMENT IN 
YOUR JANUARY MAIL ...WRITE TO 
C. & E. MARSHALL CO., DEPT. J, BOX 7737 
CHICAGO 80, iil. 





















voR JANUARY, 1956 





NEW a@atitnewt 





carves 

SG new 2 at 
sales AAS 
fe acders »/ “Y 





via 


WALL CLOCKS ~“ <4, 


Here are the clocks your customers 
will see in national magazine features this 


Spring. Editors have already previewed 


them--and called for them. For in these 


six dramatic new originals, Syroco has 
again captured the deep-carved elegance 60 
in demand today. Versatile designs— 
perfect foils for contemporary decor... 
perfect complements for traditional. Certain 
to sell designs, for all combine the 
richness. ... the up-to-the-minute flaw 

... 6nd the popular prices which have 


: 
4} 


made Syroco America's fastest-selling 


decorative clock line! Guaranteed, 8-day | fs — 
Sa Al 
( } 


jeweled movements. Full markup, of course! 


WRITE FOR WEW 1956 CATALOG. 


Minimum initial order new accounts, $75,100. 





SEE SVROCO AT THE SHOWS 


Chicage Furniture and Gift Shows — 1526 Mdse. Mart : ‘yal j 
(permanent showroom) « 1.Y. Home Furnishings }: | 
Accesseriesn Show-—-Rooms 349, 307 N.Y. Trade ; \ 
Show Bidg + Los Angetes Git Show —-Biitmore Hotel ' . 
+ During WY. Git Show—275 Fifth Ave. ently (permanent 
showroom) + end af ali ether leading Gift, Jewelry | aes 
and furniture Shows. : 4 


Syracuse: Ornamental Co., Inc., 567 S. Clinton St., Syracuse 2, N.Y. 
Shewrooms: New Yort-——225 Fifth Ave. Chicage-—-1526 Mdse, 
Mart. High Poict—108 E Commerce $t., Seattle—2028 Second Ave. 
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Manufacturing Jewelers and Silversmiths 
To inaugurate Freight Service January § 


Schindler's of Sioux City 
Wins Two First Prizes in 
Watch Inspection Contest 


The Rudolph L. Schindler jewelry store, 
322 Fourth St, Sioux City, lowa, was a 
two-time winner in the seventh annual 
“Watch Inspection Time” 
sored by the Watchmakers of Switzerland. 


contest spon- 


The 1955 contest consisted of two cate- 
gories, one for watchmaking and one for 
M. Hewett was the first prize 
winner in the watchmaking category and 
Rudolph Schindler won the first prize in 
the jewelry division. Hewett is a watch- 


jewelers. €, 


niaker in the Schindler store 


Field merchandising representative Tom 
Sprickmen [l.), of The Watchmakers of 
Switzeriond advertising agency, presents 
awards to Rudolph Schindler (r.) and C. M. 
Hewett of Schindler's Jewelry Store, Sioux 
City, lowe. Schindler was awarded first 
prize in the jeweler group of The Watch- 
makers of Switzerland Seventh Annual 
Watch Inspection Time Contest and Hewett. 
the store's chief watchmaker, won first prize 
in the watchmaker category. 


Both groups were asked to write a 
statement in anewer to the following: 
“Many jewelry stores are establishing ef. 
fective jeweler-watchmaker sales-and-ser- 
vice teams to realize greater store profits 
and customer trafie. What are you doing 
in your store to set up this team?” 

An impartial panel of judges, made up 
of leaders of the jewelry horological in- 
dustry, evaluated the statements, without 
knowledge of the entrants’ names and 
stores, for aptness of thought, originality. 
sincerity and clarity. Each entrant was 
judged within his particular category and 
those making the most outstanding con 
tributions were « lected 


(Turn to page 154) 
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Monday, January 9, has been announced 
as the date on which the “Freight Shipping 
Service” of the Manufacturing Jewelers & 
Silversmiths of America will be inaugu- 
rated, 


On that day jewelry manulacturers in 
New England will be given the benefit of 
consolidated shipments in a program that 
is designed not only to reduce transporta- 
tion costs, but also to improve speed of 
deliveries. The service will be available 
to associate members in the New York 
area on January 23. 

Instead of sending their shipments piece- 
meal—at individual package rates-—mem- 
bers of the Manufacturing Jewelers & Sil- 
versmiths of America, Inc. (formerly the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association), will lump their 
shipments with those of other manufactur 
ers, with resulting consolidated shipment 
rates. 

Trucks will leave each evening from the 
main shipping service terminal in Provi- 
dence for six initial pointe Boston, New 
York, Philadelphia, Chicago, Los Angeles 
and San Francisco. 


To expedite the consolidation of mer. 
chandise and further serve the participat 
ing jewelry manufacturers, branch termi. 
nals have been added to the original plan. 
They will be located in Attleboro and 
North Attleboro, Mass., and in New York 
City. 

The New York City terminal. which will 
be located at 460 Twelfth Ave.. was an 
nounced December 15 at a meeting in the 
Hotel Biltmore, New York. of the New 
York and New Jersey members of the 
Jewelers & Silversmiths. 


Service for Members Only 


It was explained that due to a regula 
tion of the Interstate Commerce Commis 


sion the service cannot be extended to 
non-members of the organization. 

The meeting was addressed by Howard 
H. Sweet, president of the Jewelers & 
Silversmiths: George KR. Frankovich, ite 
executive secretary: committee chairmen 
and Martin Shulman, secretary-treasurer of 
Shulman, Inc.. Philadelphia, the trans 
portation firm working with the associa 
tion on the shipping service program. 


Others who spoke at the meeting were 
Olof V. Anderson, Anson, Inc,, chairman 


GEORGE R&R FRANKOVICH 


of the public relations committee; William 
Caroll, Lorac Co., Ine., chairman of the 
membership committee; and Max Jacoby, 
president of Jacoby-Bender, Inc., who ad. 
dressed the group on the orientation of 
the association, 

There wae a briefing of the aseae lation 
activities, a discussion of ite recent change 
in name and scope and of additional ser- 
vices being incorporated into ite program. 

It wae explained that the freight shipping 
service will operate daily out of Proevi- 
dence. Shipments left at the branch ter- 
minale in Attleboro and North Attleboro 
before 6 p.m. will be brought to the main 
terminal at Harborside Industrial Park, 

(Turn to page 154) 
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Parker Pen to Continue 
To Protect Fair Trade 


The Parker Pen Co. announced ite deci- 
sion to continue ite support of Fair Trade 
in @ statement that was sent to thousands 
ol dealers acrows the country in mid- 
December. The company said that it 
would continue ite Fair Trade policy “des- 
pite a recent competitive action abandon- 
ing the principle.” 

The policy statement was described by 
James N. Black, sales vice-president, as a 
most important decision for the industry, 
insuring retailers that they could continue 
to buy and sell Parker products without 
fear of profit or inventory price reduction. 

“In our viewpoint,” Black said, “a fair 
proit at the retail level, with value re- 
ceived for the customer, is the heart of 
the problem. We are committed to that 
principle, firet and always.” 

Parker has pioneered in fair trade areas 
since 1921 when it introduced the Duofold, 
first of the “precision” fountain pens. It 
was a best-seller at $7 when conventional 
types sold at $2.75 and lower. 

Two years ago, the firm went on record 
decrying the press battle raging between 
some proponents of the Fair Trade Act 
and major “discount house” concerns. 
Parker's view was that the publicity in 
itself had the effect of promoting the 
idea of casual pricing. 

Kecommended instead was a continuing, 
quiet campaign to choke off price cutting 
as it became known. This Parker does 
by the personal visite of company repre- 
sentatives and executives on a business- 
like basis “without boast or threat.” But 
failing in that, the full force of legal 
action follows. 

It was revealed that Parker's policing 
job in the New York metropolitan area 
alone in 1955 encompassed 262 investiga- 
tions, 60 law suits and 30 permanent in- 
junctions by consent. Legal sources count 
this as one of the country’s most formid- 
able programs. These figures were un- 
covered only because dealers needed re- 
assurance at this time, Black said. 

He indicated that Parker's effort to pro- 
tect the profit margin of ite retailers is 
based on the belief that the entire in- 
dustry as well as distribution outlets will 
suffer in the event that higher-priced 
merchandise is “footballed around in a 
price cutting affair.” He pointed out that 
the writing equipment industry's leading 
members, including Parker, had for three 
decades pioneered in building public ac- 
ceptance for writing equipment of the 
higher-priced, gift category. Removal of 
pricing structures promised to destroy 
progress of more than thirty years in that 
direction. 


Royal Oak Store Opens 

Floyd Flint Jewelers, 315 South Wash- 
ington St., Royal Oak, Michigan, opened 
its doors for business on November 10. 
Floyd Flint, previously with Dobie Jewel- 
ers for 10 years, is the owner. The new 
store brings the number of Royal Oak 
jewelry stores to seven. 
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Swiss Engineer Designs 
Huge Display Timepiece 

Swiss engineer Charles Jeanneret of the 
Neuchatel (Switzerland) Watch Research 
Center is shown completing the assembly 
of a giant watch model—an exact replica 
of a Swiss jeweled-lever wristwatch, en- 
larged over 200 times. This unusual unit 


will be featured at the special Watch 
Pavilion of the Swiss Industries Fair in 
Basel, April 14-24. 

Swiss jeweled-lever watch manufacturers, 
working under a cloak of secrecy equalled 
only by the American automotive industry, 
prior to the introduction of new models, 
are now putting finishing touches on their 
latest, modern watch styles and techno- 
logical advances to be publicly unveiled at 
this important annual event in Switzerland. 


Expansion Program Outlined 
By New York Diamond Cutters 


Maurice Lerner, of Lieber and Lerner, 
diamond cutters, has announced an expan- 
sion program for the activities of his firm 
which will begin with ite move to new 
quarters at 305 East 46th St., New York, 
on January |. 

Previously the firm had been located at 
305 East 47th St. In making the announce- 
ment, Lerner said that the move to new 
and bigger quarters could be attributed 
largely to the company’s success “in pro- 
viding the retailer with quality merchan- 
dise, and then assisting him with lively 
promotional material to effect volume 
sales.” 

Lerner also said that in his opinion the 
success of the retail jeweler today hinged 
on “vitality in selling.” He added that his 
firm recognized its responsibility in pro- 
viding this important element for both 
large and emall retailers alike. 

The new offices, close to the United 
Nations, are air conditioned and will pro- 
vide space for new equipment and the 
greater number of employees needed to 
meet the firm's increased business. 


Easton Store Opens 


The grand opening of Reininger’s Jew- 
elry Store at its new location at 403 North- 
ampton St., Easton, Pa., was held on No- 
vember 18. The previous location was 226 
Northampton St. 


Joint Show Manageme 
nt 
Discussed eti 
at Meeting 
Of Coordinating Committee 

At the November meeting of the Co- 
ordinating Committee of the ANRJA and 
the NIA. it was decided to table the ques- 
tion of unified management of the two 
annual trade shows pending developments 
regarding the consolidation or merging of 
the two national jewelry trade associations. 

At the same time it was agreed that the 
two groups would endorse each other’s 
shows. 

In making an announcement of the 
meeting, Philip E. Hoffman, chairman of 
the committee, said that merger of the 
two associations was not “just around the 
corner.” He said that the matter is re- 
ceiving diligent consideration, but that the 
complexities involved are such that final 
results are not assured, and, if forthcom- 
ing, “there will be a substantial period of 
time before they are actually realized.” 

in addition, at its last two-day meeting, 
the committee gave a whole day to the 
discussion of fair trade, with emphasis on 
the pros and cons of the Capehart Amend. 
ment. Officiale of the Bureau of Educa- 
tion on Fair Trade and the American 
Fair Trade Council were heard in this 
connection, 

As a result, it was decided to present 
the positions of the various speakers Lo 
the members of the two associations via 
their respective bulletins. 

Members will be asked to express their 
views and the results of the “poll” will 
then be considered by the boards of the 
associations and the Coordinating Com- 
mittee. 


Trifari Sponsors Ball 
Honoring Helen Hayes 


Trifari, Kruseman and Fishel, Inc., were 
sponsors of the First Night Ball, honoring 
Helen Hayes’ 30th anniversary in show 
business. held at the Waldorf Astoria 
Hotel, New York, on December 30. 

Proceeds of the ball will go to the 
American Theatre Wing. 

During the evening, a pageant arranged 
by Moss Hart was to be staged, with many 
well known personalities, who had had a 
part in Miss Hayes’ stage career, taking 
part. 

The pageant was called “Command Per. 
formance,” and for the occasion, Miss 
Hayes planned to wear a set of Trifari 
jewelry in the “Command Performance” 
design. 

The celebrated actress announced her 
intention of wearing the set with emerald 
colored stones in the tradition of the fa- 
miliar story of her first meeting with her 
writer-husband, Charles MacArthur, who 
presented her with a handful of peanuts 
with the wish that they were emeralds. 

Mies Hayes also planned to wear a 
rhinestone tiara, modeled after the one 
she wore in “Victoria the Queen,” that was 
specially created for the occasion by 
Trifari. 
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Country's Oldest Firms 
In Diamond Cutting and 
Importing Report Merger 


Two of this 
importing and 


oldest diamond 
concerns 


country's 
have 
form a company. They 
are L. & M. Kahn and Co., 608 Fifth 
Ave., New York, and Jacobson Brothers 
Diamond Corp., 551 Fifth Ave., New York. 

The name of the combined organization, 
which will be located at the Kahn ad- 
dress, will be L. & M. Kahn—Jacobson 
Brothers, Inc 

Ofhwers of the firm are Walter N. Kahn, 
president; 


cutting 


merged to new 


Davis, chairman of 
Walter L. Kahn, vice- 
president and sales manager. 

Herbert L. Gardner, who has been with 
the Kahn firm for 40 years, Kenneth Scher 
and Warren Eckel 


representatives. 


Sereno P. 
the board: and 


have been named as 

The Kahn organization was founded in 
1869 (the same year that saw the start 
of the Jewe.ers’ Crmcu.an-Keystone) and 
Jacobson Brothers opened for business for 
the first time in 1888. The two companies 
are thought to be the oldest diamond con 
cerns in the country. 

Walter N. Kahn, who joined his father’s 
firm in 1905, is celebrating his 50th anni 
versary in the jewelry business this year 
His son, Walter L. Kahn, joined the busi- 


ness in 1932. 
The late Louis Kahn was the founder of 
L. & M. Kahn. The “M” in the firm's 


name stands for Moses Kahn, his brother, 
who joined the company in 1869. Sereno 
P. Davis started with Jacobson Brothers 
in 1909 


Golden Circle Club Members 
Present Plaque to Rodman 


Members of the Golden Circle Club of 
New York club member 
Rodman on November 21. at 


Harry 
a meeting 
Hotel Delmonico, as the member 


honored 


at the 





RECEIVES PLAQUE: Herry F. Rodman (r) 
is presented with lasting memento of his 
contribution to progress of the Golden Club 
of New York by Jerome Grant, chairman 
of the club's nominating committee. 


who had made the largest contribution to 
the club and to the jewelry industry. 


ror JANUARY, 1956 





Providence Jewelers Club Holds Annual Harvest Dinner 


iw 
he 


® 


“ 





HEAD TABLE GUESTS: Seated at the head at the Harvest Dinner Dance were {!-+) Mrs. 
Herold Barry; Mr. Barry, president, Diamond Peacock Club, Boston; Mrs. Albert Berghoha, 


and Mr. Berghahn, president of the Providence Jewelers Club. Standing in rear are 


oseph 


Levan, president, Manufacturing Jewelers Sales Association, inc.; Mrs. Howard H, Sweet 
and Mr. Sweet, president, Manufacturing Jewelers and Silversmiths of America, inc., Mrs. 
Ellsworth Read, and Mr. Read, president, Boston Jewelers Club. 


Amid an attractive autumn setting, the 
Providence Jewelers Club held its fourth 
annual harvest dinner dance Tuesday 
evening, November 22, in the ballroom of 
the Crown Hotel, Providence. 

The attendance record for this event was 
broken with more than 200 members and 
guests participating. 

Leaders of several jewelry organizations 
were present with their wives. They in- 
cluded Howard H. Sweet, president of the 
Manufacturing Jewelers & Silveramiths of 
America, Inc.; Joseph Lavan, president of 
the Manufacturing Jewelers Sales Associa- 
tion, Inc.; Elleworth W. Read, president of 
the Boston Jewelers Club, and Harold 
Barry, president of the Diamond Peacock 
Club, Boston, 

Albert G. 
toastmaster, 


Berghahn, president, was 


Immediately following the 


Jerome Grant, nominating committee 
chairman, presented Rodman with an en 
graved plaque which bore the inscription: 
“Presented to Harry F. 


preciation of the many talents he unstint- 


Rodman in ap 


ingly contributed towards the progress ot 


the Golden Circle Sales and Executive 


Club.” The plaque aleo bore the names 





of Seymour Reich, secretary, and Arthur 
|. Tuveri, president. 
Build Your Own 
Reference Library 
JC-K’s annual editorial index, 


the priceless merchandising tool 
covering the wealth of material 
published in 12 issues during 1955, 
begins on page 80 of this issue. 

Use it as a reference for ideas 
on promotion, merchandising, ad- 
vertising and publicity which can 
help you now! 














dinner, motion pictures taken at last year's 
Harvest dinner-dance and at the club's 
summer outing and clambake were shown. 
Reuel W. Libby, Ir. chairman of the 
publicity under direc 
tion the filme were taken, was presented 
a silver bowl. 
The gift to the 
“Zip-a-Robe.” The committee in charge of 
the dance consisted of M. Morton Zisquit, 
chairman: David B. Stewart, Jr., and Bud 
Kaplan. Members of the 
mittee were William A. Shaweross, chair- 
Reginald J. White and William 
Haggart; gifts: Gottlob Armbrust, chair 
man, Robert Brennan and Hans Benberg; 
program: James P. Felch, chairman, 
Joseph A. Smith, Sr., and Samuel A, 
Otis: and publicity: Rewel W. Libby, Ir. 
and Walter H 


committee, whose 


ladies present was A 
reception com- 


man, 


Levy 


Shopping Center Customers 
Have Same Buying Habits 


enough 
shopping centers to chart 


Retailers have accumulated 
knowledge of 
their merchandising and sales promotion 
with fair accuracy, according to a report 
in Printers’ Ink, advertising magazine. 

The report states that while individual 
centers differ, the customers demands are 
surprisingly alike. This is due to the 
character of most communities which con 
sist of middle-income-group families. Best 
departments are children’s 
wear, casual or sportewear, home furnish- 
ings and how-to-do-it needs. 

According to the report, most shopping 
center owners carry a well-planned promo- 
tion program in cooperation with the 
merchants in the center. Trend toward 
night buying is on the upewing, the re 
port indicates, and most stores are now 
open three nights a week, Retailers forsee 
a complete switch to five night openings, 
from noon until 9 p.m 


infants” and 
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New Freight Service 
(Continued from page 151) 
Providence, and included in the outgoing 

merchandise of that day 

The trucks will make an overnight run 
to Hoston, Philadelphia and New York. 
The next morning, shipments at the New 
York terminal will be included in the 
cargo on the trucks going on to Chicago, 
Los Angeles and San Francisco, 





OLOF VV. ANDERSON 


Initially, delivery in Chic ago will | yee in 
three or four days out of Providence. Weet 
(Coast shipments will take seven days. 

At the six terminal points, Shulman, 
Inc., will deliver within a radius of 50 
miles Packages with destinations more 
than 50 and lees than 150 miles from the 
terminal pointe will be mailed parcel post. 

Hesponse to the shipping program is 
reported to be greater than to any associa- 
tion activity in the memory of ite officers, 

Members of the association have an- 
nounced intentions of using the service 
lor a major portion of their shipments, 
The reaction of wholesalers is said to be 


excellent, 


Fair Trade Policy 
Abandoned by Sheaffer 
After Thorough Trial 


The W. A, Sheaffer Pen Co. announced 
ite intention of abandoning fair trade early 
Reaction among retailers 
mixed. in an- 


in December, 
and manulacturers was 
nouncing the decision, Sheaffer said that 
“adding certain high 
volume me<e merchandisers to our list of 


the company -wae 


authorizea dealers because we realize that 
thie type of outlet is used by a substantial 
number of purchasers.” 

Sheafler thus becomes the second large 
manufacturer to abandon fair trade within 
the last three months. The Westinghouse 
bleectric 
prices on tis small applances and electric 
blankets on September | 

Alter the announcement of the Sheaffer 


Corp. discontinued fair trade 
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Both stand to benefit from reduced 
shipping charges, the manufacturer effect- 
ing savings on the goods he ships prepaid, 
and the wholesaler benefitting on the 
shipments on which he pays the charges. 


Dallas Terminal Planned 


As a result of the wholehearted response 
to the service, its sponsors already have 
started plans to add a terminal point in 
Dallas, Tex., with others to follow in 
Cleveland, St. Louig and Seattle. A drop 
off service in Washington aleo is being 
planned. 

At the outset, participants in the pro- 
gram will have the assurance that their 
shipments are going directly to their des- 
tinations as part of all-jewelry cargo. 
Shippers, where occasion demands, will 
be able to check their shipments enroute 
and receive prompt answers to any queries. 

Shipping schedules, it is expected, will 
be improved as the service gets into full 
swing. 





MAX JACOBY 


decision, a big New York discount house 
hailed the move as “another milestone 
toward the end of fair trade.” On the 
other side of the controversy, the Sunbeam 
Corp., a champion of fair trade, announced 
ite intention of continuing its fair trade 
policy as before. An official of the com. 
pany said: “Our stand in the matter is 
getting stronger all the time.” 

A General Electric Co. spokesman said 
that GE is still committed to a policy of 
vigorous enforcement. Meanwhile, McGraw 
Electric Co.'s Toastmaster division an- 
nounced that it had discontinued enforce 
ment of fair trade prices in Michigan 
because of a court decision undermining 
the “non-signer” clause in Michigan's fair 
trade lew. 

Most states’ fair trade laws have a 
clause making such prices binding on all 
retailers of the state, including those who 
fail to sign fair trade agreements. 

As in the case of General Electric, 
Sheafier has long had a reputation of 
being “tough” on fair trade violators. In 





Schindler's Wins Contest 


(Continued from page 151) 

First prizes mi both categories were 
Swiss cameras valued at about $460. Sec- 
ond prizes, four in each category, were 
Seitz jeweling sets or Hermes typewriters, 
each with an approximate value of $175. 
Third prizes, twenty in each category, were 
Swies music box key rings 

Second prize winners in the watchmaker 
Fankhouser, Fank- 
houser’s Jewelry, New Martineville, W. 
Va.: Alton O. Ritchey, Melart Jewelers, 
Washington, D. C.;: Edward W. Kruse, 
Borsheim’s Time Omaha, Ne. 
braska: and Curtie M. Rogers, Wright 


group were Dillon E., 


ery me. 


Jewelers, Ontario, Calif. 

In the jewelry division the second prize 
winners were: Melvin Foer, Melart Jew- 
Washington, D. ¢ Edwin T. 
Morphy, Clifton Springs, N. Y.; Na- 
thaniel B. Ringold, Ringold’s, Philadel. 
phia, Pa.; and M. B. Oppenheimer, Op- 
pie’s Jewelry, Coraopolis, Pa. 


elers, 


Judges for the contest were: Edward L. 
Endman, president of the Watch Material 
Distributors Association of America; Mil- 
ton B. Freudenheim, president of the Na- 
Wholesale 


Seymour Greenberg, president of the Na 


tional Jewelers Association: 
tional Jewelers Association; Oscar Kind, 
Ir.. president of the American National 
Retail Jewelers Association: Norman Luth. 
president of the United Horological Asso- 
ciation of America; and Howard Schrantz, 
president of the Horologi al Institute of 
America. 

They indicated that the quality of en 
tries showed great promotional and ad 
ministrative thought. 


~~ ; 


rat 10 


M. VES ie fv rd / 


Evans Jewelers, formerly of Travis 5t., 


ocky | 


/; 


Houston. Texas. has moved to 403 South 
Main St.. Rocky Ford, Colorado 
el Evans. the owner. a certified master 


James 


watchmaker, operated the Houston store 
fur eight vears before moving to ¢ colorado, 





1954 it hired detectives to keep tabs on 
retailers handling Sheaffer products and 
it spent almost $1,000,000 buying back 
Sheaffer pens from retailers who offered 
them below the fair trade price 

Its total bill for enforcing fair trade 
in the eighteen months that ended in 
September 1954 was estimated by a com- 
pany spokesman as more than $1,500,000. 

More than 700 retailers were cut off 
Sheaffer's list of authorized dealers be 
cause they undercut the fair trade price 
and 383 others signed fair trade contracts 
rather than face prosecution as price 
violators. Injunctions were obtained 
againet 81 dealers 

In a statement announcing its abandon- 
ment of fair trade, Sheaffer said “in fair- 
ness to all Sheaffer dealers we are now 
permitting them to price our merchandise 
in accordance with their own local eco- 
nomic conditions and competitive practices. 
Sheafler will no longer enforce ite fair 
trade policy, but will continue the use of 


suggested retail pri 7 
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Incabloc President Honored 
At 25th Anniversary Party 


Georges Braunschweig, president of Uni- 


versal Escapement Lid., La 


Fonds, Switzerland, was honored at a re- 
ception at the Stork Club on November 


17 on the occasion of the 25th anniversary 
of his firm's development of the Incablo« 
shock absorber for watches and the pro 
duction of the 90 millionth Incablec unit. 





CELEBRATION AT STORK CLUB: Seen at 
Stork Club during Incabloc’s 25th anniver- 
sary celebration are {!i-r} William G. 


Wenzel, vice-president and director of 

sales, incabloc Corp., Georges Braun- 

schweig, president, Universal Escapement 

Ltd.; and Julius Impellizzeri, Incabloc Corp 
president. 


Displayed at the reception, which was 
attended by many leaders of the watch 
and jewelry industries, was a Lucien Pi 
card ladies wrist watch, valued at $45,000, 
which had heen spec jially created for the 
occasion. The watch is scheduled for a 
nationwide tour of jewelry stores in the 
near future. 

William G. 
director of sales for Incabloc Corp., New 
York, said that the new watch will be 
the highlight of the largest advertising and 


Wenzel, vice president and 


promotion campaign in the company's his 
tory. Theme of the campaign, he said, will 
be to emphasize the vital importance of 
Incabloc protection in all watches. The 
consumer campaign will tie-in with the 
trade campaign for retail jewelers, which 
is designed to help jewelers sell more 
Incablo protected watches 

in a statement made at the reception, 
Braunschweig expressed appreciation to 
the members of the watch and jewelry in 
dustries in this country who had joined 
in celebrating Incabloc’s anniversary. He 
said that the shock absorber was one of 
the finest engineering developments of 
nodern horology. He said “At this 25th 
anniversary celebration, we at Incabloc pay 


tribute to the American watch manufac- 
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Chaux-de- 


turers and importers and to the backbone 


of the jewelry industry, the retail jeweler, 
without whose cooperation and assistance 
and understanding of our product our su 
cess would not have been possible.” 


oe 


Y. Mikimoto Visits U.S. 
To Open Sales Offices 


Y. Mikimoto, grandson of K. Mikimoto, 
founder of the K. Mikimoto and Co., Ltd. 
the famous cultured pearl business, re 
cently spent several weeks in the United 
States in connection with the company’s 
opening of two new sales offices here. 

Y. Mikimoto is president of the con- 
cern that his grandfather started in 1894, 


LINDE 
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jewelers 
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jewelry using Linde Stars 
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He was accompanied by Masami Sagi 
saka, who will be in charge of the business 
im the L. S. and who will divide his time 
between this country and Japan. 

The two offices will be located in New 
York, at 2 West 46th St.. with latsuva 
Lchimura in charge: and in Chicago, at 
> East Washington St... with Paul Kiri 
mura in charge 


lin ‘ A 
Vailas Store Moves 
Shaw Jewelry Co.. Inc.. has moved to a 
new location at 1521 Main St.. Dallas, 
lexas. The store has moved three times 


in its 40-year history according to general 
supervisor Oliver Brecht. 


Charch & Company's 
diamond cluater 
ring 22087 and 

man's ring with two 

diamonds #6025 

are two shining @x- 

amples of the dramatic 
effecta that can be 

achieved in rings using 

Linde*® Stars 









More and more of the nation’s 
foremost jewelry manufacturers 
are joining the LINDE* 

STAR HONOR ROLL. They 
find that these exotic man- 
made gems inapire the loveliest 
jewelry designe and star 
in their profit-picture, too, 
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NEMA Reports Gift Promotion 
Of Electrical Housewares 


lhe electri: 
afirmed ite intention to carry on ite in- 


housewares industry rfe- 
dustry-wide gilt promotion to help sell 
electric housewares, it was announced by 
the electric housewares section of the Na 
tiona! Electrical Manufacturers 
tion at the annual meeting held in At 


Associa 


lantic City, N. J., during the week be. 
ginning November 14 

“We plan to virorously seek out every 
possible way to promote electric house- 
wares,” eaid H. S. Perkins, chairman of 
the section, and sales manager, electric 
housewares division, Landers, Frary and 


(lark, “im our continuing drive to achieve 
a greater share of the vaet gift market,” 
Perkins, making his annual report to the 
section, reviewed in detail the accomplish- 
ments of the 1955 program and emphasized 
the fact that this past year the industry 
program had received greater cooperation 
from consumer and trade press as well as 
other segments of the industry than ever 
before in the five-year history of the pro- 
gram. 

He went on to say, “Naturally, we feel 
that we are on the right track and will 
continue to explore to the fullest all tech- 
niques developed this past year. We are 
placing special emphasis again on getting 
widest possible visibility with consumers.” 





who says the gift season Is 


over? 


It's somebody's “Gift Day every day! 


engraving brings year-’round profit! 


NEW HERMES im g 


EASY TO OPERATE... 
EASY TO PAY FOR... 


LIBERAL TIME 
PAYMENTS 


Send for booklet GM 
“How to Make Money 
with Engraving.” 


| 4 4 Uf 
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Detroit’s Rose jewelers 
Open Shopping Center Unit 


Emil Rose, president of Rose Jewelers, 
Detroit, Michigan's, largest credit jeweler, 
has announced that his concern has opened 
ites 12th store in the new shopping center 
in Monroe, Mich. 


NEW SHOPPING CENTER UNIT: Twelfth 

store of Rose Jewelers, Detroit, opened re- 

cently at Monroe Shepping Center. The new 

unit has contemporary styling. Store front 

is constructed of grey granite and outside 
display cases ore flush-lit. 


The new store will have contemporary 
styling and the exterior is constructed of 
fine grey granite. The entry alcove is 
flush-lit as are the outdoor display cases. 

Starting in the early 1930's, Rose pion- 
eered neighborhood shopping by establish- 
ing several of his jewelry units in places 
that were considered the hinterlands at 
that time. The expansion and growth of 
his stores was aided by the diversified 
locations and by the sale of nationally 
advertised jewelry items and appliances 
at substantial savings. 

Rose's advertising program has included 
a liberal use of television and his “Motion 
Picture Academy” is the oldest continu 
ously run TV series in the Detroit area. 

As a result of advertising, Rose Jewelers 
are said to be the largest single seller of 
Remington shavers in the country and are 
probably one of the biggest merchandisers 
of trafic appliances. 


Tariff Commission Hearings 
To Cover Thirty New Items 


The U. S. Tariff Commission will open 
hearings January 17 to get reaction on a 
State Department include 
another three dozen categories of goods in 


proposal te 


its list of commodities on which tariff cuts 
will be offered to other countries. 

Included in the latest group of items are 
metal smoking accessories, including light 
ers and cases, pins, watch bracelets, vanity 
cases, cuff links, and other jewelry “to be 
worn on apparel or carried or attached to 
the person.” 

Written testimony and requests to testify 
on the proposals may be filed through Jan 
vary 6, 


Shopping Center Branch 


William H. and Maurice R. Thompson, 
operators of the Thompson Jewelry, in 
East Lansing, Mich., have opened a sec- 
ond store in the Frandor Shopping Center. 
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Watch Material Distributors 
To Hold Meeting in New York 


The semi-annual meeting of the Loard 
of directors of the Watch Material Dis- 
tributors Association of America will be 
held at the Statler Hotel, New York, on 
January 13 and 14, according to an an- 
nouncement by Stanley G. House, execu 
tive director. President Edward L. End- 
man, Pacific Jewelers Supply Co., will 
preside. 

Primary subject under discussion will 
be the WMDAA universal catalog pro- 
gram on which reports will be presented 
by various members. Speakers will in- 
clude Harry Nest, Harry Nest and Co., 
Inc., who will talk on production esti 
mates: Henry Fried, WMDAA technical 
adviser, who will speak on editorial prep- 
aration io date; Paul Techudin, Watch- 
makers of Switzerland Information Center, 
wlose topic will be Swiss cooperation; and 
Stanley House, whose subject will be fi 
na icial negotiations. 

Expected to attend, in addition to the 
above, are Nat Moss, James 0. Trader, 
Eugene J. Sobel, William R. Katz, Sydney 
W. Prague, Eugene G. Swigart, Pierre 
Borel, A. C. Carter, Leonard J. Priore, 
Max Fargotstein, Sten Nilson, A. F. Bach 
man, William Schwartchild, Jr... and Ed 
ward Schleifstein. 


California Jewelers Group 
Holds 10th Dinner Dance 


The 10th annual Champagne Dinnet 
Dance of the 24 Karat Club of Southern 
California was held at the Beverly Hilton 
Hotel, Beverly Hills, on October 27. More 
than 400 members, wives and guests at 
tended the gala affair. 

During the dinner, new officers were 
installed and Max Wolman, retiring presi- 
dent, was given a gift in recognition of 
oficers are Arthur 
Michael, president; Irving Kaufman, first 


his services. New 





ARTHUR MICHAEL 


vice-president; Jack Morris, second vice 
Rudy Paffel, 
Herman Siegel, secretary. 
Directors installed included E. L. End- 
man, Sam Haffner, Stanley Jacobs, Percy 
Jones, Robert Mendelson, Herbert Mitchell, 
Dave Schwartzman, Harry Sherwood, Sam 
Warshaw and William Youksetter, Jerome 
D. Rosenfield was installing ofhcer. 
Entertainment included dancing to the 
music of Manny Harmon and a floor show 


president; treasurer and 
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consisting of the Zonis, a dance team, and 
the Sportsmen, a quartet. Dave Barry was 
master of ceremonies. 

Each of the ladies present received a 
clock radio and the men a tie clasp. 


—— - 


AAA Charges Improper Use 
Of Parking Meter Funds 


A large proportion of the more than 
$90 billion a year paid by motorists into 
parking meters is being diverted to non- 
parking uses by local governments, the 
American Automobile Association charges, 

Present estimates of the AAA are that 
over 1.3 million parking meters are now 
in operation. Each meter produces an 





average of $70 a year. But well over hall 
of these funds are going into general gov: 
ernmental revenues and being used for 
purposes other than parking, street im 
provement and trafhe control. 

Less than 10 pet of the funds are being 
spent to provide offstreet parking facilities 
to bring about permanent solutions to the 
parking problem, the association says. 


Petoskey Store Purchased 


The Bowman-Herrick Jewelry Store, 
Petoskey, Mich., has been purchased by 
the Herkner Jewelry Co., Grand Rapids. 
Mre. Frances Underhill, formerly of 
Wright-Kay, in Detroit, will be the mana 


ger. 


ADDITIONAL TRADE NEWS STARTS ON PAGE 177 


we're always OPEN to BUY! 


..» the best buys. . 


. the big promotions for our 


24 fine jewelry departments in leading department 
stores across the country. 


fe Youre Aways Welcome 






at our new offices 


FINLAY DEPARTMENTS, Inc. 


Chelsea Wholesale Jewelry Co. 


Eliot P. Hirshberg 


President 


For 30 years you knew us as Finlay Straus. We ve disposed 
of those stores and have changed our name to Finlay 
Departments, the better to describe our operation. Our 
seasoned organization, successful experience and finan. 
cial responsibility are now directed exclusively to the 
leased department field. Our buyers will welcome you 


Vice-President for Merchandise — 8. ROBINSON 


Buyers: Diamonds — SILVAIN HOLDEN 
Wotches and Jewelry — HELEN SCHAFFEL 











FAR EAST 


“PORT 


OF 
CALL” 


MEN’S JEWELRY 
by , 
G C40 


“RANGOON” 

One of six timely 

“PORT OF CALL” designe 
from the FAR EAST 


3 Pc. Set $6.00 


Powerfully promoted by TV, motion 
displays, counter trays, window 
posters, ad mats, counter cards & 

“STOP THE MUSIC” entry blanks, 


CALL US TODAY! 


ADVANCE WATCH & 
JEWELERS SUPPLY CO. 


520.1 0th Street WN. W 
Washington 4, 0. C. 


Distributor fo: 
Anson 
Magna-Lux Electric Lighter 
Gemex Watch Attachments 


w See ANSON INSERT 
FOLLOWING PAGE It6 








CULTURE continued 


in Sweden, cutlery in En- 
gland, leather goods in Italy, 
or any of the magnificent ob- 
jects from the Orient repre- 
sent but the beginning of 
spending —~ while they also 
elevate the taste and widen 
the desires of the traveler for 
the very items which char- 
acterize the stock of the 
average jewelry store. 

And the people who can 
afford foreign travel are the 
very people whose incomes 
make them natural prospects 
for the jeweler—people who 
are naturally comfortable in 
the jewelry store. 

Even watches bought in 
Switzerland and France, as 
much as they may anguish 
the jeweler, must be serviced 
at home—and the servicing 
of complex, expensive time- 
pieces can be an opportunity 
for a jeweler not only to 
show the merits of his ser- 


of his lines in other depart- 
ments. Specifically, a cus- 
tomer with a new watch 
could certainly be interested 
in an American-made watch- 
band. 


“But,” some jewelers 








“PORT OF CALL" 
MEN’S JEWELRY 


4 Anson 


International inspirations 
in men's jewelry with all 
the excitement of far-away 


places. 


“CALYPSO” 


One of six colorful 
“PORT OF CALL” designs 
from South of the Border 


3 Pc. Set $5.00 


Capture your share of all- 
time high men’s jewelry 
sales this Spring and 


Summer, 


CALL US TODAY! 


|. ALBERTS’ SONS, INC. 


373 Washington St. 219 W. Fayette St. 
Boston, Massachusetts Syracuse 2, New York 
Liberty 2-2511 


Franchised New England Distributor 


* SEE ANSON INSERT 
FOLLOWING PAGE 'é 
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“PORT OF CALL” 
MEN‘’S JEWELRY 
& 





FRANCE 


Make your store headquarters 
for Anson’s “PORT OF CALL” 
collection inspired by TWA 
“international” PORT OF 
CALL. 


“CAN CAN” 


One of six exclusive 
“PORT OF CALL” desians 
from FRANCE 


3 Pc. Set $5.00 





Right in step with today’s 


international men’s wear stvles. 


GALL OBS Feosa yz i 


AMMEX JEWELRY 
ENOVELTY CO. 


319 First National Bldg. 
Fl Paso, Texas 
2.4747 


w SEE ANSON INSERT 
FOLLOWING PAGE it6 








FoR JANUARY, 1956 


might say, “there are very 
few of my customers who 
are situated so they can af- 
ford to travel, so what good 
would an ‘International Fair’ 
—or a ‘Cosmopolitan Ba- 
zaar,’ promotion do me?” 

A logical question. 

For every one who travels 
abroad, five to 50 people in 
the community are affected 
by the influence of his travel 
experience. The gifts he 
brings home to his family 
and friends, the conversa- 
tions he has, the pictures he 
shows, all these make the 
forces generated by his trip 
permeate large segments of 
the community and create 
within those other individu- 
als an interest in foreign 
lands, cultures, arts and 
crafts, as well as a desire to 
travel. 

Likewise, the jeweler can 
do more than sell companion 
pieces to travelers who have 
bought abroad. He can also 
capture the interest of the 
many men and women who 
may not have traveled them- 
selves, but who are increas- 
ingly aware of foreign influ- 
ences in their cars, their 
clothes, their furniture and 
their foods. Such people will 
look favorably on the jewel. 
er’s displays and the promo- 
tion of items, such as silver 
in Danish design or leather 
goods with Italian motifs, or 
gems from the Orient or 
tableware with designs in- 
fluenced by the cultures of 
various parts of the world—- 
or any of the many such 
items typical of the jewelers’ 
stock. 

It is because of the wide- 
spread effect of international 
travel upon the tastes of the 
American public, that one in- 
dustry after another has 
added to its sales tools the 
powerful influence of inter- 








SCANDINAVIA 


“PORT OF CALL’ 
MEN‘S JEWELRY 


“ bwuson 





“FINLANDIA” 

One of six authenti« 
“PORT OF CALL” designs 
from SCANDINATIA., 


3 pc. set $5.00 


CALL 
US 
TODAY 


... flor the greatest force 

ever assembled to make 
5 . 

men's jewelry a_ profit 

triumph, 


CHAS. ASCHERMAN & CO. 


660 Hippodrome Annex 
Cleveland 14, Ohio 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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“PORT OF CALL 
MEN‘S JEWELRY 


“ROMANIQUE” 


One of six dramatic 
“PORT OF CALL” designs 
from ITALY 

3 Pc. Set $5.00 


YOUR ""MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


styling in men’s fashions, 


CALL VS TOOAT!I 


A. C. BECKEN, JR. 


35 £. Wacker Drive 
Chicago 1, Illinois 
State 2-1930 


# SEE ANSON INSERT 
FOLLOWING PAGE té 








national — cosmopolitan ~ - 
continental styling. In turn, 
because so many industries 
been generated a style trend 
that is solid, sound, valid 
and widespread—a proved 
fashion influence which it is 
predicted will peak through- 
out 1956, 

Thus everyone, travelers, 
their friends and the general 
public will be influenced in 
their desires by this basic 


terested in any display or 
presentation of your wares 
on the basis of origin of 
foreign design or manufac- 
ture. 


Obviously, your store is 
the store best fitted to cash 
in on this current fashion 
trend. For, it is because of 
the high cultural level of the 
merchandise carried by the 
jeweler (and his knowledge 
of it) that he has earned his 
position of prestige in the 
community. 

If there ever was a selling 
atmosphere perfectly suited 
to the jewelers’ background, 
siock—and training, the cur- 
rent public demand for 
“things international” has 
created it. 

As a promotional effort 
for the jeweler this current 
fashion influence will not 
only provide the means for 
a dramatic sales event during 


a specific period, but will 








BRITANNIA 


“PORT 


OF 
CALL” 


MEN‘S JEWELRY 


ty 


S000 


“CRUSADER” 

One of six exciting 
“PORT OF CALL” designs 
from BRITANNIA 


3 Pc. Set $5.00 


INTERNATIONAL 
DRAMA 


Timely men’s jewelry concepts 
reflecting today’s “Internationa! 
Look” in men's wear that makes up 
the pulse-quickening excitement of 
Anson s “PORT OF C ALL” collection, 


CALL US TOOAYT! 


4.6. Beckon b0. 


22 West Madison S$! 511 Sixteenth Sr. 
Chicago 90, III Denver, Colorado 
State 2-0664 KEystone 4.5264 


*#SEE ANSON INSERT 
FOLLOWING PAGE it6 
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FAR EAST 





“PORT 


OF 
CALL” 


MEN‘S JEWELRY 
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SOW 





“BANGKOK” 


One of six timely 
“PORT OF CALL” designs 
from the FAR EAST 


3 Pc. Set $5.00 





Powerfully promoted by TV, motion 


displays, counter trays, window 
posters, ad mats, counter cards & 


“STOP THE MUSIC” entry blanks. 


CALL US TODAY! 


4.6. Beckon 60 


220 Bagley Avenue 315 Fourth Avenue, W 
Detroit, Mich Nashville, Tennessee 
Woodward 1.5566 Alpine 5.0981 


w SEE ANSON INSERT 
FOLLOWING PAGE ié 
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TRAVEL PATHS cont. 
from p. 71 


There is no dearth of mer- 
chandise to promote, but the 
promotion must be imagi- 
native to snag attention from 
your travel-minded custo- 
mers. Travel posters, maps 
and globes, flags, model 
ships and planes, photo- 
blowups of foreign scenes, 
dolls dressed in peasant or 
native costume are a few 
of the accessories that are 
usually readily available 
and which you can use to 
create the desired atmos- 
phere in your displays. 

A series of windows could 
feature one country or one 
type, of merchandise at a 
time. Another window may 
be designed to emphasize the 
variety of your imported 
merchandise all together in 
one setting. Another display 
can suggest gifts for the 
travel-bound. 

Once started on your 
campaign, you may find 
excellent accessory material 
in quite unexpected sources. 
Local people who have re- 
turned from interesting 
trips may have photographs 
or souvenirs of interest 
which they will be glad to 
lend you. Travel agencies, 
shipping companies and air- 
lines will be glad to co- 
operate in supplying what- 
ever material they have 
available and will be found 
an excellent source of ideas 
for these displays. The sup- 
pliers of your imported 
merchandise may also have 
material and suggestions 
that you can put to good use. 

If you find yourself with 
an unexpected wealth of 
accessories to use, be care- 
ful that they do not over- 
power your merchandise. 
Your material should be 
attention-getting and inter- 
esting in itself, but it must 
relate to your merchandise 
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SOW 


"SOUTH OF THE 


International inspirations 





in men’s jewelry with all 
the excitement of far-away 
places. 


“VERA CRUZ” 


One of six colorful 
“PORT OF CALL” designs 
from South of the Border 


3 Pc. Set $6.00 





Capture your share of all- 


time high men’s jewelry 
sales this Spring and 
Summer, 


CALL US TOOATI 


JOS. B. BECHTEL & CO., INC. 


129 Sansom Street 
Philadelphia, Pa. 


w See ANSON inseéeaRT 
FOLLOWING PAGE ié 


















“PORT OF CALL” 
MEN‘’S JEWELRY 
« 
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FRANCE 


Make your store headquarters 
for Aneon’s “PORT OF CALL” 
collection inspired by TWA 
“international” PORT OF 
CALL. 


“NORMANDY” 


One of six exclusive 
“PORT OF CALL” designs 
from FPRANCE 


3 Pc. Set $7.50 


Right in step with today's 


international men’s wear styles. 


CALL US TOOATI!I 


BERGMAN CO., INC. 


1510 Howard Street 
Omaha, Nebraska 
Jackson 2611 


@ SEE ANSON INSERT 
FOLLOWING PAGE 'é 















to produce a selling result. 

A display of dolls color- 
fully dressed in national 
costumes would be interest- 
ing and attractive, but they 
should represent countries 
from which you have mer- 
chandise and be associated 
in the display with that 
merchandise. 1 have seen 
displays of this type in 
which the designer obviously 
was so carried away with 
his theme that he forgot he 
was selling merchandise and 
not the theme itself! 

The accompanying 
sketches illustrate a few 
ways that this travel and 
import idea can be carried 
out in your own windows. A 
large globe of the world sets 
the key for Sketch A. Groups 
of merchandise from various 
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SCANDINAVIA 


“PORT OF CALL” 
MEN’S JEWELRY 


o Auson 


























“SEA KING” 


One of six authentic 
“PORT OF CALL” designs 
from SCANDINAVIA. 


3 pc. set $5.00 








CALL 
US 
TODAY 


... for the greatest force 














ever assembled to make 
men s jew elry a profit 
triumph. 


J. B, BERNSTEIN CO. 


502 Clark Building 
Pittsburgh 22, Pa 
Express 1-01472 


Author zed Distributor For: 

Anson Delta Pearls 
Yon Del J. 6. Watch Bands 
Watson Ster ng Pletwore 
And other Nationally Advertised Lines 
* SEE ANSON INSERT 
FOLLOWING PAGE ié 








THe JEWELERS’ CirncuLAR-KEYSTONE 











“PORT OF CALL” 
MEN’S JEWELRY 


COW 


“FLORENTINE” 


One of six dramatic 
“PORT OF CALL” designs 
from ITALY 


3 Pc. Set $6.00 








YOUR "MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


styling in men’s fashions. 


CALL US TODAT! 


BERWIN JEWELRY CO., INC. 


15 Maiden Lane 17 Williams Street 
New York 38 New York Newark, New Jersey 
WO 4.1547.1548.1549 
Franchised distributer for greater N. Y. C 
area (sole franchised distributor, State of 
New Jersey south to Trenton) 
WSEE ANSON INSERT 
FOLLOWING PAGE It6 
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Sweden”—or wherever. 
Jewelry, watches and other 
small items are arranged on 
flat elevations at the front of 
the window with larger 
items on taller elevations at 
the back. A copy panel car- 
ries your sales message. 

A new arrival of imported 
merchandise is simply dram- 
atized in Sketch C. Swed- 
ish glassware is suggested in 
the sketch, but this idea 
could be used for almost any 
type of import or item of 
domestic manufacture bear- 
ing Swedish influence. A 
heavy shipping crate promi- 
nently stenciled “Made in 
Sweden” occupies the center 
of the window with a pro- 
fusion of packing material 
and merchandise spilling out 
of it. Additional mer- 
chandise is arranged on 
elevations around the crate. 

If you do have a packing 
box or crate that has actually 
been used in shipping the 
merchandise from abroad, 
this will be an excellent use 
for it, but the authentic 
article is not necessary to 
the effectiveness of the dis- 
play. Have a crate of suit- 
able size built and appropri- 
ately stenciled, 

The fine craftsmanship of 
Swiss watchmaking is the 
theme of Sketch D. An en- 
larged photograph of a 
watchmaker at work is 
shown against the back- 
ground, The cut-out map of 
Switzerland in the fore- 
ground may also be a 
photographic enlargement 
from the map in your atlas. 
The map should be mounted 
on as heavy material as you 
can cut out, If you have a 
jig-saw or cutawl, use beaver 
board or even plywood. 
Watches are displayed on 
cone-shaped elevations and 
in boxes on the window 
floor. These of course should 
include American - made 
watches. THE END 




















BRITANNIA 


“PORT 
OF 
CALL” 


MEN‘S JEWELRY 
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C50 


“CAMBRIDGE” 


One of six exciting 
“PORT OF CALL” designs 
from BRITANNIA 


3 Pc. Set. $7.50 


INTERNATIONAL 
DRAMA 


Timely men’s jewelry concepts 


reflecting today's “International 
Look” in men's wear that makes up 
the pulee-quickening excitement of 
Anson's “PORT OF CALL” collection 


CALL VS TOOAT! 


JAMES J. BURKE CO. 


P. 0. Box 1367, 818 Olive St. 
St. Louis, Missouri 
Chestnut 1-6220 


* SEE ANSON insSeéarT 
FOLLOWING PAGE ié 

















FAR EAST 


“PORT 
OF 
CALL” 


MEN‘S JEWELRY 











COW 


“ORIENT STAR” 


One of six timely 
“PORT OF CALL” designs 
from the FAR EAST 


3 Pe. Set $6.00 





Powerlully promoted by TV, motion 


displays, counter trays, window 
posters, ad mats, counter cards & 


“STOP THE MUSIC” entry blanks. 


CALL US TODAY! 


5. H. GLAUSIN & CO. 


41 W. 12th Street 409 Darling Building 
Minneapolis, Minn Salt Lake City, Utah 
Fideral 6.4626 5.2863 


911 W. Riverside 
Spokane, Washington 
Madison 337) 


* 566 ANSON INSERT 
FOLLOWING PAGE 'é 








JEWELER'S 
ROOF cont. 


from p. 73 


persons who came to look 
and stayed to buy. 

No special sales training 
was required for the World's 
Fair of Christmas Gifts. 
Since gifts are scattered 
through every department 
each was famil- 
iar with those in his section 
~——what they were, where 
they came from and the 
quality factors in each item. 

The event was timed not 
only for the Christmas sea- 
son but to coincide with a 
state-wide meeting of the 
Texas State Teachers’ As- 
sociation, which brought 
10,000 teachers into town. 

Hertzberg’s rightly be- 
lieved that the teachers were 
international- minded and 
that, coming mostly from 
small towns, they would 
want to take home a gift 
from the international pro- 
motion. 

Here are some of the 
countries and their special- 
ties that were represented in 
the gifts promotion: 

AUSTRIA: Viennese por- 
celain figures, candelabra, 
porcelain vases. 

BELGIUM: Val St. Lam- 
bert crystal and madonnas. 

ENGLAND: Royal Doul- 
ton Sung ware, dogs, Toby 
jugs, figurines and china; 
china by Wedgwood, Spode, 
Minton and Booths; antique 
sterling, old Sheffield silver, 
copper and brass. 

FRANCE: Lalique, 
Sabino and Baccaret crystal. 

GERMANY: Arzburg 
china, Bavarian music 
boxes, Dresden and Meissen 

















“PORT OF CALL” 


MEN‘’S JEWELRY 
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by 





“ 
"*SOUTH OF THE 


International inspirations 
in men’s jewelry with all 
the excitement of far-away 


places. 


“MONTEVIDEO” 


One of six colorful 
“PORT OF CALL” designs 
from South of the Border 


3 Pc. Set $6.00 


Capture your share of all- 


time high men’s jewelry 
sales this Spring and 


Summer, 


CALL US TODAT! 


HYMAN M. COHEN 


541 Burke Bullding 
Rochester 4, New York 
Baker 6874 
Anson Van De 
Sunbeam Ronsor 
)-8 Schick 
and other nationally odvertised lines 


# SEE ANSON INSERT 
FOLLOWING PAGE ié 





THe JeweLers’ CIRCULAR- KEYSTONE 























“PORT OF CALL” 
MEN‘’S JEWELRY 
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Make your store headquarters 
for Anson’s “PORT OF CALL” 
collection inspired by TWA 
“international” PORT OF 
CALL. 


“BORDEAUX” 


One of six exclusive 
“PORT OF CALL” designs 
from FRANCE 


3 Pc. Set $5.00 


Right in step with today’s 


international men's weal! styles. 


CALL US TOODAT! 


GEORGE F. CROOK CO. 


24 Brentwood Avenue 
Providence 8, R. |. 
EL 1-9159 


Franchised New Eng/and distributor 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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IRELAND:  Belleek 
Parian china, Waterford 
crystal, 


ITALY: Terracotta, por- 
celain and carved wood 
figures; Venetian glass, por- 
celain madonnas. 

ORIENT: Brass, copper 

and porcelain vases, ivory 
carvings, jade perfume bot- 
tles, lapis lazuli incense 
burners, brass bells, brass 
and copper decorative 
pieces. 
This is how Edward T. 
Harker, vice president, sum- 
marizes the World's Fair 
of Gifts promotion: “The 
event attracted more atten- 
tion and brought in more 
trafic to Hertzberg’s than 
anything we have staged in 
a long, long time. And that 
is what we wanted. In these 
days of chain store and 
price - cutting competition, 
the best chance the indepen- 
dent store has is to get there 
first with the most unusual 
ideas.” 

The Christmas promotion 
is expected to produce con- 
tinuing benefits to the store 
for many months. The 12- 
payment plan, without carry- 
ing charges, was designed to 
keep gift purchasers coming 
back throughout the year. 

More important, impress- 
ing on the buying public 
that the jewelry store is the 
logical place to come for 
gifts that reflect the best 
taste and the best design 
influences of the world, an 
institutional promotion job 
that will pay benefits for 
years, 

What began as a seasonal 
promotion thus turned into 
something bigger -—a brief 
but effective educational 
campaign that brought to 
public consciousness, in a 
dramatic way, the realization 
that under the jeweler’s roof 
they could find the best 
selection of the world’s finest 
goods, THE END 











SCANDINAVIA 


“PORT OF CALL” 


MEN‘S JEWELRY 


Y ppg DOW 





“BLACK FROST” 


One of six authentic 
“PORT OF CALL” designs 
from SCANDINAVIA, 


3 pe. set $7.50 


CALL 
US 
TODAY 


., . for the greatest force 
ever assembled to make 
men's jewelry a_ profit 


EDWARDS & CO. 


1115 Walnut 
Kansas City, Missouri 


Victor 2-7330 


*# see ANSON inseéar 
FOLLOWING PAGE té 
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“PORT OF CALL” 
MEN‘S JEWELRY 


SOW 


“PHOENICIAN” 
One of six dramatic 
“PORT OF CALL” designe 
from ITALY 
3 Pc. Set $3.50 








YOUR "MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


styling in men's fashions. 


CALL VSB FOOAT!I 


THE GERSON CO. 


Altman Bidg. 
Kansas City, Missouri 
Victor 2-115) 


# SEE ANSON INSERT 
FOLLOWING PAGE ié 
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PUT 
ON 
A 
6000 
SHOW 


ACT I 


_» » of a JC-K series on 
Dramatize Your Business 
by Zenn Kaufman 


“He's a great showman!” 
How often we hear these 
words spoken of some suc- 
cessful businessman. In al- 
most every walk of life, it 
seems, the men who really 
stand out are those whose 
performance has a certain 
quality of showmanship. 
They are dramatic in their 
actions—and somehow they 
appeal to our interest and 
emotions with all the thrill 
of a love scene in a Rita 
Hayworth movie or a 
squeeze play in a tied-up 
game in the World Series. 
Roosevelt did it. In his 
first fireside talk, you may 
remember that with an entire 
nation clinging to the dial of 
its radies—with a political 
issue of tremendous impor- 
tance to be discussed—he 
quietly (but loudly enough) 
turned to somebody and 
said, “Where's that drink of 
water? Gee-——-it’s hot in 
Washington tonight.” 
Lindbergh did it. You re- 
member how he lifted the 
Spirit of St. Louis from 
Mitchell Field—with all the 
world breathlessly watching 
him cross the Atlantic—how 
ne landed at LeBourget in 
Paris and, handing some pa- 
pers to Arnbassador Herrick 
(with 10,000 people cheering 
madly) modestly said to 
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C5000 


“REGENCY” 


(ine of six exciting 
“PORT OF CALL” designs 
from BRITANNIA 


3 Pc. Set. $7.50 





INTERNATIONAL 
DRAMA 


Timely men’s jewelry concepts 
reflecting today's “International 
Look” in men’s wear that makes up 
the pulse-quickening excitement of 
Anson's “PORT OF CALL” collection. 


CALL US TOOAT! 


GLEESON JEWELRY Co.., Inc. 


604 West Main Street 
Louisville 2, Kentucky 


Wabash 1203 


Ww SEE ANSON INSERT 
FOLLOWING PAGE ié 
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FAR EAST 
“PORT 
OF 
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ChOW 


“SINGAPORE” 

One of six timel, 

“PORT OF CALL” designs 
from the FAR EAST 


3 Pc. Set $6.00 





Powerlully promoted by TV, motion 
displays, counter trays, window 
posters, ad mats, counter cards & 


“STOP THE MUSIC” entry blanks 


CALL US TODAY! 


B. KLEITZ BRO. CO. 


Kleitz Building 
bth & Market Sis 
Wilmington 99, De! 





Distributors for 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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him, “I am Charles Lind- 
bergh.” 

What two situations could 
contain more drama than 
these? Yet they are only 
two of many such incidents 
in history that will stand out 
against the dullness and 
drabness of time—simply be- 
cause they were dramatic. In 
fact, all of the great names 
of history are in reality a 
procession of dramatic inci- 
dents. Moses at the Mount, 
Alexander conquering the 
East, Columbus borrowing 
the money to find America, 
Pocahontas saving John 
Smith, Franklin playing with 
a kite, Dewey at Manila, the 
Rough Riding Roosevelt, 
Foch at the Marne—they all 
put on a good show. And in 
1956, we still see it on every 
hand. In politics, from the 
pulpit, on the air—in our 
newspapers —- wherever we 
turn. In business, too, we 
see it in the millions of show 
windows—in every good ad- 
vertisement—and in all good 
face-to-face selling. 

Yes, indeed, believe it or 
not—you—-the jeweler—are 
a showman. Every hour of 
every day of your life you 
are putting on your own 
little show, and the extent to 
which it is a good show and 
pleases your audience deter- 
mines your “box office”—. 
and bank balance. 

And in all the realm of 
business, no field so quickly 
lends itself to drama as the 
jewelry business. For jew- 
elry itself is showmanship. 
Your most important prod- 
ucts are bought as an expres- 
sion of the customer's own 
wish to put on a good show, 
Hence the need to use good 
showmanship in courting his 
or her business. 

This series of articles is 
going to show you one by 
one the things that make 
good commercial showman- 
ship-—will tell you how to 











“PORT OF CALL” 
MEN‘’S JEWELRY 
e 





"SOUTH OF THE 


International inspirations 
in men’s jewelry with all 
the excitement of far-away 


places, 


“ACAPULCO” 


One of six colorful 
“PORT OF CALL” desians 


from South of the Border 


3 Pc. Set $3.50 





Capture your share of all- 


time high men's jewelry 
sales «this Spring and 


Summer. 


CALL US TOOAT#I 


MAX KOHNER, INC. 


21 W. Baltimore St. 
Baltimore 1, Md. 


* SEE ANSON in Sear 
FOLLOWING PAGE ié 
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FRANCE 


Make your store headquarters 
for Anson's “PORT OF CALL” 
collection inepired by TWA 
“international” PORT OF 
CALL 


“MONTE CARLO” 


One of six exclusive 
“PORT OF CALL” designs 
from FRANCE 


3 Pc. Set $7.50 


Right in step with today’s 


international men’s wear styles. 


CALL VS TOOAT! 


LOSSAU & KRAMER 
and ADOLPH BRAUDE CO. 


29 E. Madison St. 
Chicago 2, ilinois 
Franklin 2.8998-9 


* Sete ANSON INSERT 
FOLLOWING PAGE ié 








use them yourself, in your 
own daily work. 

This series of stories will 
deal with showmanship in 
every phase of your business 
from the design of a store 
and the planning of window 
displays right through to the 
question of what a salesman 
should say when the cus- 
tomer says, “Haven't you 
got something less expen- 
sive?” 

We'll cover the subject of 

advertising, whether through 
radio, TV, newspapers or 
outdoor. We'll deal with 
ity and employee relations. 
We'll deal with the dramatiz- 
ing of your story in training 
your clerks, in holding sales 
meetings, in staging sales 
contests. We'll deal with 
showmanship in your sales 
promotion. 
And we'll deal with the 
subject as related to the en- 
tire range of your merchan- 
dise — starting with your 
prime items like watches, 
diamonds, and silverware 
and extending through the 
entire circle of secondary 
items like greeting cards, 
small appliances, cameras, 
glassware and giftware. 


First—Get Attention 


But before we discuss 
these basic elements, iet’s 
stop for just a second and 
consider exactly what show- 
manship will do. It will de 
just three things: 

1. Attract attention 

2. Emphasize a sales point 

3. Appeal to emotions 

First—this is a matter 
of attracting attention. 
Schwanke-Kasten Co. in Mil- 
waukee does it with a win- 
dow display featuring rose 
petals floating in a bowl of 
water. On each petal is a 
diamond. 

More spectacularly, the 
Minros Jewelry Store of 








SCANDINAVIA 


“PORT OF CALL 
MEN‘S JEWELRY 


“BAFFIN BAY” 


One of six authentic 
“PORT OF CALL” designs 
from SCANDINAVIA. 


3 pc. set $7.50 


CALL 
US 
TODAY 


.. for the greatest force 
ever assembled to make 
men 8 jewelry a profit 


triumph. 
* 


HARRY NEST & C0. 


33 John R. Street 
Detroit, Michigan 


WO 1-6126 


& SEE ANSON INSERT 
FOLLOWING PAGE ié 
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“PORT OF CALL” 
MEN‘’S JEWELRY 


Y oe 


“CAPRI” 
One of six dramati« 
“PORT OF CALL” designs 
from ITALY 
3 Pc. Set $8.50 


YOUR "MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


styling in men’s fashions. 


CALL OE: FO 0 a FI 


ERWIN NEUMAN, INC. 


133 E. Short 
Lexington, Ky. 
2-6939 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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Reading, Pa., makes a sue- 
cessful bid for the future 
business through sponsoring 
a dance for graduating sen- 
iors of the local high school. 
Although no attempt is made 
to tie the dance in with spe- 
cific promotion of the store, 
Ed Orlander, co-owner of the 
store, feels that the good will 
of the student crowd reacts 
favorably with their parents 
as well as building lasting 
customers among the stu- 
dents themselves. 

Now for emphasis—and 
here we reach a type of 
showmanship that’s vastly 
more profitable. 

A midwest jeweler puts 78 
one-dollar bills in his win- 
dow—thus not only getting 
attention but also providing 
the bridge to sell his dollar- 
a-week layaway plan. 


The Heart Decides 


All good selling is emo- 
tional. Appeals to love, 
pride, fear, or other emo- 
tions, are the soundest kind 
of selling. Even most logical 
selling succeeds only be- 
cause when you use it you 
are flattering the buyer. You 
are implying that he is sensi- 
ble and a smart buyer. That's 
really an appeal to his pride. 
Every man prides himself on 
the fact that he is a shrewd 
buyer. 

It isn't your facts that sell 
him-——it’s the fact that you 
are willing to accept his sup- 
posedly shrewd judgment. 
And where in the whole 
realm of advertising does 
any product find the emo- 
tional appeal De Beers puts 
into a recent ad headlined, 
“No other gift expresses you 
so well.” The ad goes on to 
say: “Your discernment is 
emphasized by the brilliance 
and radiant beauty of a dia- 
mond, Your depth of feel- 
ing is indicated by the in- 
comparable prestige of this 
gem. Your sound judgment 








BRITANNIA 
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CLOW 


“BLACK WATCH” 


(ine of six exciting 
“PORT OF CALL” designs 
from BRITANNIA 


3 Pc. Set $5.00 





INTERNATIONAL 


DRAMA 


Timely men’s jewelry concepts 
reflecting today's “International 
Look” in men's wear that makes up 
the pulse-quickening excitement of 
Anson's “PORT OF CALL” collection. 


CALL US TOOATI 


OKLAHOMA ROSS BECK C9. 


803 Colcord Bldg. 
Oklahoma City, Oklahoma 


REgent 6-3650 


aw SEE ANSON inNSERT 
FOLLOWING PAGE it6 
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C000 


“CAMBODIA” 


One of six timely 
“PORT OF CALL” desians 
from the FAR EAST 


3 Pc. Set $5.00 


Powerfull promoted by TY . motion 
displays, counter trays, window 
poete rs ad mate, counter cards & 


“STOP THE MUSIC” entry blanks. 


CALL VS TOOAT! 


D. C. PERCIVAL & CO., INC. 


373.387 Washington Street 
Boston, Massachusetts 
Liberty 2.2423 


2 ty : , 


w 5Et ANSON INSERT 
POLLOWING PAGE 'é 








is confirmed for a diamond 
has inherent worth as endur- 
ing as time itself, regardless 
of its size or price. Your 
stature in the community is 
attested when you give a dia- 
mond, the most sought after 
gift in the world.” 

“The people will buy any 
paper,” said William Ran- 
dolph Hearst, “that in addi- 
tion to giving news, reflects 
their inner feelings.” Feel- 
ings! Feelings! “It’s not the 
experience of jurors, neither 
is it their brain power, that 
is the potent influence in 
their decisions,” said Clar- 
ence Darrow, the noted trial 
lawyer in a story in Esquire. 

“A skillful lawyer does 
not tire himself hunting for 
learning or intelligence in 
the box; if he knows much 
about man and his making, 
he knows all beings act from 
emotions and instincts, and 
that reason is not a motive 
factor. If deliberation 
counts for anything, it is to 
retard decision.” 

Darrow’s shrewd appraisal 
saved the skins of many 
men. Let it save you money. 
Appeal to emotions and feel- 
ings in every sale you make. 
Americo Frassanito, jeweler 
and watch repairer of Cor- 
ona, N. Y., built a transpar- 
ent lucite clock with a large 
Hamilton movement. Using 
it as a comparing clock, Fras- 
sanito points to what is 
wrong when a customer 
brings in a defective watch. 
Thus he builds a sense of 
confidence. 

“Sleep like a _ kitten.” 
That's a popular expression 
~~and the Chesapeake & 
Ohio Railroad took full ad. 
vantage of it by showing a 
kitten asleep in a lower 
berth. This appeal to senti- 
ment immediately boosted 
the sale of tickets for the 
Chesapeake & Ohio. And 
Chessie, the sleeping kitten, 
bids fair to join the Camp- 








“PORT OF CALL” 
MEN‘S JEWELRY 
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"SOUTH OF THE 


International inspirations 
in men’s jewelry with all 
the excitement of lar-away 


places, 


“TRINIDAD” 


One of six colorful 
“PORT OF CALL” designs 


from South of the Border 


3 Pc. Set $5.00 


Capture your share of all- 
time high men’s jewelry 
sales this Spring and 


Summer. 


CALL US FTOOROAT! 


GEO. PHILLIPS CO. 


401 Times Bidg., Scranton, Pa. 
Tele.: DI 4.8611 


* SEE ANSON INSERT 
FOLLOWING PAGE 'é 
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FRANCE 


Make your store headquarters 
for Anson’s “PORT OF CALL” 
collection inspired by TWA 
“international” PORT OF 
CALI 

“CALAIS” 


One of six exclusive 
“PORT OF CALL” designs 
from FRANCE 


3 Pc. Set $5.00 


Right in step with today’s 


international men’s wear stvles. 


GSA & 4 US TOOA YT! 


H. POLNER, INC. 


Ellicott Sq. Bidg. 


Buffalo, Mew York 
*#SEE ANSON INSERT 
FOLLOWING PAGE ié 
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bell Kids and Philip Morris’ 
Johnny as a national charac- 
ter. 

Sales training activities 
particularly call for good 
showmanship — for without 
some element of drama it's 
next to impossible to get the 
attention and interest of 
your salespeople. 

When ycu consider that in 
Cincinnati 400 men went 
into a Knox hat shop to com- 
pete for resemblance to 
Apollo Belvedere, you can 
see that vanity has not yet 
gone from the earth or at 
least from the United States. 
Amos ‘n’ Andy, Gary 
Cooper, Mickey Mouse, 
Skippy —- they don’t appeal 
to our intellects, do they? 
Very few shows do. Show- 
manship is essentially a 
great emotional force. Use 
it for boosting sales. 

To discover the basic ele- 
ment of showmanship, we 
naturally turn to the great 
public shows. We turn to 
the movies, stage, radio, 
sports arenas, circuses, news- 
papers and magazines. Those 
are the shows that extract 
billions from the public an- 
nually, And yet there is no 
trick in the showman’s bag 
that a modern retailer can’t 
use to get more sales, 


Showmanship Formula 


Our formula for show- 
manship is printed on a sim- 
ple strip of cardboard which 
we call “The Showmanship 
Yardstick,” and if you'd like 
to have a copy of this yard. 
stick, we'd be glad to send 
you one if you'll just send us 
a self-addressed, stamped en- 
velope. 

This yardstick lists across 
the top the 12 elements that 
make the big-time shows. 
These are the things that will 
pack a motion picture thea- 
ter, jam Yankee Stadium, or 
bring millions to their tele- 
vision sets on Monday nights 
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“VIKING” 

One of six authentic 
“PORT OF CALL” designs 
from SCANDINAVIA, 


3 pc. set $5.00 


CALL 
US 
TODAY 


. for the greatest force 
ever assembled to make 
mens jewelry a_ profit 


triumph, 
> 


t. £. ROAL C0. 


330 Plymouth Bldg. 
Minneapolis, Minnesota 


Federal 5-8644 


*# sec ANSON inseéayT 
FOLLOWING PAGE ié 














“PORT OF CALL” 
MEN’S JEWELRY 


SOW 


“PAIZANO” 


One of six dramatic 
“PORT OF CALL” desians 
from ITALY 


3 Pc. Set $6.00 


YOUR "MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


styling in men’s fashions. 


CALL VS TOOAT! 


A. G. SCHWAB & SONS, INC. 


229 E. Sixth Street 
Cincinnati 2, Ohio 
Parkway 1-0908 


* Ste ANSON INSERT 
FOLLOWING PAGE lé 


r rating for a radio or 
television show will help you 
in training salespeople to do 
a better job. 

A housewife is no differ- 
ent at two minutes after 10 
when she walks into your 
store than she was just a few 
minutes before when she was 
listening to a soap opera. 
And her husband is no dif- 
ferent on Monday when he 
walks into the store than he 
was on Sunday watching a 
ball game. 

In other words, human na- 
ture is a constant and the 
elements on the showman- 
ship yardstick such as Life, 
Suspense or Motion will ap- 
peal to us just as readily in 
our every day affairs as con. 
sumers or business folk, as 
they do in our private lives 
when we are seeking enter- 
tainment. 

Next month we start with 
the Yardstick elements and 
tell how Conflict is helping 
smart jewelers to boost their 
sales. 

















Each month our auto- 

graphed copy of SHOW. 
MANSHIP IN BUSINESS iv 
given for the best example 
of showmanship sent in by a 
reader of Jewexens’ Cincu- 
LaR-Keystone. Tell us of 
something you've done—or 


even something you've seen 
that has helped add that 


extra touch of dramatic in- 
terest. 








BRITANNIA 


“PORT 
OF 
CALL’ 


MEN‘S JEWELRY 


ty 


SOW 


“ROYAL SCOT” 


One of six exciting 
“PORT OF CALL” desians 
from BRITANNIA 


3 Pc. Set $6.00 


INTERNATIONAL 
DRAMA 


Timely men's jewelry concepts 
reflecting today’s “International 
Look” in men’s wear that makes up 
the pulse-quickening excitement of 


Anson's “PORT OF CALL” collection. 


CALL US TOOAYTI!I 


JOSEPH SCULLER & CO. 


33 N. High Street 
Columbus, Ohio 


Capitol 8-3533; 8-3534 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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FAR EAST 


“PORT 
OF 
CALL” 


MEN‘’S JEWELRY 


by 





SOW 


“RANGOON” 


One of six timely 
“PORT OF CALL” designs 
from the FAR EAST 


3 Pc. Set $6.00 





Powerfully promoted by TV, motion 
displays, counter trays, window 
posters, ad mats, counter cards & 


“STOP THE MUSIC” entry blanks 


CALL US TOODAT! 


SERVICE WHOLESALE 
JV TERY Bs. 


5 North Wabash Avenue 
Chicago, Illinois 
Franklin 2-5871 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 
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Men’s 
International 


Fashions 


In the design of men’s 
clothes, as in so many other 
industries, internationalism 
is asserting itself more than 
ever. 

The outlook for this spring 
is for across-the-seas influ- 
ences that will give the once- 
drab male a new variety in 
his garb—in material, in cut 
and in color. 

Intimately linked with this 
country’s high discretionary 
consumer surplus (much of 
which is being used for 
travel), and with lower air- 
line fares and rising interest 
in travel, is the widening 


horizon of the stylists. 

Acceptance of foreign in- 
fluences once was transient, 
utilized principally by the 
dress designers. Now, men’s 
clothing stylists are deriving 
inspiration from the cultures 
of other lands. 

In clothing, the char-tones 
remain strong for winter, 
but spring will present a dif- 
ferent picture. It is esii- 
mated that no more than 25 
per cent of the clothing of- 
fered will be in the field of 
char-tones, with 50 per cent 
or more of the styling in me- 
dium tones. The balance will 
be in light tones, sold pri- 
marily in the Far South and 
the Far West. 

So far as clothing models 
are concerned, single- 
breasted still rides supreme, 
with the three-button jacket 


enjoying rising favor for 
both fall and spring. The 








“PORT OF CALL" 
MEN’S JEWELRY 








C50 


"SOUTH OF THE 


International inspirations 
in men’s jewelry with all 
the excitement of far-away 
places, 


“CALYPSO" 


One of six colorful 
“PORT OF CALL” desians 
from South of the Border 


3 Pc. Set $5.00 





Capture your share of all- 


time high men’s jewelry 
sales this Spring and 
Summer. 


CALL US TOOAT! 


J. LEONARD TESSLER 


100 Chestnut Street 
Philadelphia, Pa. 
Market 7-2223 


* SEE ANSON INSERT 
FOLLOWING PAGE ié 














“PORT OF CALL" 
MEN’S JEWELRY 
* 


* Abwson 


FRANCE 


Make your store headquarters 
lor Anson's “PORT OF CALL” 
collection inepired by TWA 
“international” PORT OF 
CALL 


“CAN CAN” 


One of six exclusive 
“PORT OF CALL.” designs 
from FRANCE 


3 Pc. Set $5.00 


Right in step with today’s 
international men's wear styles. 


CALL US TODAY! 


UNIVERSAL JEWELRY CO. 


183 Canal Street 
New York 13, Hew York 
Canal 6.5324 


Franchised disfributor ft 
' ify oreo 


w SEE ANSON INSERT 
FOLLOWING PAGE 'é 








center vent is preferable, but 
there are many higher-styled 
customers who favor side 
vents. 

The white shirt has lost its 
dominance. Color has re- 
turned in a way that most 
people did not anticipate 
just a few short years ago. 
Interestingly enough, there 
is no one color for Spring to 
dominate the shirt picture. 

Paralleling this rise in 
color is the return of pat 
terns in shirtings. Neat 
stripes, neat checks, some 
stripes tailored in a hori- 
zontal fashion. Color is 
more reserved, more digni- 
fied than it was in its hey- 
day during the late 30's, but 
color and pattern are defi- 
nitely here to stay. 








SCANDINAVIA 


“PORT OF CALL” 
MEN‘’S JEWELRY 


“FINLANDIA” 


One of six authentic 
“PORT OF CALL” designs 
from SCANDINAVIA. 


3 pc. set $5.00 


CALL 
US 
TODAY 


.. . for the greatest force 
ever assembled to make 
mens jewelry a_ profit 
triumph, 


M. WEINGROD C0. 


623 N. Second St. 
Milwaukee 3, Wisconsin 


Broadway 6-3615-6 


* SEE ANSON INSERT 
FOLLOWING PAGE it6 
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“PORT OF CALL” 
MEN‘S JEWELRY 





“ROMANIQUE” 


One of six dramatic 
“PORT OF CALL” designs 
from ITALY 


3 Pc. Set $5.00 


YOUR "MUST" LINE 


of men’s jewelry demanded by 
today’s “INTERNATIONAL” 


. . a . 
styling in men’s fashions. 


CALL US TODAY! 


WERBACH’S ADMIRATION 
Pewesey Se. 


243 Canal Street 
New York 13, New York 
Canal 6-0182 - 83 - 84 


w SEE ANSON INSERT 
FOLLOWING PAGE 'é 














FoR JANUARY, 1956 


come from the South Ameri- 
can countries. Look for in- 
fluence from south of the 
border to affect the fashion 
for the coming season. 

The most hopeful sign of 
the whole fashion picture is 
that after years of drought, 
the apparel industries seem 
destined for some years of 
plenty. Consumer appetites 
have been largely satiated 
for hard goods, for radios 
and television sets, for auto- 
mobiles, and for other pent- 
up luxury demands that 
could not be filled during 
the war and in the years im- 
mediately thereafter. 

The appeal of internation- 
alism is here to stay for a 
long time, and with it, an op- 
portunity for jewelers to tie 
in with their unprecedented 
varieties of men’s fashion ac- 


cessories, 


SILHOUETTE cont. 
from p. 90 
Spring apparel. The peach 
family, with many pinks in 
teen styles, is another con- 
tender for merchandising 
emphasis. 

Tiny florals on dark back- 
grounds, printed satins, 
polka dots are all new, look- 
ing to jewelry for relief. 

There are other influences 
that promise to put more 
action in jewelry sales. The 
Oriental touch that began 
this Fall has left a firm im- 
print on ready-to-wear. It 
calls for luster and glitter 
that only jewelry can im- 
part. The sheath has been 
liberated. It is softer but 
still slender in dresses and 
coats, meaning that jewelry 
such as pins have great 
space for placement—on a 
lowered waistline, a suit 
pocket, on the back of the 
dress. 





and fabric innovations have 





FAR EAST 


“PORT 


OF 
CALL’ 


MEN‘’S JEWELRY 
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“BANGKOK” 


One of six timely 
“PORT OF CALL” designs 
from the FAR EAST 


3 Pe. Set $5.00 





Powerfully promoted by TV, motion 
displays, counter trays, window 
posters, ad mats, counter cards & 


“STOP THE MUSIC” entry blanks. 


CALL VS FODATI! 


THOS. B. WILSON & CO. 


627 First Ave., North 
Minneapolis 3, Minn. 


# SEE ANSON iInNSERT 
FOLLOWING PAGE 'é 














BRITANNIA 
“PORT 
OF 
CALL’ 


MEN‘’S JEWELRY 


ty 


“CRUSADER” 


One of six exciting 
“PORT OF CALL” desians 
from BRITANNIA 


3 Pc. Set $5.00 


INTERNATIONAL 
DRAMA 


Timely men's jewelry concepts 
reflecting today’s “International 
Look” in men's wear that makes up 
the pulse-quickening excitement of 
Anson's “PORT OF CALL” collection, 


CALL US TOOAT! 


A. WINKELSTEIN, INC. 


202 test Water Street 
Fimira, WY 
2.7712 

Distributor for 


Anson Van Dell Schick 
end other nationally advertised tines 


w SEE ANSON INSERT 
FOLLOWING PAGE ié 








throat-rimming 


necks are in need of jeweled 


communication between 
stores and its customers 
relating to accessories 
should be in terms of this- 
goes-with-that ? 

“Wouldn’t she be im- 
pressed with the authority of 
the simple statement of our 


Harper's, blow it up and 
then pin some of the actual 
jewelry right on the figure 
to show the relationship be- 
tween the clothes and the 
accessories. 

Don't forget your purse 
accessories either. Borrow 
your wife’s new yellow or 


uo cILORE 
give 


@eeeeeeooee eo © 


THE NATIONAL SOCIETY FOR 
CRIPPLED CHILOREN AND ADULTS, INC. 
1! 6. LASALLE STREET, CHICAGO 3, Hi. 





| 





lew vereer, New York City, 
« State and New England area: 

commission; supply refer- 
a experience: confidential. D. 
20., 106 Fulton 8t., New York 


Help Wanted 


——— 
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stones 


And More Profitable, too’ 
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wienced jewelry salesmen: per 


positions in a well established | 
store, in the Middle West. Ad- 
*, 28628." care J C-K. 


| 
| 


anr 


SO RRR 











neeenmes = ae eee nee 1 emngngee 


THe Jewel =ns’ CrircuLAR-KEYSTONE 








NEW a YORK 


> Henry L. Lambert, vice-president of 
Lambert Brothers, has been named chair- 
man of the jewelry committee of The 
Lighthouse of the New York Association 
for the Blind. W. F. Mullins, president 
of Mullins Industrial Diamond Corp., will 
head the industrial diamond division of the 
committee. The Men's Committee of The 
Lighthouse, of which the jewelry com- 
mittee is part, has a goal of $330,000 or 
half of the over-all goal. 

> Eliot P. Hirshberg has announced that 
Findlay Departments, Inc., and the Chel- 
sea Wholesale Jewelry Co. will move into 
new quarters at 64 West 48th St, New 
York, on January 15. Hirshberg, with the 
late A. 5S. Hirshberg, his father, acquired 
the L. W. Sweet mail order business and 
two retail stores in New York, and from 
this start developed the chain of Findlay 
Straus retail credit stores. These enter- 
prises were sold early last year so that 
the organization could concentrate its 
efforts on its leased fine jewelry depart. 
ments. The first of these was opened in 
1938 and today Findlay operates 24 units 
in department stores from coast-to-coast. 
> Louis F. Krussman, vice-president of 
Trifari, Kruseman and Fishel, Inc., and 
Henry L. Lambert, vice-preisdent of Lam- 
bert Brothers Jewelers, Inc., will lead the 
jewelry industry's participation in the 
Arthritis and Rheumatism Foundation’s 
third annual telethon. The 19-hour long 
show will be telecast over WABD, Chan- 
nel 5, starting at 10 p.m. on January 14. 
Mesers. Krussman and Lambert, who are 
serving as co-chairmen of the jewelry com- 
mittee will operate “on-camera” telephones 
during the show to take pledges for con- 
tributions from friends in the industry. 
> The Adams Jewelry Store, 68 North 
Pearl St., Albany, N. Y., will move to a 
new location at 58 North Pearl St., next 
spring. Frank H. Adams, the owner, plans 


N. Y. Horological Society 
Holds December Meeting 


Messrs. R. Carlin and R. Gasser, of the 
Benrus Watch Co., addressed members of 
the New York Horological Society at its 
regular monthly meeting at the Capitol 
Hotel on December 5. President Henry 
B. Fried presided. 

Gaseer told the members some useful 
hints on repairing the new Benrus wrist 
alarm and anewered many technical ques- 
tions on other Benrus products including 
the new waterproof cases. Carlin spoke 
on the watchmaking profession and ex- 
plained methods of ing the repair de- 
partment as a sales tool to build customers’ 
conhdence. 

The nominating committee proposed the 
following officers for 1956: Jean Pierre 
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to spend about $35,000 for remodeling 
the building and will increase his sales 
staff from seven to ten. Exterior renova- 
tions call for a colonial-style front. Inside, 
there will be a stairway to a mezzanine 
floor where glassware and gifts will be 
displayed. 

> Ray Jewelers Inc. has leased space in 
the shopping center being developed in 
Corning. The store is expected to open 
about March 1. Samuel Salsburg and 
Charles Michlosky, who operate two other 
stores, are the owners of the new unit. 

> Sonne Brothers, Inc., has sold its jew- 
elry stores in Herkimer, Little Falls and 
Norwich, N. Y., to Rudolph Brothers, Syra- 
cuse. Sonne will now concentrate its busi- 
ness in its main store in Utica where it has 
been in operation for the past 48 years. The 
Utica store will be completely modernized 
including a new front. Rudolph Jewelers 
will continue to operate the newly acquired 
stores. 

> The Dee's for Diamonds jewelry chain, 
with branches in Hornell, Olean and 
Geneva, has been purchased by Reed's 
Jewelers of Niagara Falls. Maynard Tim. 
mie will remain as manager of the Hornell 
store, according to Richard Niewiardomski, 
an associate of the Reed firm. 

> The National Jewelry Store held its 
grand opening at Broadway and State 5t., 
Schenectady, recently. Murray D. Shabot 
is the owner. 


> Wilsons Leading Jewelers, 310 South 
Salina St., Syracuse, opened a branch 
store at the Northern Lights Shopping 


Center on November 16. All visitors to 
the new unit on opening day received a 
gift and those who made purchases of 
$4.95 or more received another present. 
> Col. Harry D. Henshel, a director of the 
Bulova Watch Co., has been appointed to 
the board of governors of the U. 5. O., 
Ine. 


Savary, president; Felix Klein, vice-presi- 
dent and executive secretary; Frank Knoll, 
treasurer; Lyman King, recording secre- 
tary; Henry J. Morries, trustee; Hugo 
Arn, Morris Bernstein and J. Tallal, li- 
brarians: and Sam Worsley, sergeant-at- 
arms. 


ee 
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Representatives of the Bell Telephone | 


Laboratories will address the group at its 
next meeting on January 3. 


Opens Second Store 


Krigel’s Diamond Shop, 225 East 10th 
St., Kansas City, Mo., has acquired another 
store at 105 East llth St. Established in 
1910 by Sol Krigel, the diamond firm is 
now operated by his sons Richard and 
Edwin Krigel. Richard Krigel will man- 
age the new unit. 





NECKLACES and EARRINGS 
at attractive prices 











Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 





Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 











ENCRUSTERS 

Stone Seal Engravers, Drilling 

Precious—Semi Precious Stenes 
HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N.Y. 














DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 
MARTIN I. H 
uu 


West 

















ORIENTA 


CULTURED 
PEARLS 











LEYS, CHRISTIE & CO., INC. 


65 Nesseu S., New York 











Watch Repairing 


FAST.-DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
. 

Over @ quorter century of servies 
to the trade 
- 


Watches insured and soafequarded 
in Holmes-protected vaults 
. 


Ast for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 46th Sivect, New York 34, HM. Y. 
Plaze 7-1740 
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| given to the salesmen. 










Members 
force met 
executives of the company and members 
of the promotion and advertising staffs 
for a preview of the firm’s advertising, 
promotion and sales program for ite “J-B 


of the Jacoby-Bender sales- 
recently in New York with 


Watchbands” during 1956. 

The theme of the meeting, “New from 
J.-B,” was the keynote of a presentation 
It was also an- 


Retailer Training Program 
Offered by Bulova Watch Co. 
And New York University 


A course on “Jewelry Store Manage. 
ment and Merchandising,” sponsored 
jointly by the Joseph Bulova School of 
Watchmaking and New York University, 
will open on January 16 at New York 
University. 

Applications for registration for the 
course have been coming in steadily ac- 
cording to an announcement by Bulova. 
Since 1949, more than 300 jewelry store 
employees and top executives from 45 
states and Canada have availed themselves 
of the two-week course. 

Cooperating with the two sponsors are 
the two national trade associations, the 
ANRIJA and the NJA. All jewelers are 
invited to take the course, however, 
whether or not they are a member of 
either association, 

Candidates should be persons with 
enough store experience, maturity and 
ability, to profit by this training program. 
Any jewelry store may submit an appii- 
e.tion on behalf of one or more of its 
employees. 

A heavy emphasis is placed on funda- 
mental principles of jewelry store opera- 
tion, familiarizing the student with the 
latest retail practices and procedures. 
Theory and practice are skillfully brought 
together by an outstanding combination 
of top jewelry store executives and edu- 
cational leaders. 


Jacoby-Bender Sales Force Meets for 1956 Ad Review 









nounced at the meeting that the company 
would sponsor the television program: 
“Stop the Music” and that the campaign 
would be backed-up with a complete mer- 
chandising program. 

Special emphasis was placed on greater 
point-of-sale display of J-B merchandise 
and new sample containers were shown. 
Salesmen returned to their territories with 
the new line in December. 


During the last session of the program, 
Charles 5. Telchin, a leading jewelry store 
architect, displayed a complete scale model 
store containing 100 indi- 
vidual counters, show cases and display 
units. Interchangeable enough to depict 
a wide variety of store arrangements, this 
model was acclaimed by the students as 
invaluable in studying jewelry store cus- 
tomer trafhe flow and efficient arrange- 
ment of merchandise. Because of its suc 
cess, Mr. Telchin will use it in the forth 
coming session. 

Beardsley Ruml, world famous 
mist, and author of the “Pay As You Go” 
tax plan, has frequently lectured in the 
past on financial matters, and is expected 
to do so again. 

Courses will be conducted at the New 
York University School of Retailing, Main 
Building, Washington Square East, New 
York, and the Joseph Bulova School of 
Watchmaking. Application forms may be 
obtained by applying to the New York 
University School of Retailing, the Joseph 
Bulova School of Watchmaking, 40-24 62nd 
Street, Woodside, Long Island, N. Y., the 
American National Retail Jewelers Asso- 
ciation, or the National Jewelers Associa- 
tion. 

The total tuition cost to the employer 
for this training program is $175. This 
fee is payable upon receipt of an ac- 
ceptance notice from the admissions com- 
mittee. All checks should be made pay- 
able to New York University. 

A certificate of completion will be 
awarded to all trainees who maintain « 
satisfactory level! of performance. 
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NEW ea ENGLAND 


> Officers and directors of the Boston Jew- 
elers Club met at the Hotel Statler on 
December 5, and mapped final plans for 
the organization’s annual banquet to be 
held at the Statler Hotel on February 4. 
As usual, no word leaked out regarding 
the souvenir, but time will tell! 

> The first complete showing in Boston 
of the famous Royal Doulton figurines and 
“Rouge Flambe” pottery by Shreve, Crump 
& Low attracted wide attention recently. 
> The A. Stowell Co. store windows em- 
phasized “Operation Cherub” in a big way 
during the Christmas season, with cherub 
figurines sharing space with Santa Claus. 
Clifford Marshall, special representative of 
the Towle Silver Co., was on hand to aid 
customers during the holidays. 

> Two exhibitions were staged at the Bige- 
low, Kennard Co., store recently. In one, a 
bust of President Eisenhower, carved from 
the world’s largest known black star sap- 
phire, not only was shown at the store, 
but was exhibited at the Back Bay Fashion 
Show in John Hancock Hall. The store 
also exhibited the famed Black Star of 
Queensland and the Star of Anakie at 
the same time. The second exhibit con- 
sisted of more than 20 pieces of contem- 
porary designs in silverware by Tiffany & 
Co. All the pieces were the work of Oscar 
Riedner, and were shown by the store for 
the first time in Boston. 

> The Bulova Watch Company staged a 
symposium, at the Ridgeway Hotel, Spring- 
field, Mass., November 9, which was led 
by Max J. Schwartz. 

> During the Christmas holiday season, 
members of the staff of the Smith-Patter- 
son Company joined in singing Christmas 
hymns and carols as the store opened 
each day. They were led by Erskine A. 
Gay of the store's diamond department and 
were accompanied by a violinist and solo- 
ist, 

> Allen Davidson, treasurer of Thomas 
Long Co., was recently reelected as presi- 
dent of the Retail Trade Board of Boston 
>» Members of the Thomas Long Company 
Associates joined in a Christmas Party 
at the Hotel Vendome on December 8, 
the dinner being followed by dancing. 

> Gordon Brothers, 38 Bromfield St.. has 
installed a new self-service department, 
believed to be the first of its kind in 
wholesale jewelry circles, with two large 
cabinets, containing some 300 different 
items, erected in the center of the store. 
The cabinets provide ample room for 
customers to make their own selections. 
The firm recently closed out two stores 
that of Albert J. Weick, Willimantic, 
Conn., and the Rauch Jewelry Store, 
Itasca, Texas. 

> As the 10 teams of the Boston Jewelers 
Bowling League reached about mid-season, 
and discontinued rolling during the 
Christmas holidays, the A. Stowell team 
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was leading the A. Gendreau team by just 
one point, exciiement 
recently when Elliott 
Mahar & Engstrom team, set a new record 
for the highest individual string by roliing 
a score of 148. 

> Members of the Connecticut Retail Jew 
elers Asssociation held their annual con 
vention at the Waverly Inn, Cheshire. 
Conn., on October 16, the meeting having 
been postponed previously because of the 
hurricane floods. President Howard 
Michaels, of Michaels New 
Haven, presided. 

> As this issue went to press, many New 
England jewelers had completed plans for 
showing at the January Gift Show at the 
Parker House, January 15 to 19. 

> Mr. and Mrs. Henri Giboin and 
daughter Paula, of Portland, Maine, have 
just returned from a month's vacation in 
Florida. Mrs. Giboin is secretary to Ed. 
J. Beaulieu, Sr., of the George T. Springer 
jewelry store in Portland. The Giboins 
traveled by car and are looking forward to 
a California trip next year. 

> The Haselton Co., 702 Jewelers Building. 
recently installed new wall and show cases 
> Sidney Fisher of Fisher Brothers Co., 
906 Jewelers Building, has been conval. 
escing at his home following a heart attack 
which confined him for a time at the Beth 
Israel Hospital. 

> Clarence Lund, of Lund Jewelers, 543 
Boylston St., Boston, is organizing an 
other ski party to Austria and Switzerland. 
leaving this country on February 25. He 
notes that it will be a good opportunity 
for fellow jeweler-skiers to join this party 
and be able to visit watch factories in 
Switzerland as they combine their hobby 
with business 


(,reat was caused 


Jewelers, 


something which he plans 


to do. 
> Santa Claus, his rosy, red nose atill 
bearing the initials “N.LG..” made his 


25th annual appearance during the Christ 
mas holidays in the Nathaniel |. Goodman 
Co. quarters, 10th floor, Jewelers Bldg. 
> Kelly's Jewelers, Norwich, Conn., moved 
recently from 312 to 317 Main Street, and 
held a formal opening of the new place 
on November 29. 

> The Anahern Jewelry Company, op 
erated in Derry, N. H., by Mr. and Mre 
Henry Gregoire, held a formal opening 
of ite new store at 18 East Broadway on 
December 1. 

> Mr. and Mrs. Louis F. (,uiness, of the 
firm of the same name, 711 Jewelers Build 
ing, are back from a California trip wher 
Herbert Guiness, 
formerly with the company. Sherman Shatz, 
salesman, a lieutenant in the Air National 
Guard, was in charge of a testimonial 
dinner recently to retiring Brig. Gen 
Lyle Halstead of the 10let Fighter Wing, 
and in behalf of the organization presented 
the General with a watch. 


they visited their son 


Engstrom of the 
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Coessier Store Remodeled 


The (,oesslet Jewelry store, Pomeroy, 


Ohio, which has served the area tor the 
past 70 years, was recently remodeled and 
redecorated. store 


Improvements in the 


include new showcases and modern fx 


tures. Dr N. W. Compton is owner and 


manager 
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William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, W.Y. 


Plaza }3.2032-3 


JAPAN BRANCH: 
% ichigochi, I-chome, Shiba Keen, 
Mineto-Ku, Tokye, Jepen 











THE FINE 
MOUNTED 
RING LINE 








| Bold eaty direct to Retailers 
WELLS MEG. CO. ATTLEBORO, MASS 


179 











BEATTIE 


OF vicnrer 





by 





Tilted jet 
flame for 
pipes... 
upright for 
cigars, 
cigarettes . . 













NATIONALLY ADVERTISED 
SOLD THROUGH LEADING 
WHOLESALERS 


POINT 
THE FLAME 
FOR PROFITS! 


* the only lighter with the 
flame you can aim * telescopic 
slip cover for easy fueling 
* fully guaranteed 
RETAILING FROM $6.85 toe $40.00 


catalogue end advertising aids available 
"Reg. U. 5. Pat. Off. Beattie Jet Products inc. 
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> Mrs. Claire Hahn, of the Katherine A. 
Murphy Company, 509-11 Jewelers Build- 
ing, is back with the firm after five months 
on Breman Long Island, Friendship, Maine. 
> Herbert W. Stranger, St., of the firm 
of the same name, 306 Washington Build. 
ing, and Boston salesman for the Sonac 
Corporation, returned to work the middle 
of December following a heart attack 
which laid him up for about six weeks. 
> “Chick” Lavin, formerly a salesman for 
the A. Friech Co., and later with the Her- 
bert W. Stranger Company, is now a New 
England representative for the Apex 
Bracelet Co. 

> Charlies C. Drinkwater, of St. Albans, 
Vt., has just completed the remodeling of 
his store, 

> Mr. and Mrs. Roland Michaud, of the 
store of the same name, Waterville, Maine, 
were in Boston during the first part of 
December on an extended vacation and 
buying trip. 

> Joseph Beltinger, formerly with B. 
Yaflee & Sons, 716 Washington Building, 
and now living in Los Angeles, Cal., came 
back to the store recently on a visit, and 
was warmly welcomed in the building. 

> New double doors have been installed 
in the rapidly enlarging quarters of the 
Alfred F, DeSeenza & Co., Inc.. store, 608- 
611 Washington Building. Much of the 
alteration work was carried on during the 
busy Christmas season, with new ceilings, 
lights, wall cases, counters, installed, and 
flooring laid as sales continued. 

> Eugene Sanger, of Sanger & Company, 
509 Washington Building, who broke his 
hip early in October and was confined to 
the hospital, fully expected to be back 
at his home in the Hotel Touraine, either 
in a wheel chair or on crutches, in time 
for his 9let birthday in January. 

> “Jim” Hossley, salesman for Jay-Bel 
Ring Company, shot a buck recently while 
on a hunting trip in Maine. 

> Josephine Festa is a new addition to 
the clerical staff of the J. and S. 8S. De- 
Young Company, 517 Washington Build- 
ing. 

> E. H. Saxton Company, Washington 
Building, has just issued a large catalog, 
ite first, covering lines to be carried dur- 


ing 1956. 


> Alden Belcher, formerly with the trophy 








sales division of Sanger & Co., where he 
has been for 12 years, has opened up a 
new store in Room 302, Washington Build- 
ing, to be known as the Alden Trophy 
House, with a full line of trophies and 
awards. 

> Roger Mitton, head shipper for the 
Herbert W. Stranger Co., 305-6 Washing- 
ton Building, retired on January 1 to his 
home in Atkinson, N. H. 

> Mr. and Mrs. William Selberg, New 
England representatives of the Elgin 
Watch Co., moved into a new home at 21 
Glen Green, Winchester, Mass., early in 
December. 

> Sam Freedman, partner with Leo Ros- 
man in the Hub Material Co., 408-12 
Washington Building, is back following a 
recent illness. During his sbeence, Miss 
Leah Krichmer and Miss Constance Dow- 
ney, of the same firm, also were absent 
because of illness. 
> Miss Virginia 


Sullivan, secretary to 








James Mitchel, of 801-3 Province Building, 
was married in December to Mr. Kenneth 
Neal, and is back following their honey- 
moon. 

> Henry F. Munsey, 413 Cambridge 5t., 
Cambridge, Mass., has enlarged his store, 
and taken over a third floor in the build- 
ing. A huge neon sign, a block in length, 
has been erected on the place. 

> Henry Comier, operator of Gassett Jew- 
elers, Bridgewater, Mass., has remodeled 
the interior of that store. 

> J. F. Sturdy’s Sons Co., Attleboro 
Falls, Mass., sent out a notice recently that 
“after 100 years in the jewelry business, we 
are tired!” The firm ceased operations on 
December 1. 

> Philip Wortzman, watchmaker, and 
Aaron Shindler, jeweler, formerly of Room 
742, Province Building, moved on Decem- 
ber 1 to Room 738. 

> William Portman, of Knight Jewelry 
Co., Province St., Boston, has moved into 
a new home in West Peabody, Mass. Frank 
Hart, formerly with the J. G. Kaufman 
Co., is now with the Knight Jewelry Co. 

> Sid Miller, formerly in Rooms 718-719, 
Province Building, is now associated with 
the Gem-Ell Jewelry Co., 742-45 Province 
Building. This firm has just issued a new 
catalog for the trade. 

> Davis Brothers, Room 703. 
Building, are in the process of an expan- 
sion program, and will announce opening 
of a new branch store shortly. 

> John J. Doyle, clock repairman, and 
Joseph Dragun, engraver and watchmaker, 
formerly located with T. W. MacCabe 
Clock Shop, 514 Province Building, have 
moved next door to Room 512, following 
the death of Mr. MacCabe. 

> Paul A. Dannahy has moved from Room 
334 Province Building to Room 322, where 
he is sharing quarters with Seymour Grei. 
man, manufacturing jeweler. 

> Donald Davignon, son of Mrs. Jean 
Davignon, owner of the Bijou Jewelry 
Shop, Holyoke, Mass., and formerly as- 
sociated with her there, was killed in an 


Province 


auto accident in Los Angeles early in 
December. 

> Louis Roy, co-owner of Cartier, Inc., 
New Bedford, Mass., died November 16. 
> Augustus U. Bourque, jeweler of 


Nashua, N. H., died November 27, follow- 
ing a heart attack which confined him to 
St. Joseph’s Hospital. He was a member 
of the Boston Jewelers Club and the New 
Hampshire Retail Jewelers Association, 
and one of the oldest jewelers in the 
Granite State, opening his store 4 years 
ago. He had served as state senator and 
as chairman of the Nashua Housing Au- 
thority, and held many civic posts during 
his long career. 

> Oscar Olson, jeweler of Worcester, Mass., 
died November 10. 

> Philip Brault, operator of the Phillips 
& Lucas Jewelry Store, Montpelier, Vt., 
died on December 9. 

> William Shutt, retired Boston and New 
Jersey jeweler, died in Hull, Mass., on 
November 26. 

> Frank Stratton, of 
nough, Shelburne Falls, 
December 2. 

> Edward Chapman, of Pharmer’s Jewel- 
ers, Pittsfield, Mass., died November 16. 


l AmMmson & Cood- 


Mases.. died on 
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> Fred J. Cooper, Inc., 109 South 13th 
St., displayed hand-wrought sterling 
brooches with a Christmas theme during 
the pre-Yule seasen, including a holly 
brooch with coral beads for berries, a 
Christmas tree decorated with balls and 
tinsel and a mistletoe brooch. Real crystal 
star-shaped earrings and pendant sets 
carry out the season's theme as do enamel 
on copper ash trays decorated with Christ- 
mas tree and deer designs. 

> Louis Perloff, 733 Walnut St., will leave 
for Florida with his family immediately 
after the holidays. 

> Domenic Vergato, 7018 Torresdale Ave., 
is a patient in the Frankford Hospital. 
During the several weeks that he will be 
there, his store will be closed. 

> Leo Robbins, 801 Walnut St., has moved 
into his new home at 1231 June Rd., Hunt- 
ingdon Valley, Pa. 

> Charles Kuperstein, 136 South 8th St., 


is making plans to redecorate in the 
spring. 
> Horace M. Combes, a designer and 


maker of jewelry for over 70 years, died 
November 20 at the age of 94. He lived 
at 2028 Delancey St. He is survived by 
his widow, Mrs. Eleanor Combes, and a 
daughter. 

> Paul Waldman, 819 Walnut St., has 
commissioned a sign painter to add the 
words “and Son” to his store sign. It’s 
only unusual because of one thing: his 
son, Steven, was born last summer. 

> Armand Jacoby, 721 Walnut St., has 
added Royal Holland Pewter and Starr 
Crystal to its present lines. 

> Mrs. Betty Christy leaves Smith and 
West, 27 South 17th St., this month, to 
be at home. She has been with the firm 
for seven years. 

> Wolf's Jewelers, 15 South 13th St., re- 
ports that a sign in their display window 
reading: “Watch Crystals While You Wait 
~~Any Size and Shape” has brought in a 
lot of new customers for repair work. 

> Time Craftmen, 13th St., between Mar- 
ket and Chestnut, have completed their 
first year in business. They report it as 
very successful. 

> John D. Enright. 117 South 13th St., 
have announced that they have been do- 
ing a brisk engraving business with disc 
jewelry and diamond watches. The firm 
monograms all watches sold, free of charge. 
> M. Simon and Co. have announced that 
both stores, 1222 Market St. and 6573 
Roosevelt Boulevard, have utilized the Op- 
eration Cherub promotion with 
They have enlarged their Samsonite Lug- 
gage line. Christmas decoration consisted 
of a five-foot tall Santa Claus that moves. 
> Scottish jewelry is being displayed by 
Fred J. Cooper, 109 South 13th St. It in. 
cludes bracelets, earrings and brooches. 
Most are antiques. A reminder of Scot- 
land’s once-gory past is the dagger, or 
dirk, with grooves to keep the blood away 
from the wielder’s hand. 


success. 
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> C. Edwin Crothers, who retired from 
the jewelry business in 1954, died Novem- 
ber 14. For 25 years he had conducted his 
business at 101 Fairfield Ave., Upper 
Darby. A _ past-president of the Upper 
Darby Lions Club, he is survived by his 
three children and a brother. 

> The Philadelphia Retail Jewelers Asso- 
ciation will meet on January 17 at which 
time the annual elections will be held. 

> The Clifford A. Kay Jr. store at 3736 
Midvale Ave. has added new fluorescent 
lighting. The firm has found that direct 
mail is an excellent store-trafic builder. 
> Frank Wiltshire, Wiltshire Brothers, 100 
East State St., Media, has been reelected 
to the Media Borough Council. 

> D. Douthart opened a new watch re- 
pair shop at 6802 Ludlow St., Upper 
Darby, three months ago. He reports that 





business is coming in at a satisfactory — 


rate. 

> Joseph Weinhofer, 5217 North Fifth St., 
had his store painted and a new green 
awning installed prior to the holiday rush. 
> Jacoby Jewelers are celebrating their 
sixth anniversary this month at 1103 West 
Louden St. 

> The business of the late Spiros Doulis, 
136 South llth St.. is being carried on 
under the same name by his widow, Mrs. 
Paraskevy Doulis, assisted by her three 
children. 

> Jacob Sachs, a watchmaker at S. Kind 
and Sons, Chestnut and Broad Sts., died 
December 5. He was 58 years old and had 


spent 32 of those years with the firm. He | 


is survived by his widow, the former Reba 
Rosenberg, two brothers and three sisters. 
> James Finley, for 17 years a messenger 
for the House of Milner, diamond mer- 
chants and wholesale jewelry firm, 728 
Sansom St., was walking near the inter. 
section of 8th and Sansom Sts., 
31, when he spied three plain envelopes 
on the sidewalk. Closer inspection showed 
that they contained a quantity of diamond 
rings, but were otherwise unmarked, Upon 
returning to the Milner office it was later 
ascertained that the merchandise was the 
property of a well known Philadelphia 
jeweler. After this had been confirmed by 
judicious questioning of the jeweler con- 
cerned, the rings were returned to him. 
The House of Milner is proud of Finley, 
and it thinks that jewelers would be more 
prudent if their merchandise had some 
form of identification. 


on October 


—_— a 


Muncie Jewelry Store Sold 


The Sam Jaffe jewelry store, 110 East 
Adams St., Muncie, Ind., has been pur- 


chased by Dan J. Wolfson and Jerry 
Rosenthal of Dayton, Ohio. Jaffe, who 
started the business 15 years ago, will | 


move to Florida shortly. 
Rex Gelly, watchmaker, will 
in the employ of the new owners. 


continue | 









exquisitely hand-carved genuine 
IVORY DAISY 
with red enamelled 
GOOD LUCK LADY BUG 





PINS + PENDANTS * EARRINGS TO MATCH 





204 WESTMINGTER ST. RHODE IGLANO. 





$9OO000500000000600000 


C lotr on 
4 TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
liance. 


Write for folder on 


"The Story of Cyclotron 
Treated Diamonds” 


THEODORE MOED 
An Original Distributer 
10 West 47th S$. 
New York 34, WN. Y. 
dU 22-1994 
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BIKOL REFINERS CO. 
Assayers & Refiners of Precious Metets 
Buyers and Sellers of 
GOLD - SILVER - PLATINUM + PALLADIUM 
dU 232-3497 
464 West 46th Street, New York 34, MH. Y. 
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Crystal Chas 
GLASS DISPLAY DOMES 


Individually Packaged for Safe 
and Easy Handling 


For Covering: Figurines, Clocks, Objects 0’ Art, 
Wedding Cote Ornaments. Suppii with Wal. 
nut, Mahogany, or Black Wood Finished Bases. 
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All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
CYLINDER COMPANY 


7317 SOUTH CHICAGO AVE, 
CHICAGO 19, ILLINOIS 











PRECISE WATCH TIMER 


Offers quick visual comparison of rates in 
aii positions and under various mainspring 
tensions. impulses from movement under 
test are heard through a speaker and im 
pressed on a visual device Burton M 
Reid inc. is exclusive distributor except 
ing New England and Pacific areas. Fully 
Qquaranteed 


BURTON M,. REID ine 


First and Washington Springfield, iil. 








TOP WOTCH WATCH SALESMAN STYMIED 


9 years succesful coverage of New York, 
Metrepoliten areas, creating large volume— 
excellent bockground—will consider one good 
side line or new proposition. Address 


Box ‘'R., 14667,'' Jewelers’ Circuler-Heystone 
Chestnut & 56th Sie., Phila. 39, Pa. 











Sensational Package Deal! Only $3.50 (pilus 

pestege) fer 60 e windew display 

motion bit fer ¥ 

cludes window streem strips 
pennants hearts All 


gorgeously Selefed with selling for 
elentine’s Dey. Herry, order tedey from 


EDWIN FREED, INC. 


14 Weet 23rd Street, New York 106, MN. Y. 
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Oneida President Appears On Considine’s TV Program 


RECOUNTS ONEIDA HISTORY: Bob Considine (|), noted author and columnist, interviews 


Oneida president Miles E. Robertson on his weekly TY program, “Cavalcade of Progress.” 


Miles E. Robertson, president and chair. 
man of the board of Oneida Ltd. Silver- 
smiths, appeared on Bol) Considine’s TV 
program “Cavalcade of Progress” over 
WRCA-TV on November 19. 

Oneida was selected to be highlighted 
in this weekly series because of the com- 
pany's interesting 107-year history and its 


Surgical College to Receive 
Statues Donated by Speidels 


Funds have been given by Mr. and 
Mrs. Edwin Speidel of Providence to pro- 
vide the International College of Surgeons 
with life-sized stone statues of 13 of the 
most famous surgeons in history for the 
college's Hall of Fame. 

Speidel, president of Speidel Corp. and 
the Desitin Chemical Corp., both of Provi- 
dence, was honored in October, 1954, with 
appointment as an honorary member of 
the world-famous college. 

The citation presented him at that time 
recognized him as “a distinguished citizen, 
inventor, industrialist, humanist and con- 
tributor to the welfare of humanity 
through his widespread interest in the 
advancement of science.” 

Dr. Max Thorek of Chicago, founder 
and executive secretary of the college, in 
announcing the gift said that four of the 
sculptures have been completed. They 
represent Imhotep, earliest known physi- 
cian, born about 2700 B.C.; Hippocrates 
(460 B.C.), the father of medicine; Galen 
(A.D. 131), who pioneered in surgery in 
treating wounded gladiators; and Am. 
broise Pare (1510) father of modern sur. 
gery, who first treated gunshot wounds by 
ligature instead of oil, 

Other statues will represent Vesalius, 


growth to its present position today as a 
leader in the silver industry, 

After the interview with Robertson, a 
filmed tour of the company’s facilities in 
Oneida, N. Y., was shown. Present plans 
call for additional showings of the film to 
the trade and consumers across the coun- 
try. 


Harvey, Pasteur, Morgagni, Semmelweis, 
Morton, Lister, Roentgen and Mme. Curie. 

The sculptures are the work of Edouard 
Chassaing and Louis Link of the Chicago 
Art Institute. 

Historical exhibits and paintings deal- 
ing with the development of surgery as 
practiced all over the world are being 
collected for the four-story museum 


50th Anniversary Celebration 
Planned by Gift Wrap Maker 


The Hy-Sil Manufacturing Co., leading 
gift wrap firm, will celebrate its Golden 
Anniversary during 1956. 

At a recent annual sales meeting of 
the company, held in Boston, awards were 
presented and anniversary plans an- 
nounced, Cooperation between the efforts 
of the manufacturing and sales forces was 
praised at the meeting. 

Engraved gold watches were presented 
to Bill Malatzky, general manager, and 
Milton Ruby, senior salesman, who have 
been with the firm for 35 and WO years 
respectively 

Announcement was also made of a con- 
test, involving $1,400 in cash prizes, for 
the most new accounts secured and the 
largest percentage sales increase during 
1956. A special golden anniversary gift 
offer will be announced later. 
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Obituaries 





Philip Joshua Fabrikant, 54, presi- 
dent of M. Fabrikant and Sons, Inc., 580 
Fifth Ave., New York, diamond merchants, 
died December 4 after a heart attack. Mr. 
Fabrikant was also president of the Dia- 
mond Trading Corp., at the same address. 
The eldest son of Max Fabrikant, founder 
of the firm, he was one of the first Ameri- 
can diamond merchants to reach European 
stone centers after World War Il. He is 
survived by his father, a daughter, a 
brother and two sisters. 


Ben Carter, West Coast representative 
of Barnett Robinson, Inc., 610 Fifth Ave., 
New York, died November 5 in Los An- 
He was 63 years old. A member 
of the Robinson organization for the past 
20 years, his activities were centered in 
the Pacific Coast area. He maintained an 
ofice at 220 West Sth St., Los Angeles. 


Ralph H. Plumb, 75, senior partner of 
the Plumb Jewelry Store, Des Moines, the 
oldest in lowa, died on November 17. 
Management of the business will be con- 
tinued by Henry Plumb Wiseman, his son- 
in-law. Mrs. Elsie Brown Plumb, his 
widow, survives, 


geles. 


Jerome K. Klarsfeld, 64, president of 
the wholesale jewelry business of the same 
name at 608 Fifth Ave.. New York, died 
November 18. He is survived by his 
widow, Mrs. Vera Klarsfeld, a daughter, 
brother and three sisters. 


Theodore Kramer, 65, 
Kramers Jewelers, 35 Main St., Pater. 
son, N. J., died November 1]. He is sur- 
vived by his widow, Mrs. Lena Kramer, 
a son, Dr. Irvin D. Kramer, and a daugh 
ter, Mrs. Elsie Lakind. Mrs. Kramer and 
her son will continue the business 


Monte Harris, former Ronson 
representative in the New York and New 
Jersey areas, died November 29. He is sur 
vived by his widow, Mrs. Dorothy Harris 


partner in 


sales 


Leon Bonner Troutfetter, 60, owner 
of the Leon B. Troutfetter jewelry store, 
Watsonville, Calif.. died 15. 
Before joining his father, who established 
the business, he was a with the 
Boston Opera Company. He is survived by 


Mrs. Maude Troutfetter. 
Mrs. Harry L. Taylor, 71, president 


of Taylor and Co., wholesale jewelry firm, 
Houston, Texas. died November 20. Sur 
vivors include her husband, Harry L. 


November 
tenor 


widow, 


Tay 
lor; a daughter, a sister and brother 
Joseph I. Schwartz, 0, 


Colorado, jeweler who once 


Denver, 
made jewelry 
for the Russian royal family, died Novem 
ber 20. He was born 
his education in Eurepe and arrived in 
the U. S. at the age of 14. At 17 he was 
a foreman at Tiffany's and at 18 he opened 
his own jewelry store. 


1890. He is 


Herbert Schwartz, of Denver: a daughter. 


in Russia, received 


He moved to Den- 


ver in survived by a son. 


Mrs. Charles Ginsberg, aleo of Denver 
two grandchildren and one great grand 
child 


FoR JANUARY, 1956 


Bertram F. Dimes, 72. son of the late 
Richard Dimes, founder in 1908, of the 
Richard Dimes Co., South Boston, Mass., 
manufacturers of sterling silver hollow- 
ware, died November 19 at his farm in 
New Hampshire to which he had retired 
some years ago. Leslie Dimes conducted 
the business until October 1955 at which 
time it became the King Silver Co. 


William Dinham Pinkstone, 81, in 
the retail jewelry business in Philadelphia 
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| 








for the past 65 years, died on December 16, | 
He was a partner in the family business, | 
Pinkstone’s Jewelers, 140 South 52nd St., | 


Philadelphia, Pa. 
widow, Mrs. Elizabeth Graham Pinkstone; 
a brother, Richard R. Pinkstone, who be- 
ol the store: a sister, Mrs. 
son, William G. Pinkstone 


comes manager 
Leila Weiss; a 
and a grandson 


John Miles, 77. a member of the staff 
of the Al Skulnick jewelry store 431 Broad- 
way, Camden, N. J., died recently. Formerly 
with Clark’s jewelry store, Wilkes-Barre, 
Pa., and previously proprieter of his own 
store there, he died after a short illness. 


Bert B. Gardner, manager of Frank's | 


lewelers Inc., Rantoul, Lil., died December 
ll. He is survived by his 
Jessie Cardner. and a sister, 
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FOR 2 OR 3 DIMENSIONAL ENGRAV.- 
ING AND DIE CUTTING ON A WIDE 
RANGE OF JEWELRY WORK 


The 30-6 PANTO Engrover: 

Cuts medaiilion, ring and jewelry dies, steel 
stamps or any beas-rellief design as well as 
lettering, name plates, trophies, signs, efc. 








A Full Line 
of Engraving 
Equipment and 
Accessories. 
write fe lust ated More. 
cr we indicate wor 
TRADE MAR week te do. Por te 


attention write directiy te 
menulectuerer Ask for neoarecet 
lepresentatwe 








H. P. PREIS ENGRAVING MACHINE CO. 
657 U.S, Highwey 22 Hillside, M. J. 
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Highest tensile strength for greater shock and 
scuff resistance. Easy filing. Precision molding 
of extra heavy Lucite. Greatest clarity and top 
quality. Blended edges for accurate fitting. Will 
never discolor or shrink. Guazanteed unbreak.- 
able and non-inflammable, Will maintain their 
diamond-like brillian 


CRYSTALS 


WATERPROOFS - ROUNDS - FACETS 
CYLINDERS + FLAT TOPS + GABLES 





. 3 Ask for complete catolog 
of over 2000 crystal sizes 


STANDARD UNBREAKABLE WAICH CRYSTALS, INC. 123 £. 144th S, New York 51, 8. 
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New light on sales! 
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You Il sell NASH lighters! At prices better than 
competitive, here's top flight engineering 
quality .. . here's range of styles and knock- 
out colors with £.1. enamel and chrome finish 
.. here's exclusive OYNAFLEXK” sparking 
action for positive, long-life operation at no 







extra cost! individyally gift packaged. 
"Dynatiex is 
the register: 
ed trademark 
of GES Mig. 
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DEALER'S 
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Retails at $2.75 


* Or write - 


$16.20 Doz. 


Ask your wholesaler 
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ANTIQUES WANTED 


(genuine and 


Antique 


Antiques 
Re pi oductions 





Sliverwere — Gold end pleted leweiry — old 
costume jewelry Watches—movements—waotch 
bends, eny kind, any type, in any condition. 
Diamonds—any tind or size. Gem and semi- 
precious stones. Goid Scrap-—Piatinum—filied 
end pleted scrap. No consignment teo large 
or too small. Our check sent Immediately. Your 
consignment will be heid intact for 10 days, 
sublect to your approval of our check. 


References: Whitney Netione! Bank. Morgen 
Branch, New Orleans, Le.; Netional Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BAROWNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











MASONIC & SHRINE PINS 


Masonic end Shrine lapel pine in 
beautiful simulated diamonds on ster! 
ima sliver, A work of art by master 

siiveramiths, Individually 
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>» Charles Schwartz and Son, have opened 
ite new store at 1313 F St, N.W., Wash- 
ington, D. C. Previously the firm operated 
two downtown stores at 708 7th St., N.W., 
and at 1305 F St, N.W. 

> Approximately 300 members of the 
Greater Washington Retail Jewelers Asso- 
ciation and their friends and staff mem- 
bers attended the annual banquet of the 
association at the Casino Royal Restaurant 
on November 6. 

> Richards Jewelers, Inc., opened their 
seventh store in the Carolinas in Greens- 
boro, N. C., recently. Sam Fink, of Dur- 
ham, a vice-president of the chain, is man- 
ager of the new unit. 

> Lamb's Jewelry Store, Elkins, West Vir- 
ginia, has moved to « new location on 
Third St. between Davis and Kerens 
Avenues. Glenville L. Lamb is the pro- 
prietor, 

> Shaw's jewelry store, 2811 Washington 
Ave., Newport News, Va., has completed 
an enlargement and renovation program, 
according to Al Eisenberg, manager. The 


| $50,000 enlargement program has doubled 


the floor space. A new lighting system has 
been added and modern acoustical mate- 
rials have been used in the remodeling. 


> Paul Howington, owner of Paul's Qual. 
| ity Jewelers, Mart 51, Jackson, Miss., has 
announced the opening of his second es- 


| tablishment at 1072 Lynch St. 
Hale is the manager. 











Milton C, 
> Mr. and Mrs. Ernest Odeneal have 
opened a jewelry store 2411 Stonewall, 
Greenville, Texas. Odeneal is the fifth 
generation to continue the family tradition 
of watchmaking. In addition to watch 
repairs, the store will carry a complete line 
of nationally advertised jewelry. 

> The Texas Retail Jewelers Association 


Arnold Schiffman Named 


Rotary District Governor 


Arnold Schiffman, president of Schiff- 
man's, Inc., jewelry store, at 225 South 





eae 
a 


Elm St., North Carolina, is 


Greensboro, 
serving as district governor of Rotary In- 


50th Golden Anniversary Convention will 
be held at the Hotel Adolphus, in Dallas, 
on February 19 and 20. 

> About 60 members of the San Antonio 
Watchmakers Guild attended the Novem- 
ber 4 meeting at the Gunter Hotel. The 
new “Watchmaster,.” watch timing device, 
was demonstrated. 

> Morris L. Sheldon, 54, president of the 
Sheldon Jewelry Co., Temple, Texas, died 
November 6. 

> Copner’s Watch Shop has opened in the 
new South Park Shopping Center in 
Corpus Christi, Texas. 

> George M. Berry, formerly owner and 
manager of the Berry Jewelry Co., Okla- 
homa City, Okla, has been appointed 
manager of the fine jewelry department of 
A. Harris and Co., Dallas, Texas. 

> Linz Jewelers opened their new store 
in Preston Shopping Center, Dallas, on 
November 14. The store is built of grey 
and pink brick with large glass panels 
and shadow boxes instead of the usual dis- 
play windows. 

> Gordon's Quality Jewelers has opened 
its fourth store in Dallas at the 1019 Irving 
Boulevard, under the management of John 
Kershner. It is the 32nd store in the 
Gordon chain. 

> Eddie Rappaport has joined Roy Mas- 
ters, diamond cutters, 400 Main St., Hous- 
ton, Texas, as a partner in the business. 
> George A. Ray, head of the watchmak- 
ing department of Roberts Jewelers, 1018 
Canal St., New Orleans, died at his home 
on November 29. He had headed the de- 
partment for 35 years. 

> Chamberlain's Gift Jewelry Shop 
has opened for business in the North 
Towne Plaza shopping center. San Pedro 
Antonio, Texas. 


and 


Ave., San 


ternational, service club organization, for 
the 1955-56 fiscal year. 

As governor, he coordinates the activi- 
ties of 33 Rotary Clubs in one of four 
North Carolina districts. During the year 
he will visit each of these clubs to offer 
advice and assistance. 

Schiffman is a past president of the 
ANRJA and the North Carolina Retail 
Jewelers Association, and of his city and 
state merchants’ associations. 

He is also a director of the Greensboro 
Chamber of Commerce and of the advisory 
council of Guilford College, Guilford, 
N. C.. and has served as chairman of the 
Guilford district, Boy Scouts of America 
and the Greensboro Evening College 
Board. He is a past-president of the 
Greensboro Rotary Club. 


Receiver’s Sale Held 


A receiver's sale was held on December 
20 of the Stewart Wholesale Jewelry Co.., 
Inc., 7 North Liberty St.. Baltimore, Md. 
The sale took place at 103 Hopkins Place. 


THe JEWELERS’ CIRcUuLAR-KEYSTONE 























Executive Appointments 








STAY in Business | 





Miss Bettaye Miller, an industrial de- 
signer, has joined the merchandising staff 
of the Hamilton Watch Co., according to 


Stephan Fedor, merchandising director. 


MISS BETTAYE MILLER 


Her task will be to integrate current wo 
men's apparel styles with watch design. 
Miss Miller has had advertising experience 
and was recently with the Franklin Insti 
tute in Philadelphia. 


New Directors Appointed 
To Waltham Watch Board 


Five members of the Waltham Watch 
Co. board of directors, including Teviah 
Sachs, president, and Gilbert Sachs, vice 
president, have retired from the director 
ate of the company and have been re- 
placed by representatives of the Bellanca 
Aircraft Corp. 

Bellanca acquired working control of 
Waltham in October through the purchase 
of 322,700 of the company’s shares, held 
by the Mesers. Sachs, out of a total of 
1,993,726 shares outstanding. 

The five new directors Waltham’s 
eight-member board are: Harry E. Blythe, 
chairman, executive vice-president of Bel. 
lanca; Eugene C. Carusi, attorney; Albert 
B. Kahn, attorney; R. Livingston Sullivan, 
chairman of the board, Tradesmens Bank 
and Trust Co. of Philadelphia; and Rus- 
sell Morton Brown, attorney 

Other members of the reorganized board. 
who were also members of the previous 
board, are William H. Morrow, 
elected president of the company; William 
H. Hudson and Jacob J. Kaplan. 

In addition to Mr. Morrow, newly 
elected officers are: Harry E. Blythe, board 
chairman, and Arthur K. Rothechild, trea- 
surer. Continuing as officers are H. Rus 
sell Williams, vice-president; Frank A 
Silver, secretary; Stanley H. Jenkins, as- 
sistant treasurer; and Joseph F. Schilp, 
assistant secretary. 

Both Teviah and Gilbert Sachs will con- 
tinue their association with the company 
in a consulting capacity. 


on 


newly 
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| Thru our Dignified 
Hoffman Elected Chairman | and Profitable 


Of Joint Defense Appeal | AUCTION SALE | 


Philip E. Hoffman, prominent jewelry 
Most Recent Sales Conducted: 


industry counsel, was elected chairman of | 
the Joint Defense Appeal National Coun- 
cil at the 10th annual meeting of the Budds’ Jewelers Bradford, Pa. 
’ 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 


ec uncil at the Roosevelt Hotel, New York, 
on October 22. | 
WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


Your reputation will be quarded. 


You will have a more popular store 
when sale is over. 


Your business will be permanently in- 
creased. 


We will interview you of our expense 
without obligation te you. 


We specialize in buying stores for 
cash. 


WRITE — WIRE — PHONE 


COLMES « BRILL | 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 


ii i - = — 
OO SS — <_< 
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PHILIP E. HOFFMAN 


Hoffman is chairman of the Coordinat- 
ing Committee of the national retail jew- 








NATIONALLY ADVERTISED 


$7784 
JUNGHANS 
5 YEAR ATO 
MANTEL CLOCK 


| with oval shape 
glass dome and 
polished brass 
base. Operates 5 
years on a single 
dry cell battery. 
Measures 9” x 
814” 


KEYSTONE 
"1 


Specially priced 





Sole U. 8. Agents for Junghans 
SEND FOR NEW CATALOG & PRICE LIST 


HENRY COEHLER CO., INC. 








101 Sth Ave., Mew York 3, MN. Y. 1524 Merchandise Mert, Chicage 11, Iilineis 
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Raimond Sterling Frames 
Make Perfect Gifts 


Compare for quality, style and 
finish. Priced right. Send for 
ilustrated Catalog and Price List 


Seid by leading Jewelers 
coest-to-coast 


RAIMOND, INC. 


MALDEN 48, MASS. 

















basic 
trade 
advertising 


JEWELERS’ 


BUYERS 
GUIDE 





« USED ——*For Daily Reference 


e USED ~-—When the Buying epee 


e USED ~The Entire Year ‘round 


*Of 56,000 Germs curvered, 64.6% stated they aved the J.5.6. 


dally of at least enee « week, 











BAUMGOLD BROTHERS MOVE INTO NEW OFFICE 


DIAMONDS ON DISPLAY: Baumgold's windows at 580 Fifth Ave., New York, emphasise 











quality of company's products. Window at left contains loose diamonds around a moving 
globe to symbolize exclusive “Circle of Light” polishing technique. Center window shows 
rings set with heart-shaped diamonds, and righthand window contains products of Diamond 


Baumgold Brothers, Inc., recently moved 
into modernized offices at 580 Fifth Ave.., 
New York. The diamond cutting firm now 
occupies the entire 17th floor. 


Lubbock Store Draws 3.000 


About 3,000 people visited the new home 
of King Jewelry, 1207 Broadway, Lubbock, 
Texas, when the firm celebrated its grand 
opening recently. Four of the visitors won 
prizes which a $250 diamond 
ring, a $75 watch, a $35 watch and a box 


included 


of candy. 





* Retailers 
* Manufacturers 


* Wholesalers 


* Importers 


Insure your sell 
ing job to the 
Trade by placing 
your 
ment in the nex 
issue! 


FOR DETAILS | 


Write, Wire or Phone 


JEWELERS’ 
BUYERS 
GUIDE 


1475 Broadway, N. Y. 36 
OXford 5-515] 
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advertise. 


Tool Research Corp., a division of the company. 





’ 


| 


Entirely air conditioned, the new quar- 
ters include diamond sorting rooms, pri- 
vate offices and a conference room in mod- 


ern decor and furnishings 


Federal Trade Commission 
Plans Investigations Into 
‘Bait Advertising’ Cases 


Bait advertising, unfair to the legitimate 
merchant and a menace to many consun> 
ers, is coming under the heavy guns of a 
special drive by the Federal Trade Com. 
mission. 

In addition to making special investiga- 
that smack of 
Commission is 


tions of advertisements 
“baiting” 
undertaking a special educational program 
to alert potential victims. The FTC offers 
a five-point guide to help consumers spot 
bait ads, warning them against: 

A product priced at a startlingly lower 
price than charged at other stores; relue- 
tance by salesmen to show the advertised 


customers, the 


product; disparagement of the advertised 
product and salesmen on 
showing more expensive 
tions that the advertised product is only 
a floor sample, and that long delay will be 
encountered in getting others like it, and 


insistence by 


types; explana- 


a sell out of the “bargain” in a sus- 
piciously short time. 
FTC chairman John W. Gwynne says 


bait advertising “is a menace to the hon- 
est business community and to the public.” 
The Commission warns that bait advertis 
ing is often used to lure women of emall 
means or aged pensioners into buying arti- 
cles they couldn't pay for. 

The main purpose of offering a product 


or service at a spectacularly low price, 
without any intention of selling it. is to 


establish direct contact with people who 
want or need the product or the service. 
and then sell quality products at regular 
and often inflated prices. 
Bait advertising is most 
sale of sewing machines, vacuum cleaners, 
furniture, electrical appliances, radio and 
TV sets, and in repair services. In order 


prevalent in 


to get around fair trade laws, baiters often 
use rebuilt goods, FTC says. 
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> In December three more employees 
pleted a quarter-century of service with 
the Elgin National Watch Co.: Mrs. Fred 
J. Miller, a gilder and assembler; Miss 
Cecilia O'Donnell, who has worked in 
seven departments of the company; and 
Fred W. Fohrman, a service department 
expediter, who joined the corpany shortly 
after he was graduated from high school. 
> Mr. & Mrs. Roger Whitehead, of James 
H. Napier Co., 36 South State 5St., visited 
their many relatives and friends through- 
out the South during the Christmas holli- 


days. 
> Samuel Feldman & Son, manufacturers 
representatives, have moved their show- 


rooms from 29 East Madison to new, mod- 
ern quarters in room 1576 in the Merchan- 
dise Mart. 

> Mr. & Mrs. Leonard B. Lewy, Lewy & 
Goodman, 29 East Madison, accompanied 
by their son Tom, spent the Christmas 
holidays in Miami Shores, Florida. There 
they visited with another son, James K. 
Lewy, their daughter-in-law and grand- 
children. 

> In line with their expansion program, 
Uncas Manufacturing Co., of Providence, 
R. L, will be moving to their new show- 
rooms at 29 East Madison, in January. 
The new «quarters are modern and air. 
conditioned, and will be staffed at all 
times to take care of customers in the 
Midwest area. Joe Benson, Midwest rep- 
resentative, will be in charge. 

> The SOth wedding anniversary of the 
Carl Thomas’ was celebrated in November 
with an open house reception for 130 
guests. The couple, both born and raised 
in Chicago, were married November 5, 
1905. Mr. Thomas has been a manufactur- 


Watch and Clock Collectors 
Hear Talk by Expert on Woods 


The Mid-West Chapter of the National 
Association of Watch and Clock Collectors 
joined the Illinois Watchmakers Associa- 
tion in a dinner meeting in Chicago on 
November 15, to hear O. A. Oaks present 
the “Romance of the Woods of the World.” 
Oaks, a teacher, author and collector, 
brought some of his 3,000 wood samples, 
including white, black, red, pink, purple, 
hard, soft, and sacred woods. 

The technical part of the meeting was 
devoted to demonstrations and discus- 
sions of several new tools recently intro- 
duced to the watchmaking trade. One, the 
“Elimag” by the makers of the Watch. 
master, demagnetizes watches, steel partes, 
and tools. Another was the new “Presto 
Electric” band sizer which was demon- 
strated by C. D. Gustafson, ite inventor. 

The next meeting of the Illinois Watch. 
makers Association will be held on Jan- 
wary 17 at the Blue Note, Chicago, at 
which time the technical discussion will 
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com- 


ing jeweler for 52 years, and his business 
is now located at 27 East Monroe. They 
have a son, Robert of Urupuan, Mexico, a 
daughter and two grandchildren. 

> Al Greene, mid-western sales representa- 
tive for the Longines-Wittnauer Watch Co., 
29 East Madison, spent the Christmas and 
New Year holidays in the Virgin Islands 
and Puerto Rico. From there he joined 
his associate, Adolphe Gundee and Mrs. 
Gundee, to attend the company’s annual 
January sales meeting in New York. 

> To start the new year more promptly, 
the sales representatives of Pakula & Co., 
218 South Wabash, took their vacations a 
week earlier than in previous years. By 
so doing, the sales staff was able to get 
on the road with their advance line for 
1956 on January 2. 

> On December 7 the Elgin National 
Watch Company paid the second half of 
a $486,442 wage bonus to 4,369 eligible 
employees under the company's 19-year- 
old profit sharing program. 

> Mrs. Hattie Kaden, 92, the widow of a 
jeweler, Julius Kaden, died on November 
ll. Surviving are two daughters. 

> Starting its SOth year of publication, 
the National Jeweler has been purchased 
by Ellis Publications of New York. Be- 
ginning with the January 1956 issue, the 
magazine will incorporated with 
Jewelry, previously published by Ellis, and 
will be increased in size to 8% inches by 
11% inches. Publisher of the new maga- 
zine, which will retain the National Jeweler 
title, will be Harry J. Bromley and the 
editor will be Morton Sarret. George En- 
glehart, former publisher of National 
Jeweler, will remain in charge of the Chi- 
cago office as midwest sales representative. 


be 


the 
according to Herb John 


revolve around 
Watchmaking,” 
son, secretary. 


Missouri-IIlinois Jewelers 
Send Out First Newsletter 


The first issue of the Missouri-Illinois 
Jewelers Association newsletter was mailed 
to members on December 5. Contents of 
the newsletter included the preamble to 
the association's constitution, a resume of 
the most recent meeting of the group at 
the Statler Hotel, St. Louis; and reports 
from various committee chairmen. 

Members were urged to use the asso 
ciation’s seal on their doors or 
their stores, and to make use of the as 
sociation’s emblem in their advertising. 
The emblem consists of an enlarged dia- 
mond surrounded by the inscription: “De. 
pendable Jewelers in Greater St. Louis.” 




















“New Technique in | 





inside | 


Officers of the association are Clinton | 


Brooks, president; Clem Wolff, 


dent ; 


Buescher, treasurer. 


vice-presi- 


Elden Wanner, secretary and Charles | 














144 CROWNS 





Fit for a Queen 
(or a King) 





(2 
4! ouny MOST POPULAR SIZES 


as 





These crowns will fit 90% 
of the watches you repair. 
And what a fit! Each is ex- 
actly the right mm size, each 
has a perfect thread. The 
extra fine finish is buffed to 
high polish. Easy to find, | 
a bottle with 
chart. 36 white, 
36 rose. You'll save time 
working with these finer 
crowns increase 


to detailed 


72 yellow, 


and cus 


tomer satisfaction. 


Crown System No. 25—$25.75. 
ASK YOUR WEWALL JOBBER 
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Jack T. Goldman & Co. 


29 East Madison Street, Chicage 2, IMinels 
FOR THE LARGEST ASSORTMENT OF 


14K Diamond Earrings & Scarf Pins 


PRICES FROM 615.00 TO $800.00 


Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


Sandler Welcome Memo fare ann 














Water ar _on 


My enema TY 

HOROLOGICAL DIVIBION 

. Cc Peoria, tli. 
Students mey enroll of any time of the yeor 
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29 East Madison Street, Chicago 3, Illinois 
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Are you getting your share of the 
STONE-OFP -THE-MONTH Business? 


Garnet 
January Birthstone 


Genuine Bohemian Garnet Jeweiry 


Old World Craftsmanship 
Reasonably Priced. 
Wide selection of Rings 
all 10 K gold. 


Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicage 2, lilinols 

















Staffs-Stems At Unbeatable Prices 


Stale: Ghe; Steme: SOe (1 dz. per coal.) for all Gwies 
& American Watehes, best genuine Swise high pre- 
cleien quality; perfeet Mt and interchangeability 


SAME DAY SERVICE 


MODERN TECHNICAL SUPPLY CO. 
Dept. | CK, 55 West 42nd Street, New York 36, MH, Y, 











STOP SILVER TARNISH! 


: Use PRO-TEX-SIL 
now in the new 


SPRAY-ON Can 


) vy, Mesafectoring 
sar nde secre tons mae. 





for Nationally 
Known Lines 


Now in our own building with Greater 


Facilities for Better Service 


7 a 
INGRAHAM LATAUSCA OORMEYER 
if REMINGTON 


VULCA OSTER 
ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


Cetolog Twice Yearly * Ask for Yours Today 
JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


326 Weet Medison Street, Chicago 4, Minels 
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HEADQUARTERS 


WESTINGHOUSE 





Members of the national sales organization of the U. S$. Time Corp. met during the first 
week of December at the Hotel Warwick, New York, to plan the 1956 Timex sales program. 
Robert Mohr, sales director, is fifth from left, center row. 


Southeast Retail Jewelers 
Hold Election of Officers 


The annual banquet of the Southeast 
Retail Jewelers Association, Los Angeles, 
was held at Huntington Park on Novem. 
ber 9. Members aleo celebrated the 28th 
anniversary of the association—-probably 
the oldest of its kind in the west—on the 
same date. 

The following officers were elected: 
John R. Wire, of Setterberg’s, Norwalk, 
president, and George 0. Wilson, of Ralph 
W. Wilson, South Gate, vice-president. 
Reelected were Floyd Hawley, Compton, 
secretary, and Jack Hamm, Los Angeles, 
treasurer, 

H. W. Ostermier, Podmore’s, Hunting- 
ton Park, recalled that the organization 
had supplied the California Retail Jewel. 
ers Association with four presidents, the 
late Clarence Runyon, founder of both 
the state and regional groups; George Fin- 
ley, Martin Thomas and himself. 

Ralph Wilson, South Gate, was the 
chairman of the evening and the Hon. 
Frank Bonelli, former mayor of Hunting- 
ton Park and currently a member of the 
city council and the California State As- 
sembly, was the guest speaker. Dr. H. 
Atlantis Sudbury gave the invocation. 

Tom Baxter, Baxter's Jewelers, South 
Gate, was named program chairman for 
the January meeting. 


Record Attendance Expected 
At Annual Pittsburgh Fair 


More than 5,000 buyers from five states 
are expected to attend the annual Pitts- 
burgh Jewelry and Gift Fair that will be 
held at the William Penn Hotel from 
Auguat 12-15. 

Sponsored by the Retail Jewelers Asso- 
ciation of Western Pennsylvania the 
jewelry and gift fair will again be under 
the management of Herman M. Hollander. 
He reports that most of last year’s ex- 
hibitors have again reserved space and 
that many new companies will be added 
to the list of exhibitors. 


Internal Revenue Service 
Clarifies Trade-In Tax 


The Internal Revenue Service has ruled 
that excise tax credit, in trade-in trans- 
actions where the title has not passed to 
the buyer, or in the case of a trade dis 
count, may be claimed retroactively with- 
in the applicable statute of limitations. 
Clarification of the trade-in tax picture 
was made by IRS in a letter to Bernard 
N. Burnstine, executive vice-chairman of 
the Jewelry Industry Tax Committee. 

The ruling stated that a refund or credit 
may be claimed, based on Revenue Ruling 
55-562, covering allowable readjustment in 
the sale price on any transaction involving 
a trade discount, provided it is claimed 
within the period prescribed by law. 

Mr. Burnstine stated that the taxpayer 
must establish the fact that he has paid 
tu the purchaser the amount of the tax 
claimed or has secured written consent of 
the purchaser to the allowance of the re- 
fund or credit. 

Revenue Ruling 55-562 states that tax 
credit may be claimed if title has not 
passed and where a trade discount is 
recognized in watch trade-in sales. 

IRS has refused to exclude watch trade- 
ins from the tax base except in the case 
when: 1) suppliers of the watches par- 
ticipated in the program; 2) a fixed 
amount was allowed on any old watch; 3) 
the allowance was not determined by any 
process of bargaining. and 4) the allow. 
ance has no real significance in fixing the 
amount paid for the new watch 


Dayton Unit is Sold 


Jack E. Potasky, president of Marcy's 
Jewelers, Inc., 20 West Fourth St., Day- 
ton, Ohio, has announced that he has sold 
the store to Nick Rossin. He is still the 
owner of Ross Jewelers, Chillicothe, and 
Hill’s Jewelers, Piqua, Ohio, and reports 
that he expects to acquire other stores in 
the near future 
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> The annual dinner meeting and elec- 
tion of directors of the Cincinnati Whole- 
sale and Manufacturing Jewelers Associa- 
tion was scheduled for January 12 at the 
Glenn Schmidt restaurant in nearby New- 
port, Ky. As usual, the arrangements com- 


mittee was headed by Clarence Loeb of 


Litwin & Sons, Inc.. manufacturers at 114 
West Sixth St. 
> Five directors of the Cincinnati 24 


Karat Club will be elected at an annual 
dinner meeting in January. Can- 
didates were by a nominating 
committee composed of Harry W. Schwett- 
man, chairman; Edward Cummings, Rob- 
ert Hengehold, Ray F. Kirkendall and 
Charles E. Richter. Harold R. “Doc” 
Haerr of the Gruen Watch Co. is the re- 
tiring president. 

> William F. Schumer & Son, Inc.. a 30- 
year-old manufacturing East 
Fifth St., are rearranging their quarters 
for greater efficiency and convenience of 
customers. The engagement of Miss Joyce 
Keuper and John W. Schumer, son of 
Willis Schumer, president of the firm, has 
been announced. He will graduate from 
the University of Cincinnati next June, 
and then will become associated with the 
business. 

* Business trips were made recentiy by 
George E. Brown of the Gerwe Brown 
Co., wholesalers at 817 Main St., to New 
York City; Eugene Swigart, president of 
E. & J. Swigart Co., jewelers’ supplies at 


early 


selected 


firm at 5 


gb CINCINNATI 


34 West Sixth St.. to New York and 
Washington, D. C., and Gilbert Faigle of 
Joseph Faigle & Sons, manufacturers at 
2219 Quebec Road. 

> Each of the three local daily newspapers 
printed large jewelry sections during early 
December with the advertising coopera- 
tion of numerous retailers in the Greater 


Cincinnati area. The activity represented 





the local phase of the “Operation Cherub” | 


promotion of the Jewelry Industry Council. 
> Whitehouse Brothers, manufacturers of 
diamond and platinum jewelry, and located 
for 36 years at 5 East Third St.. moved 
in early January to the cighth floor of the 
Duttenhofer Building at 228 East Sixth 
St. The business has owned since 
1939 by Joseph Vogeleang and George A. 
Schmitz. 


been 


> Esberger Brothers, retailers, located at 
1133 Vine St. for 74 the 
store in late December. 
founded by Charles Esberger, and for a 
number of years has been operated by his 
sons, Albert and Hubert ksberger. 


years. closed 


> E. & J. Swigart Co., jewelers’ supplies 
at 34 West Sixth St., staged an annual 
Christmas party for employes and their 
friends on December 17 at Grammer’s 
Restaurant. 

> Clarence Loeb of Litwin & Sons, Ine., 
left in December with his wife for 
an annual five-week vacation at Hollywood, 


Fla. 





Small Business Administration 
Issues Stock Control Leaflet 


A leaflet with aids to help owners of 
smal! stores keep close track of inventories, 
as a guide to more profitable sales, has 
been issued by the Small Business Admin- 
istration. 

Described in the leaflet is a simple, yet 
adequate stock-control record-keeping sys 
tem, along with sample charts showing how 
the system works. 

A recent survey of 16] small stores in 
the New York City area, conducted by the 
New York University School of Retailing, 
discloses that the “vast majority of emaller 
retailers are unaware of the procedures, 
costs, or benefits of merchandising control 


systems.” 

The SBA booklet, “Basie Stock Control 
for Small Stores,” prepared by Prof. 
Daniel J. James of the University of 


Arkansas, is available from any SBA field 
ofice or from the SBA main office, Wash- 
ington 25, D. C 

Two other dealer 
SBA are a_ booklet 
small retailers build better 
employee booklet 
scribing to what extent small businesemen 
are regulated by the Federal 
Act when selling stocks 
raise capital. 


available from 
describing methods 


aids 
can wee to 
relations, and a de- 
Securities 


and bonds to 
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Toledo Industrialist Suggests 
Aid for Areas with Unemployed 


Communities with unemploy- 
ment—-and thus slow sales by merchants— 
should be helped by federal government 
loans of up to $90 million for construction 
of modern one-story plants to attract new 
industries. 


chronic 


The proposal, made to Congress by 4 
Toledo, Ohio, industrialist, calls for the 
government to areas 4at- 
tract new industries and thus provide new 
employment oppertunities for these com- 
munities. The loans would go to existing 
industrial areas, and also farm areas which 
are depressed. 


help distressed 


Aircraft Clock Contract 
Awarded to Elgin Watch Co. 


The Elgin National Watch Co. has been 
awarded a contract to produce precision 
aircraft clocks for the nation’s air arm. 

The high precision are 
among the first military clocks to incor- 
porate Elgin’s unbreakable 
mainspring. This is important in high- 
altitude flights where springs have a ten- 


instruments 


“DuraPower” 


dency to snap due to humidity and fast 
temperature changes 


The business was | 
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HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 E. Fourth Street, Clacinnati 2, Ohie 
Distributors 
Diamonds 
Silverware 
Electric Shavers 


Jewelry 
Clocks 
Appliances 


55 Years of Service Plus 


Write for our 1956 Red Book 
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i= the House of F) tine Craftsmanship 
+ Engraved Wedding Invitations 
= prepared for these 
~ CUSTOMERS of the JEWELER 
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E Here is additional money fer you. plus the 
satisfaction of dowmg a complete job for your 
most particular customers Wf you wish to take 
orders tor Wedding invitations, Thank-you 
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| wonder if many people fully realize 
what a great scientific achievement the 
television set is. Most viewers take it 
for granted, Flip a dial and a football 
game 3,000 miles away comes in clear 


and steady, This is man's endowment to 
the future generation, This is progress. 


|, for one, enjoy TV immensely (even 
the commercials). There is one com- 
mercial in particular that always makes 
me think of advancement and scien- 
tifie achievement. It's the General 
Fleetric announcements about new de- 
velopments in industry. Their slogan 
seems to sum up America on the move. 
When they say, “Progress is our most 
important product,” they typify this 
great country’s thirst for new develop- 
ments, 


We at Cirele think in G.E, terms, 
Progress, too, is one of our most im- 
portant products. Our vast jewelry 
making facilities are always available 
for creative thinking. New items are 
the lifeblood of the jewelry business, 
and we intend to give a daily trans- 
fusion to keep it hale and hearty. 


However, you, the wholesaler are « 
vital cog in turning the wheels of 
progress. You must be continually 
thinking of new items for your cus 
tomers. We're ready, willing and able 
to listen to all new creative thinking. 
Our facilities are always available .. . 
our production is geared to mass pro- 
duction. Why not Bae in and see how 
you can make progress pay off in cus 
tomer satisfaction. 

Ren Gartner 


Sold Through Wholesalers Only 


CIRCLE 


JEWELRY PRODUCTS 


The House of Rhodium 
146 W. 24th St. WN. OY. 
AL 6.3608 
Soles Office: 303 Fifth Ave 
By Appointment 











Oklahoma Jewelers in the News 


> Bowen Jewelry, Bixby, recently dic 
played a doll with a dress, said to be an 
exact replica of Queen Elizabeth's wed- 
ding gown, in ite window. The doll, com- 
plete to the point of having pierced ears 
and earrings, drew much attention to the 
store, according to reports, 

> The Davenport Jewelry Store, Sulphur, 
recently celebrated its 5ist birthday with 
a week-long sale. T. K. Davenport is the 
owner. 

> Dunnegan’s Jewelry opened recently at 
104 East Glaydas, Hooker. “Red” Dunne- 
gan, the owner, is offering diamonds, 
watches, rings and a watch repair service. 
> W. A. Perry Jewelers is celebrating its 
25th anniversary in Okmulgee. The firm 
was established in 1930 at 107 South 
Grand and 20 years later moved to its 
present location at 203 West Main St. 

> Rosenfield Jewelers, Oklahoma City, re- 
cently opened a store at 912 Main St., 
Duncan. William R. Smith is the mana- 
ger. Lester Shoshone, a member of the 
Rosenfield firm, said that the Duncan store 
will be operated as a subsidiary. 

> Damron Jewelers, Elk City, recently 
celebrated its fifth anniversary with a 
week-long sale. A feature of the sale was 
the registration of store visitore. An Elgin 
watch was presented to the lucky winner. 
Harold Damron established the business in 
the Westland Theatre Building. Later he 
moved the business to larger quarters 120 
South Main St. 

> Rainwater Jewelry was opened Novem- 
ber 14 at 23 South Way, Sapulpa. Roy 
Rainwater is the owner. Stock will in- 
clude diamonds, watches and giftwares. 
> McEntee.Jewelers, located at the corner 
of Main and Harvey Sts., Oklahoma City, 
recently observed the 50th anniversary of 
the firm, which was founded in 1905. The 
store’s golden anniversary sale featured 
numerous items of merchandise at reduced 
prices including a 17-jewel water-resistant 
and shock resistant watch for $17.50. 

> The Thomas Jewelry Store, Bartlesville, 
held its formal opening during the firet 
week of December. Located in the Pen- 
nington Hills Plaza, the store is operated 
by Harold D. Thomas. He is a former 
employee of Jay's Jewelry, Nowata. 

> The entire stock of the C, F. White and 
Son jewelry store, Guthrie, was sold by 
auction, starting on December 1. The 
business, established by the late C. F. 
White in 1889, before the settlement was 
a year old, was the city’s oldest jewelry 
firm. To stimulate interest in the sale, 
a diamond ring was given away daily to 
one of the persons registered at the auc- 
tion. 

> Cooperating with sponsors of a local 
benefit style show, two Bristow jewelers 
shared the resulting good will. The show 
was staged in the Bristow Junier High 
School auditorium. The two stores were 
the Lyle J. Harvat store and Silver's Dia- 
mond Shop. Harvat’s supplied earrings 
set with brilliants, expansion bracelets and 
rhinestone pins, while Silver's responded 
with costume jewelry, watches and rings. 
Mr. and Mrs. Lyle J. Harvat operate one 


store, and Mr. and Mrs. Manuel Silver the 
other, 

> Diamond rings presented by John E. 
Holtzclaw, Alva jeweler, to three “queens” 
in a “Cinderella Coronation Revue” 
brought considerable favorable publicity 
to the Holtzclaw Jewelry Store. The revue 
launched a homecoming celebration for 
three Northwestern State College campus 
queens. Each ring was especially designed 
in the Holtzclaw shop. 

> A new jewelry shop, specializing in 
fashion jewelry exclusively, has been open- 
ed in the new Enterprise Building, 526 
South Boston Ave. Tulsa. The store, 
owned by Mr. and Mrs. Charles D. Filtsch, 
has been named Betty’s Jewel Shop. It 
opened December 10. 

> Wallace Davis, formerly with Gray's 
jewelry store, Tulsa, recently joined the 
Walton J. Miller store in Sapulpa. Davis 
is a graduate of the Kansas City School 
of Watchmaking. 

» New partner in the Holcomb jewelry 
store, Atoka, is J. W. Cox, jewelry re 
pairman, from Brownfield, Texas. 

> KR. B. Shedrick, Edmond, recently added 
a second man to its watch repair depart- 
ment. He is R. B. Ardray, a graduate 
of the School of Watch Repair, South- 
western State College. He was formerly 
employed in Ardmore, Okla. 

>» George Hood is the new owner of the 
John F. Baker jewelry store, Chandler. 
A watch repair man since he retired from 
the hardware business some time ago, 
Hood will continue to operate the store 
at the same location it has occupied for 
the past 12 years. Mr. Baker, who is mov- 
ing to California, will open a jewelry 
store there. 

> Joe Lisenby’s jewelry store, Holdenville, 
recently celebrated completion of expan- 
sion and remodeling of the store located 
at 118% East Main St. The old shop had 
a frontage of only 12 feet while the re- 
modeled version has a 30-foot front. 
Lisenby reports that he opened his first 
store ten years ago in the Lee Hotel, 
moved a year later to 120 East Main 5t., 
and two years later to the present loca- 
tion. He started his first store with a 
capital of $200 and now values his inven- 
tory at more than $29,000 including $6,000 
worth of watch materials. 

> Willard Mote, Sr., of Mote’s Jewelry, 
208 East Grand Ave., Ponca City, has been 
appointed watch inspector for the Rock 
Island Railroad. He is already an in- 
spector for the Santa Fe Railroad 


Dayton Store Closes Doors 


A. Ellman and Co. 9-17 Third St. 
Arcade, Dayton, Ohio, the oldest store in 
the city under one ownership, has gone 
out of business, according to an announce- 
ment by Mrs. Mary Eliman. 

The store, founded by Abe Eliman in 
1899, has closed “due to the pressures of 
modern credit buying systems,” Mrs. Ell- 
man said. She has been operating the 
store since the death of her husband. 
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> Arthur B. Rae, Southern California rep 
resentative of the Jewelers Board of Trade. 
is now located at 3011 Orange Ave., La 
Crescenta. 

> George Gillingham, Croton Watch Co. 
representative in Southern California and 
Arizona, has moved to new quarters at 
262 Quadro Vecchio Drive, Pacific Pali- 
sades. 

> The H. and R. Jewelry Co., 424 South 
Broadway, Los Angeles, founded by Mau- 
rice Hershon who died last May, has been 
purchased by Max Roseman, well known 
in the men’s apparel field. Formerly sales 
manager of LaJolla Sports, men’s clothes 
manufacturer, he was also sales manager 
and southwest representative for Louart 
Corp. for ten years. Roseman reports that 
future plans for the company call for ex- 
tension of the personalized jewelry line. 
In current production is a new line of 
gold and silver cuff links, featuring com- 
mon first names for men instead of in- 
itials. The company also makes tie pins, 
charms and initialed rings 
jewelry including ring mountings, clasps, 
charms, brooches, and novelty 
order items. 

> Members of the Los 
Francisco members of the California 
Wholesale Jewelers Association remained 
open on three Sundays during December, 
from 9 A. M. until 2 P. M., for the con- 
venience of jewelers during the peak pre- 
Christmas selling season. 

> Hoffman and Brumm has purchased the 
William E. Gallucci jewelry manufactur. 
ing business, 220 West Fifth St., 
Angeles. 

> The Broder Marks Co., 448 South Hill 
St.. Los Angeles, has appointed Arthur 
Fein as manager of the firm's diamond de- 
partment. Well known in diamond circles 
in New York, Antwerp and South Africa, 
he was recently in New York purchasing 
larger stones for Broder Marks. 

> A. Di Cristina and Sons has moved 
from 228 West Fourth St.. Los Angeles, 
to 220 West Fifth St., suite 807. 

> Henry Stohiton, 2283 Chestnut St., San 
Francisco, has moved his “watch hospital” 
to new and larger quarters next to his 


and gold 


made-to- 


Angeles and San 


Los 


store, 

> Jack Busch has been appointed manager 
of the new Crown Jewelry store, 37 South 
First St.. San Jose. He has been associ- 
ated with the jewelry business since 1938. 
> Mrs. Helen Dable, widow of the late 
Roy J. Dable, 701 Pine St.. San Francisco, 
has joined the staff of Jenkel Jewelers, 
126 Post St. Mrs. Dable, who traveled with 
her husband for 23 years, had originally 
planned to continue representation of her 
husband's lines. 

> An unusual buyers’ party is being 
planned for the San Francisco Gift Show, 
according to the Western Merchandise Ex. 
hibitors Association. On February 7, a 
buyers’ wine-tasting party will be held in 


ron JANUARY, 1956 


WEST COAST 


the gold ballroom of the Sheraton Palace 
Hotel. The 32nd San Franciseo Gift Show 
will be held at Auditorium, 
Sheraton Palace, St. Francis and Sir Fran- 
cis Drake Hotels, and the Western Mer 
chandise Mart, from February 5-8. 


the Civic 


> The Portland Gift Show will be held 
February 12-15, the Seattle Gift Show 
February 19-22, and the Spokane Gift 


Show February 26-28. 

> The Morgan A. Chivers jewelry store 
has opened for business at 116 South 
Main St., Centerville, Cal. A gala opening 
was held with entertainment furnished by 
TV's Dusty Dales and his friends from 
the “Hoffman Hayride.” Door prizes in- 
cluded a diamond ring set and wrist 
watches, Chivers reports that business at 
the new location is so good that he has 
sold his Oakland store, Kurt and Chivers, 


8135 MacArthur Boulevard, to Robert 
Wong, who took possession on Novem- 
ber I, 

> William Borkhein, 80, founder of the 


California Watch Case Co., died November 
ll. Mr. Borkhein operated the firm until 
his retirement in 1945. He is survived by 
his widow, Mrs. Elvira Borkhein; a daugh. 
ter and two sisters. 

> Robert Domito, representative for New 
Hermes, Inc., for part of California, Ore- 


gon, Washington, Idaho, Nevada, Utah 
and Alaska, has moved to 81 Alvarado 
Rd., Berkeley. 

> Josefl-Holywood Inc., 129 East Provi- 


dencia St., Burbank, Cal., were hosts at 
a party at the Romanoff Beverly Hills 
Restaurant for members of the movie 
colony and the press. Joan Castle Joseff, 
proprietor of the costume jewelry firm, 
poured champagne from her punch bow! 
and glasses which are adorned with jewels 
said to be worth $10,000. The party served 
to introduce the latest in costume jewelry 
designed by the firm. 


Denver Gift and Jewelry Show 
To Be Held Week March 4-7 


The 23rd Denver Gift and Jewelry Show 
will be held at the Albany Hotel, Denver, 
Colo., from March 4-7. 

Displays will be in the game room, all 
mezzanine sample rooms, mezzanine booths 
and on the second and sixth floors of the 
hotel, 

Social events will include a buyers party 
on March 5 and a dinner-dance and en- 
tertainment on March 6. H. Wes Johneon, 
president of the Allied Exhibitors, man- 
ages the show. 


Opens Fourth Store 


Gordon's Quality Jewelers has opened 
its fourth store in the Dallas, Texas, area 
at 1019 East Irving Boulevard, Irving. 
John Kershner is the manager. 








Tired of profitless cleaning time to 


tarnish on silver and metal 
stock, end fingermarks on silver and 
showcases’? 


WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 








"SMOOTH AS SATIN" 


euts your time and effort. Cleans 
the toughest tarnish . . . retards oxi- 
dation (wiping with clean cloth re 
news original luster) . cleans, 
makes glass and metals resist finger- 
marks. Use New Lusren throughout 
your store. 


Looking for added sales? New 
Luster will please your customers 
and bring you extra profits. Fast- 
turnover, attractive 5 oz, package 
retails at $1.50. Stock it now! 


A full size of New Lusren will be 
mailed to any retailer or wholesaler 
on receipt of one dollar. 


EARL L. SMIT 


National Distributor 
315 W. Sth S$#., Los Angeles 13, Calif. 











NEW YORK STATE 


| WANT 10 BUY 


A 
JEWELRY STORE 


IN NORTHERN OR CENTRAL 


NEW YORK STATE 


CONTACT ME AT ONCE 
FOR QUICK ACTION 


Jewelers’ Circular-Keystone 
Box 'C., 1502," Chestnut & 56th Sts. 
Philadelphia 39, Pa. 










































































MADDOCK & MILLER, INC. 


CROWN DUCAL Diener ware FOLEY Bone China 
MASOM'S Ivenstone Ware IRISH BELLEER 
JOG BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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JOSIAH WEDGWOOD & SONS, INC. 
24 Bast 64th Street New York City 
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COMING 
EVENTS 


J A N U A R Y 


59--Miami Beach Gift and Jewelry 
Show, Roney Plaza Hotel, Miami Beach, 
Fla. 

7~Chieago Jewelers Association, 82nd 
Annual Banquet, Conrad Hilton Hotel, 
Chicago, Il. 

74.-4,reater Miami Gift Show, Miami 
Beach Auditorium, Miami, Fla. 

&ll-—-New Orleans Gift and Jewelry 
Show, Roosevelt Hotel, New Orleans, La. 

8-11-—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

§-12.-Accessories Show and “Boutique,” 
Park Sheraton Hotel, New York. 

10-17--Carlton House China, Glass and 
Gift Show, Carlton House, Pittsburgh, Pa. 

10-18-—Keystone China and Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

11-18—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

14--Twenty-Four Karat Club of the City 
of New York, 54th Annual Banquet, Wal- 
dorf Astoria Hotel, New York. 

15-18—Southeastern China, Glass and 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

15-19--Parker House Gift Show, Parker 
House, Boston, Mass. 

22.24-Carolina Gift Mart, Radio Cen- 
ter, Charlotte, N. C. 

22.27—-California Gift Show, Merchan- 
dise Mart Building, Biltmore and Alexan- 
dria Hotels and individual showrooms, Los 
Angeles, Cal. 

22.27..New York Home Furnishing Ac- 
cessories Show, New York Trade Show 
Building, New York. 

22.27.-New York Lamp Show, Hotel 
New Yorker and New York Trade Show 
Building, New York. 

99.1.Bufflalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 
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4—Boston Jewelers Club, Annual Ban- 
quet, Hotel Statler, Boston Mass. 

46—Inland Empire Gift Show, Daven- 
port Hotel, Spokane, Wash. 

48—Spring Jewelry Show, Detroit Sales 
Associates, Statler Hotel, Detroit, Mich. 

54—China, Glass, Gift and Jewelry 
Show, Civic Auditorium, Sheraton Palace, 
St. Francis and Sir Francis Drake Hotels, 
San Francisco, Cal. 

5-15--Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, IIL. 


6-17——China, Glass and Gift 
Merchandise Mart, Chicago, III. 

11-15--China, Glass, Gift and Jewelry 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Oregon. 

18-22--China, Glass, Gift and Jewelry 
Show, New Washington and Olympic Ho- 
tels and Civic Auditorium, Seattle, Wash- 
ington. 

19-20-—Texas Retail Jewelers Associa- 
tion, 50th Golden Anniversary Convention, 
Adolphus Hotel, Dallas, Texas. 

19-21--St. Louis Spring Gift Show, Stat- 
ler Hotel, St. Louis, Mo. 

19-22.-Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

19-22.-Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

19-24-Original Dallas Gift Show, Baker 
Hotel, Santa Fe Building, Dallas Mer- 
chandise Mart, Dallas, Texas. 

26-28--hina, Glass, Gift and Jewelry 
Show, Davenport Hotel, Spokane, Wash- 
ington. 

26-28 Omaha Midwest Gift Show, Pax- 
ton Hotel, Omaha, Neb. 

26-29-—-Ohio State Gift Show, 
Deshler-Hilton, Columbus, Ohio. 

26-2—-New York Gift Show, Hotel New 
Yorker and N. Y. Trade Show Building, 
New York. 

27-1—Market Week, 225 Fifth Ave., New 
York. 


Market, 


Hotel 


MARC H 


46--Pacific Northwest Retail Jewelers 
Convention, Multnomah Hotel, Portland, 
Oregon. 

47—Denver Gift and 
Hotel Albany, Denver, Col. 

4-7--Detroit Gift Show, Sheraton-Cadil- 
lac and Tuller Hotels, Detroit, Mich. 

48—Parker House Gift Show, Parker 
House, Boston, Mase. 

5-9.(Boston Gift Show, Hotel Statler, 
Boston, Mass. 

11-13—-Heart of America Gift Show, 
Continental Hotel, Kansas City, Mo. 

18-21--Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

18-21.Northwest Gift, Art and House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

18-21—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

25-28-——Indianapolis Gift Show, 
Claypool, Indianapolis, Indiana. 


Jewelry Show, 


Hotel 


National Convention Dates 


NJA—July 29-August 2, Conrad Hil- 
ton Hotel, Chicago. 

ANRJA—August 26-30, Waldorf-As- 
toria Hotel, New York. 


New du Pont Formula Provides 
Protection Against Tarnish 


An aerosol formulation which provides 
effective anti-tarnish protection to silver, 
has been developed by E. 1. du Pont de 
Nemours & Co. and is being offered free 
to the aerosol industry. 

The formulation, based on du Pont 
“Elvalan” vinyl polymer and “Freon” pro- 
pellant, provides a smooth, continuous, 
tough but pliable film. 
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_ UNIFORM GOLD PLATING FOR SMALL FINDINGS 





You get heavier, MORE UNI- 
FORM gold plate with our 
Spectralloy Process*. This proc- 
ess, which is unique with our 
plant, permits the deposit of four 
metals in alloy with gold. The re- 
sult is longer wearing, richer look- 
ing plate for your Fadionn Our 
modern, automatic equipment 
makes this better plating pos- 
sible at greater economy. Our 
plant is equipped with the latest 
type barrel plating machinery to 
also handle nickel, rhodium, an- 
tique gold, and other types of 
plating for small findings. 


Write for free catalogue, "The Science of Gold Plating” 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © WN. Y. 14, N. Y. 


AL 5-8677 
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STORE MEZZANINE AND BASEMENT 


6300 Sq. Ft. Street Level 
2400 Sq. Ft. Mezzanine 


Particularly suited for: 
Jewelry Exchange, 
Discount House, 


| 
| 
| 
| Appliance Field 


4500 Sq. Ft. Basement 


For further information please contact 


| 
OMNIA | 30 Broad St, N Y.C 
Paopenties, imc. § HA 2-0322 


BOWMAN TECHNICAL SCHOOL! 


very fine new book of facts about B.T-S. 
nd ite work: Your Future and Our Scheol, 
tells how you can benefit supremely by « 
B.TS. course, and will be wal 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pase the Certified Master 
Watchmaker tests of H. 1. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. 3. is the best 


SINCE 1887 


led you, free: 
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JMS Jewelry Manufacturing Co. 
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school,” and the bes jobs await Bowman 
graduates. 

Write for free book “Your Future and Oar 
Sehool” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancaster, Pa. 


Courses Approved for Kerean and Other Veterans 





























called old-fashioned, but | prefer gravers made of 
plain carbon or tool steel for staff work. I have had 
some difficulty buying gravers of temper to cut hubs 
in removing staffs from balances, Can you advise any- 
thing about rehardening gravers, or name any make of 
gravers that would be reliable for this purpose? (Ques- 
tion No, 6545) C, G, 


Answer--The quality and temper of tool-steel gravers 
on the market does vary. Once in a while among the 
gravers one uses, there may be found a tool that holds 
up unusually well in turning hardened and tempered 
stecl--steel of the “blue temper” that is mostly used for 
balance staffs, Should a graver like this (one that does 
not need continual resharpening when used on staffs) 
turn up among your supply, it is well to mark this tool 
so that it may be kept especially for cutting staff hubs 
or shoulders in removing staffs. One of these especially 
well-tempered gravers is apt to be found in any lot of 
almost any maker's product. 

But if you wish, you may try your skill in reharden- 
ing and tempering any graver instead of selecting one 
as suggested above. The most important thing is to 
heat the steel exactly to the correct degree before quench- 
ing it. This is a matter of experience resulting in a 
“trained eye’ for judging heat as indicated by color. 
Heat the steel until it becomes bright red, but not until 
it is “white hot.” Overheating is indicated when “blis- 
ters” begin to appear on the steel, Heating should cease 
before this stage is reached, On the other hand, a dark- 
red color is at too low a heat for good results. 

In judging heating-colors, it is important to dy the 
work always in the same light. In bright sunlight, you 
may overheat, since white-hot may appear to be only 
bright-red, and in a dark place, dark-red appears brighter 
than it should, Light is most uniform at all times at a 
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window that opens toward the north. After the steel 
reaches a clear bright red color, plunge it quickly into 
cold water. Nothing is better than cold water for this, 
in spite of all the nostrums and mixtures often recom- 
mended, After quenching, scour the steel clean with an 
emery-stick and slowly heat it just until it assumes a very 
light yellow color, at which temper it should easily cut 
blue-tempered steel and keep its edge without frequent 
resharpening. 


AIRSPRING COILS — What do you say about 

trouble often met of hairspring coils of bracelet 
watches, catching on regulator pins? How can this be 
prevented? (Question No, 6546) R. S. 


Answer—About the trouble caused watchmakers by 
hairsprings of bracelet watches catching and tangling 
with regulator pins, some of this may be due to con- 
structional faults in watches, which we will specify with 
suggestions for remedy. But, aside from this, it is true 
that there are persons who use their watches in ways 
that either cause or aggravate the trouble. If the cus- 
tomer is one of those who has more than normal trouble, 
it helps sometimes to inquire whether the watch is worn 
under conditions, such as in some sports or vocations, 
that subject the watch to unusually violent motions of 
the arm. If so, tactfully suggest special care. If this 
doesn’t do away with the trouble altogether, it at least 
helps prevent blame being given the jeweler or watch- 
maker, 

With flat hairsprings, if the regulator pins are found to 
extend down below the bottom of spring coils, these 
pins should be shortened to the level of the bottom of 
the coils and beveled so that the ends of the pins slope 
from their outsides down to where they are nearest to the 
outer coil of the spring. This gives nothing for a jumped 
coil to catch on. The coils of a Breguet spring very 
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WatchMaster return 
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Judge its greater 
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today. 
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me at the address noted at 
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rarely catch when the spring is trued and spaced prop 
erly. If any do catch, it will probably be found that the 
regulator pine are superfluously long, or the overcoil 
needlessly close to the main coils of the spring, or both 
these faults combined. In some extra-thin designs of 
movements, using overcoiled springs is avoided because 
of the little vertical space for the spring. Some Swiss 
watches with flat hairsprings have the old style “gate. 
block” regulator-pin device to prevent coils catching on 
pine, which it does very effectively. 


“LEANING AND OILING—After cleaning watches, 
| have been pegging out the pivot holes with orange- 
wood dipped in Paco Solvent denatured alcohol. Is this 
a good method? Another question—-I always oiled the 
loop of verge in clocks, that contacts the pendulum wire, 
but recently a man who learned the trade in Europe told 
me this should not be oiled. What is your opinion? 
(Question No, 6547) E. KR. 


Answer -We do not see anything in your method te 
criticize or change, except that it would be better not 
to dip your pegwood into “Paco” alcohol for pegging 
out the pivot holes after plates, bridges, etc., have been 
cleaned, If the cleaning has been well done all the foreign 
matter has been removed from the pivot holes and the 
customary pegging out is for the purpose of removing 
any slight film left by the evaporation of the last solution 
used, If you wet your pegwood with Paco solvent, there 
will be some of this left in the hole to evaporate after 
the pegwood is withdrawn, which may leave a slight 
film. Dry pegwood should be used, 

Most workmen oil the verge loop where it touches the 
pendulum rod but some do not, and there have been 
endless arguments about this between the two factions. 
This is one of those things for which there is no one 
“best” way. The most sensible decision seems to be to 
oil this place in all ordinary circumstances, but if a 
clock is for use in some unusually dusty surroundings, 
then do not oil the loop, as foreign material from the 
atmosphere would too quickly nullify the lubricating 
effect of the oil. 


SLOWING DOWN GRANDFATHER—A grandfather 
* clock here strikes very fast, and owner wants us to 
slow it down, But we are sure the fan-governor is origi- 
nal, and that it does not slip on its arbor. How can the 
striking be made much slower? (Question No. 6548) 


C. MM. E. 


Answer—-With the original fan, with sufficient fric- 
tion holding it to its arbor assured, the only thing we 
can suggest might cause excessively fast striking is too 
much weight on the striking train side of the clock. You 
could find the amount of weight needed to give the de- 
sired tempo to the striking by hanging on the pulley 
a small tin bucket or can, into which put varying amounts 
of lead shot or other bits of heavy material, until the 
striking sounds right. Then saw or have turned off of 
the weight enough iron to make it equal to the trial- 
weight. 
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To be sure, the above assumes that the train of the 
clock is in good order; that all of the wheels and pinions 
are tightly fastened to each other or to the arbors where 


they belong. This should be checked before doing any- 
thing about the weight. 


LD AMERICAN CLOCKS-—Will you please give us 
a list of books that would inform us about old 
American clocks, their makers, age, etc. and that would 
indicate where material could be obtained for repairing 
these clocks? (Question No. 6549) 5. R. 





Answer-—Books on the subject of former clock- 
makers in America, at present on the market for sale, 
are: “American Clocks and Clock Makers” by Carl W. 
Drepperd; “The Clock Book”, by Wallace Nutting, 
published by Old America Co., Framingham, Mass.; 
“The Old Clock Book”, by N. Hudson Moore, published 
by Frederick A. Stokes Co., New York; “Connecticut 
Clockmakers of the Eighteenth Century”, by Penrose R. 
Hoopes, published by Dodd Mead & Co., New York; 
“Time and Timekeepers”, by Willis I. Milham, published 
by the MacMillan Co., New York; and “The Book of 
American Clocks” by Brooks Palmer, published by The 
MacMillan Co., New York. 

But repair parts for clocks, the makers of which have 
long been out of business, are not kept in stock by 
material dealers, except such items as ordinary pendulum 
rods, standard patterns of hands, etc.—things needed 
for more recently made clocks, for which there is 
sufficient demand to justify carrying them in stock. 
Parts not in this category must be made to order when 
needed, This work is done by some of the trade-shops 
whose addresses may be found in the advertising columns 
of THe JeweLers’ CircuLAR-KEYSTONE. 


ERCURY NEEDED—1I have an old French clock 
with a mercury pendulum. Could you please tell 
me where | can get mercury as one of the glass bobs 
is broken? The mercury has got all over the brass 
case of the clock, The customer tried to wipe it off and 
it formed a plate over the brass. Could you please inform 





me how to remove that coating in order to get down to 
the original brass finish? (Question No. 6550) L. K. 


Answer—Liquid mercury is sold by dealers in drugs 
and chemicals. If your local drug store does not have 
this metal in stock, they could no doubt obtain it for 
you from a wholesale chemical dealer, The impregnated 
white coating on the case of the clock can be removed 
by heating the parts, over any smokeless flame like that 
of an alcohol lamp or bunsen gas burner, or by placing 
the parts on an electric hot-plate. After the original 
color of the metal is restored, let the work stand cooled 
for eight or ten hours. If any of the whiteness reappears 
from below the surface, heat the piece again, repeating 
this until the yellow color of the parts remains so. 
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A Pittsburgh |||) N-\/S\J) Stare Front! 


lt pays to keep up with the times . . . to 
have a store that’s smart, modern, in- 
viting. That's why so many forward 
looking jewelers have decided to mod- 
ernize ... and to use Pittsburgh Store 
Front Products. When you put a new 
Pittsburgh Open- Vision Store Front 
on your jewelry shop you are making 
an investment that will pay off for 
years to come, 

Take this shop, Thoma Jewelry, 
Piqua, Ohio. Before modernization it 


was just another plac e of business 


(\f)] PAINTS + GLASS - CHEMICALS 


PITTSBURGH 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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oe Be 


dignified and static. But after a com- 
plete face-lifting with a Pittsburgh 
Open- Vision lront, it now has distine- 
tlion—is an eye stopper and attention- 
getter. A number of Pittsburgh Prod. 
ucts were used on this job Pittco® 
Store Front Metal, Carrara” Struc. 
tural Glass, Herculite” Plate Glass 
Door and Pittsburgh Door Frame. 
For more information on Pittsburgh 
Store Fronts, just send in the coupon. 
We'll be happy to send you a free 


copy of our store front hooklet. 


BRUSHES + PLASTICS + FIBER GLASS 


7 a ae 


COMPANY 





=~ —__ _— ee ee = 
Pittsburgh Plate Glass Company | 
Reom 6107, 632 Fort Duquesne Bivd 
[ Pittsburgh 22, Pa : 
| Without obligation on my part, please 
j send me a FREE copy of your moderni- | 
’ sation booklet, “How Te Give Your | 
Store The Look That Sells.” i 
Name 
| PD ¢cesachee ctacesavdonedes : 
City State | 
[= —————— Sak Ee ee meee ad 
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New ‘Port of Call’ Series 
introduced by Anson, Inc. 


Inepired by TransWorld Airlines’ inter. 
national ports of call, Anson, Inc., is in- 
troducing a new line of men's cuff link 
and tie bar sete which reflect the fashion 
influence of the style capitals of the world. 
The new series is called “Port of Call.” 








From Britain, Italy, Franee, the Far 
Kast, Scandinavia and South of the Border 
comes inspiration for a variety of designs 
appealing to men. The sets will retail 
from $3.50 to $8.50. 

A comprehensive marketing and adver- 
tising program will be spearheaded by 
Bert Parks on the new “Stop the Music” 
TV show—carried by 70 major TV sta- 
tions in more than 300 leading markets 
from February through Father's Day, 
June 17. 

Motion displays, newspaper mats, TV 





film strips and radio commercials will be 
available, Photos show the motion win- 
dow display and a counter display tray. 
The display features a revolving wire 
globe, topped by an illuminated “Anson” 
sign. The tray contains 15 sets, featuring 
motifs. from Scandinavia, Italy and the 
Far East, in simulated black 
leather. 

TWA will make available 10,000 plastic 
miniatures of their planes and 5,000 travel 
posters. Twenty-thousand post cards will 
be mailed to jewelers from its ports of 
eall, 


boxes of 
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Landers, Frary and Clark 
Launches Extensive Promotion 


Landers, Frary & Clark, New Britain, 
Conn., maker of “Universal” housewares, 
is currently launching the largest first 
quarter electric housewares sales promo- 
tion program in Universal's history. 

Featured in the new promotion is a 
Universal B-cup “Festival Special” Coffee- 
matic, shown in the photo, to retail for a 
limited time at §21.95. 

National trade publications and con- 
sumer magazines, including Saturday Eve- 
ning Post, Look and McCall's, as well as 
newspapers in 33 key markets will be 
used to create local impact in the new 
promotion. 

The Festival Special features a flavor 
selector, redi-lite, cold water pump, heat 
sentinel, non-drip spout and pure copper- 
























chrome finish construction. Extensive 
dealer aids, including newspaper ad mats, 
radio and TV commercials and mailers, 
will be available. 


Leo Glass Announces Tie-In 
With Lucille Ball on New Line 


Leo Glass & Co., Inc., New York, is 
offering a new rhinestone necklace and 
earring ensemble promotion which ties-in 
with TV and movie star, Lucille Ball. 

The new line, distributed only through 
wholesalers, is called “Forever Darling,” 
which is the name of Mise Ball's forth 
coming MGM movie. The promotion in- 
cludes a die-cut, rayon fabric covered win 
dow display featuring a photo of Miss 
Ball. Four rhinestone and earring set 
can be displayed beneath the photo; if 
desired, two other sete in velvet-lined gilt 
boxes can be placed on either side of the 
centerpiece. The display and six boxes 
are provided with each order of six sets. 





‘Full View’ Mounting Said To 
Make Diamonds Appecr Larger 


The new “Full View” diamond ring 
mounting from Tessier & Weiss, Inc., 2389 
Vaux Hall Rd., Union, N. J., permite far 
greater amounts of light than has ever 
been possible before to enter all of the 
diamonds, mellee as well as center stone, 
according to an announcement from the 
firm. 

The new mounting, shown in the photo, 








The new 
~ Full View” 


mountings 












is said to increase the value of diamonds 
because the greater brilliance plus larger 
amounts of surface visible to the eye, pro- 
duces the appearance of more 
costly stones. The new Full View mount 
ing will be sold by wholesalers exclusively. 


larger, 


Amity Features Six Billfolds 
In New ‘Park Avenue’ Set 


Amity, West 
rently offering a new “Park Avenue” set 
featuring six men’s all-leather billfolds. 
They retail at $1.98. 

The set, shown in the photo, includes 
three tooled billfolds and three plain in 
black, brown and saddle tan cowhide or 
A colorful easeled self-display 
Each bill 


acetate 


Bend, Wisconsin is cur- 


steerhide. 
unit is included in the offer. 


fold is packaged in individual 





Dealer cost 


“see-through” gift packages. 
is $7.20. 
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"Operation Success’ TV Show 
Features Jacoby-Bender, Inc. 


Max Jacoby, president of Jacoby-Bender, 


Inc., was recently interviewed by 
and reporter, Quentin 
“Operation Success” 
on more than 70 T\ 
the country. 


show 


J-B is the only company in the jewelry 





field to appear on the program, devoted 
to showing examples of successful busi- 
nesses based upon the American concept of 
lree enterprise 

In addition to the interview, shown in 
the photo, a film tour of the J-B plant was 
shown. The film showed the operations in 
the production of J-B bands and the in- 
spections and 
distribution. 


tests given them prier to 
Prints of the film, l6mm 
sound, will be made available to industry 
groups throughout the country and will 
be shown at conventions and meetings in 
the United States and throughout the 
world during 1956. 


Ingrahem's New Display Deal 
Features 4 Wayfarer’ Alarms 


The E. Ingraham Co., Bristol, Conn., is 
currently offering retailers its display deal 
No. 197, which features the new Sentinel 
“Wayfarer” travel alarm. 


The deal 


includes a colorful, theft-re- 





ecard and four 


sistant Wayfarer alarms, 
shown in the photo. The alarms, which 
retail at $5.95, come with blue, red, tan 
and pigskin cases. They have golden color 
luminous dial and hands and measure 3% 
in. high x 3% in. wide when open. The 
display offer has a dealer cost of $17.12. 
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author 
Reynolds, on the 
which appears 
stations throughout 


Omega Campaign To Promote 
Selection as Olympic Watch 


Omega, which has timed the Olympics 
official 
1956 Olympic Games in 


since 1932, has been appointed 
watch for the 


Italy, Sweden and Australia. 


This honor will be highlighted by Omega 


in its 1956 advertising campaign, based on 


the slogan, “When time decides the issue, 
The firm's ads 


Omega decides the time.” 
will also offer a free 32-page illustrated 
brochure describing how the Olympics are 
timed. More than 400 different hand 
watches, electric units with built-in, timers, 
photo-finish cameras and other highly tech 
nical equipment, valued at $500,000, are 
required ; the brochure covers the use of 
this equipment with photos and simple 
copy. 

According to Omega advertising direc- 
tor Bernard M. Kliman, motion 
traveiing exhibit of 


picture 
hime and a timing 
equipment will be used for a special pub- 
supplementing the 


lic-relations program 


firm's increased ad schedule. 


Westclox Offers ‘La Sallita’ 
And ‘Zest’ Clocks in Pink 


Westclox, La Salle, Ill., is currently im 
troducing two new clocks -a spring alarm 
and an electric wall mode! 
of the newest fashion colors for the home 


in pink, one 


Shown in the photo is the alarm, “La 
Sallita Pink,” which is only 3 inches high 


lite metal case is dust resistant and its 





Other tea 
tick. bell alarm and 
It retails 


movement is rubber mounted, 
tures include quiet 
easy-set alarm indicator on dial 
at $4.50 or $5.50 with a luminous dial, 
The second clock, “Zest Pink,” has a 
large charcoal dial with easy-to-read nu 
hand-set knob and 
It retails at $6.95 


merals, unbreakable 


eryetal. 


Aureole Watch Co. Begins 
Direct Distribution in VU. S. 
The Aureole Watch Co.. 


Fonds, Switzerland, has commenced direct 


La Chaux-de- 


distribution in the | >. with general 
offices at 580 Fifth Ave.. New York. 
Aureole, established in 1868, has ape 
cialized in developing highly-styled, extra 
thin water-resistant watches. It manufac 
tures a complete line of ladies’ and men's 
models, including chronographa, 
alarms and other multi-purpose timepieces 


wrist 





New Factory and ‘Duette’ Line 
Part of Axel Bros. Expansion 


As part of an extensive expansion pro 
gram, Axel Bros, Inc.. maker of Colum 
bia “Tru-Fit” diamond rings, will 
move into the factory recently purchased 
from the Fairchild Camera & Instrument 


Co 


eoon 


The factory, shown in the photo, will 
consolidate all Axel Bros, operations, in 
cluding Columbia diamond rings and the 
Electronics division, With these expanded 
quarters, franchised Columbia dealers will 
gain in speeded up service and closer at 
tention to their individual needs, says the 
firm. 


A second part of the expansion is the 





Columbia 
bride and groom matched wide 


addition of a new line of 
“Dueties” 
wedding bands in a variety of atyles. This 
marks the firet time that the “Tru-Fit” 
feature has been incorporated into a wide 
wedding band 


Advertising Women Feature 
Tissot ‘Multiband’ as Prize 
A 14K 


watch 


Tissot multiband 


yellow gold 
with a pink sapphire crystal was 
the featured door prize at the recent “Pink 
Lady-——Fashion Cocktail Program” held 


at the Advertising Club in New York 


Photo shows Lillian Mechanic, member 
of the Women's Association of Allied Bev 
erage Industries, being presented with the 
Tissot watch by Helen Berg, vice-president 
of Her Majesty Underwear Co., who served 
as chairman of the program 


The program was presented to the 





W.A.A.BL. by 
of Advertising Women of New York, In 
io bring about a better understanding of 
advertising. 


the Education Committee 
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J. M. S. Jewelry Mfg. Co. 
Offers Earring Display Unit 


J, M. &. Jewelry Manufacturing Co., 
2%) Liberty Ave., Bloomfield, N. J.. is 
currently offering dealers a new earring 
display unit for the 1956 selling season. 

The unit, shown in the photo, displays 
one dozen packages of earrings next to a 







turntable. The unit can be 


revolving 
plugged into any etandard A.C. outlet. 


Longines Watches Chosen As 
Timers For U. S. Olympic Trials 


Longines watches have again been se- 
lected by the United States Olympic Com- 
mittee as official watches for timing all 
events for selecting members of the 1956 
United States Olympic Team. 

In the weeks ahead, athletes will be 
competing tor the honor of representing 
America in the international competition. 
During this process of elimination, Lon- 
gines Olympic Timere—which have been 
awarded Certificates of Accuracy by the 
Neuchatel Government Observatory —will 
be in the hands of accredited timing ofh- 
ciale 


New Farrington Case Covering 
Has Leather-Like Appearance 


Farrington Manufacturing Co., Indus 
trial Center, Needham Heights, Mass., 
maker of display packages and metal spe- 
cialties, is currently offering covering ma- 
terial of metalform finished with texol 
whieh gives a leather-like appearance. 





Photo shows two portable radios, Motor- 
ola and Capehart, in two “leather” grains 


in the material by Farrington 
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Campbell Tests Bulova Watches 
During Record Speed-Boct Run 


As one of the “maximum abuse” tests 
to which it is submitting its watches, 
Bulova recently attached four watches, in- 
cluding the Bulova “23,” to Don Camp 
bell’s speed-boat when it recently broke 
the world’s epeed record on Lake Mead, 
Nev. 

Campbell was officially timed at 216.2 
miles per hour, average epeed; he actually 
hit up to 239.5 miles per hour on one of 
his rune across the lake. The Bulova 
watches were placed on top and bottom of 
the starboard separ and front and back of 
the port spar. Shock-waves of the on 
rushing water subjected the watches to a 
severe battering, but each of them sur 
vived the test in perfect operating con 
dition. 


Gemex Offers New All-in-One 
Watchband Merchandising Unit 


As part of the biggest sales expansion 
program in the firm's 38-year history, The 
Gemex Corp. is currently offering a new 
all-in-one watchband department called 
the “Gemex Merchandiser.” 

The merchandiser, shown in the photo, 
serves as a stock-keeper and a display case. 
It focuses attention on the watchbands 
displayed under glass in velvet-cushioned 
removable trays. The unit measures 40 in. 


Pas 


‘ wel SS i r 





high by 30 in. wide by 24 in. deep and 
comes in a variety of finishes. It comes 
stocked with the new epring and summer 
Gemex line, featuring bands of simplified 
fitting and greater security. 


Freed Offers 50-Piece Display 
Kit for St. Valentine's Day 


Edwin Freed, Inc., 14 W. 23rd St., New 
York, manufacturer of jewelry display ma- 
terials, is offering retailers a 50-piece dis- 
play kit for use in promoting St. Valen- 
tine’s Day business. 

The kit, priced at $3.50, includes window 
streamers, window strips, pennants and a 
variety of die-cut hearts, All material is 
in color and set with appropriate selling 
copy 





Fiex-Let's "Thin Man Deluxe’ 
Now Available in Stainless 


Fliex-Let Corp., 580 Fifth Ave., New 
York, has announced that it is now offer- 
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ing its “Thin Man DeLuxe” men’s ex- 
pansion band in stainless steel. It will 
retail at $6.95. 

The new band, shown in the photo, fea- 
tures Flex-Let’s patented “Tru-Rivet” con- 
struction and carries an unconditional re- 
pair guarantee for the life of the band. 


‘Diamond Drag’ Marking Used 
For Hardened Aircraft Parts 


The “Diamond Drag” method of mark- 
ing precision parts of hardened steel, ti- 
tanium and other extremely hard materials 
is now being used and adopted by manu- 
facturers of aircraft engine parts, accord- 
ing to H. P. Preis Engraving Co., 645 
U. S. Highway 22, Hillside, N. J. 

The firm’s Diamond Drag unit, shown 
in the photo, is said to overcome many of 
the objections to acid etching, electrical 
etching and other methods. The unit is 
equipped with an extension lever attach- 
ment which makes it possible to exert 
sufhcient pressure into hardened steel as 
easily as soft metals, says the firm. 

In operation, the precision part is 
clamped in the vise and the master design 
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is placed on the copy table and followed 
with a tracing stylus. For information 
write for Bulletin UE-55. 
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News of Personnel 





Arthur Goldstein, president of Goldstein- 
Gerson Co., Inc., 130 West 46th St.. New 
York, announces the appointment of Frank 
Beaton as sales representative. Beaton has 
more than 12 years’ experience in the 


jewelry field. 





FRANK BEATON 


Goldstein-Gerson R. F. Simmons 


OREN HOHNECK 


Oren E. Hohneck has been appointed 
sales representative in the Pacific Coast, 
Southwest and Texas territories for the R. 
F. Simmons Co. of Attleboro, Mass. Hoh- 
neck will make his headquarters in the 
Pershing Square building, Los 
California. 


Angeles, 


William Greenberg, president of the 
Keystone Silver, Inc., 509 W. 34th St.. 
New York, announces the appointment of 
Harry W. Wallach as sales representa- 
tive in Illinois, Indiana and Michigan. 


Gerald Rosenberger, president of Coro, 
Inc., announces the promotions of seven 
members of the firm's sales staff: Norman 
Herman, who has divided his time be 


Gruen's Dealer Radio Service 
Highlighted by "Time Frolics' 


Concurrent with the appointment of 
Ralph W. Somerfield as director of deale: 
TV-radio service, with headquarters in 
New York, Gruen Watch Co. has allotted 
an additional portion of its record ad 
budget for spring to dealer-sponsored radio 
shows. 

Highlighting the expanded radio ven 
ture is the transcribed “Time Hill Frolics” 
country music show, featuring the ballad 
singing and music of Hank Snow and 
Eddy Arnold. Total tab for production and 
talent costs will be carried by Gruen; 
dealers pay only for local time charges 
A new show will be provided each week. 

The 30-minute show is being offered 
first-come dealers for exclusive use in local 
markets. Sponsors get 1'4 minutes at the 
opening and closing of each show; two 
additional 1% minute spots are provided 
in the show for non-competing commer 
cials so the dealer can split the time costs 
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tween the New York office and as travel- 
ling representative, will represent the firm 
in Buffalo, Rochester and Syracuse, N. Y.; 
George Rand will now cover Pittsburgh 
in addition to his present territory of De 
troit; Chester White, who works out of 
the Chicago office, will cover Toledo, Ohio, 
in addition to his present mid-west terri- 
tory; Harold Haft will add Cincinnati 
to his coverage of other metropolitan cen- 
ters in the South and Southeasi; Nat 
Kroser will add Dayton and Youngstown, 
Ohio, to his territory; Ed Rand, formerly 
in the Dallas office, will now cover Akron 
and other Ohio cities, and Erie, Pa.; and 
Jerry Oppenheimer, who will service 
Harrisburg, in addition to Philadelphia. 


ARNOLD BAHDER 


Landers, Frary & Clork 





H. 5. Perkins, sales manager of Landers, 
Frary & Clark, New Britain, Conn., an 
nounces the appointment of Arnold W. 
Bahder as sales development manager of 
the firm's electric housewares division. 
Bahder will be responsible for sales de 
velopment of Universal electric housewares, 
and Electresteem products, manufactured 
by The Electric Steam Radiator Corp., a 
subsidiary of Landers, Frary & Clark. 


Gemgravure Announces New 
Gem Stone Engraving Process 


A new process for the embellishment of 
gem stones used in jewelry making has 
been announced by Gemgravure, 511 Fifth 
Ave.., New York. 

The new process, called “Gemgravure,” 
is said to engrave the stone with complete 
accuracy and fidelity to the design; gold 
is heat-hbonded into the recesses, but 
slightly below the surface of the stone 

The result is close in appearance {0 a 
hand-encrusted stone, says the firm. The 
new process is said to eliminate many dis 
advantages of encrusting, such as imper- 
fect or improper cutting or impressing, 
distortion resulting from abrasion during 
wear and limitation in design execution 
by the size of diamond-charged tools, 

Cemgravure, developed after 15 years 
of experimentation by Alvin H. Cohen, ix 
admirably suited to fraternal, high school, 
college and emblematic jewelry. It can 
be applied to onyx and synthetics 





Palladium Horseshoe Bracelet 
Features Genuine Emeralds 


Miller & Woodward of Lexington, Ken- 
tucky, has introduced a jeweled palladium 
horseshoe bracelet for 
women with a fondness for horses. 


jewelry-conscious 


The bracelet, shown in the photo, is a 





miniature replica of the real thing. It 
features genuine emeralds as horseshoe 
nails. The entire including the 
chain, is made of palladium. 

Other “horse” motifs, available in any 
precious metal, are bracelets and pins with 
links made of jockey whips and caps, 
studded with diamond and rubies, and 
jockey cap charm bracelets enameled in 
the colors of well known racing stables. 


piece, 


New Time-Payment Machine 
Said To Simplify Paper Work 


The National Cash Register Co., Dayton, 
Ohio, has introduced a new inetallment 
window-posting machine, the “42,” said to 
be wholly new in design though priced 
for stores having a moderate number of 
time payment accounts. 

All types of installment loan transac 
tions, including charge sales, down pay 
ment, received on account, returns and 
allowances, are handled right at the 
cashier's window as shown in the photo. 
The machine prepares customer's and 
store's records at the same time 

The customer's passbook or statement, 
individual ledger record and daily journal 
are posted in one operation in original 
print, and the entire entry is locked within 


the machine as it is made. The “42” can 





aleo be used as an adding subtracting ma 


chine, without disturbing any of the accu 
mulating totale. At the end of the day, 
10 individual totale are printed on a daily 
report 
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Special Notices 


“Siteation Wanted’ —Heguiar type only, 62.00 
fret 25 words; additional words, 10 conts per 
word, Heavy type 67.00; additions! words 25 
conte per werd, 

“Help Wanted” — "lines Wanted” and “Bide 
Lines’ ——veguler yp $4.00 fire 25 words. Ad 
Gittens! words 16 cents per word. Weavy type 
$7.00 Great 26 words; addttionad words 25 cents 
per werd, 

All other headinge-—regular type $6.00 fret 
25 words; edditional words 25 cents per word. 
Heavy type 612.00 fest 25 words; additional 
werds 30 scents per werd. 

Name, address, initiala, and abbreviations 
count a6 words, and are charged tor a part of 
the edvertiscoment. If enewers are ta be for- 
werded, 20 conte extra te cover postage must 
be enclosed, HRemitiance with order. 

Not subject ta agency commission. 

Advert matior addressed te classified ad- 
vertionsrs will not be delivered. 

Speetal motice forme clese 10th of the pre 
ceding month. 

Te eveld annecessary correspondence men- 
tien your leeation ta the sdvertisement. 

All answers will be directed care jewelers 
Cireular-Heysttone, unless atherwise inetructed, 

in anewering ads, do nat enclose origina 
letters af recommendations. 


Jewelers’ Circular-Keystone 
Chestaunt & Géth Sts., Philadelphia 3° 





Situations Wanted 


BOOKKEEPER female; light stenog- 
raphy ;: thoroughly experienced , respon- 
sible; full charge diversified background 
Address “126,"" care J C-K 


HALERMAN and expert engraver, 45 
years experience; desires position in 
ine store permanent Address ““U., 


1668," care J CK 


WATCHMAKER, experienced and reliable 
mechanic: seeke steady job in fine re- 
tall store in midweat Address ‘“P., 
1567,” eare J Cok 


JEWELER and diamond setter; 40 years’ 
experience | fine workman |; desires 
change: first class store. Address “N., 
1636,” care J C-K 


BOOKKEERPER: expert credita collec- 
tions, thorough knowledge of production 
and costa; extremely capable, outstand- 
ing record Address “h., 1672," care 
J UK 


JUNIOR watehmaker: married: let clagsa 
references; wishes permanent position 


with opportunity to advance in service 
preference; Colorado Address “118,” 
eare J CK 


"NORAVER, 26 years’ experience, highly 
efficient in all branches of engraving: 
firet quality workmanship only; best 
references ; samples on request. Address 
‘< 6." care J CK 


rene 


grade workman: 
seeks position 

salary or 
Ad. 


WATCHMAKER: high 
over 36 years’ nee 
with estab iahe« concern 
percentage: age i references 

dress “S.. 1666." care J C 


DIAMOND man; thoroughly experienced 


in mounted and loose goods: presently 
employed 7 nationally well known 
ring house in New York: best refer- 
ences. Address “120,” care J C-K 
WATCHMAKER: estimator stlesman ; 
A-l man; 36 years retail experience: 
best of references; present employer 
closing out: retiring reply atch. 
maker, Box 1227, Fort Myers, Fla 


ROOKKEEIVER; full charge: thoroughly 
experienced diamonds and jewelry ; very 
competent, conactentiouse personable ; 
excelient references; New York City 
only. Address “L., 1652," care J C-K 
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Se LE net hasemtanenets 





BSALEBRMINDED eredit office manager ; 
middie age; enviable knowledge retail 
ewelry business ; accustomed successful 
ig volume operation; firet clases refer- 
ence. Address “S., 1644," care J C-K 


DIAMOND and ring buyer; successful 
history of making fast turning mer- 
chandise; an unusual talent with a 


responsible background; highest 
references. Address, “108,” care 
J CK. 


WANTED; employment in the south; a 
jeweler on especial orders and repairs; 
aieo estimates on watch repairs; 40 
years experience , 65 years of age; only 
fine stores considered. Address 123," 
care J CK 


(jRADUATE gemologist: certified master 
watchmaker: have schooling in jewelry 
repalr and engraving; family man of 
20; desires position with future store 
management. Charles D. Airesman, El- 
lersiic, Md 


FEMALE bookkeeper; full charge all 
books through general ledger ; all taxes; 
competent; mature; over fifteen years’ 
experience diamond ring manufacturers |; 
excellent references Address = 
1650." care J C-K 


SALES TRAINEE; 26; single, college 
graduate; one year's solid experience 
selling Kast Coast jeweiry jobbers, ma- 
terials houses, watch importers; wants 
full time line: no relocate, will travel 
Address “127,” care J C-K. 


experience; for 
or whole- 
produc- 
credits ; 
lines. 


MANAGER; 15 years’ 
watch and clock importer 
sale jeweler; supervise watch 
tion; office staff; purchasing; 
sales; correspondence; sample 
Address “F., 1665," care J C-kK 


_ 


MANAGER or buyer in fine awery or 
department store ; familiar will all lead- 
ing lines of watches, silver, china and 
crystal; expert on diamonds; 35 years’ 
experience; desires permanent position. 
Address “O., 1669," care J C-K. 


DIAMOND expert; qualified execu- 
tive; buyer and assorter of loose dia- 
monds; experienced with mounted 
rings; jewelry; honorable reputa- 
tion; appropriate salary expected. 
Address, “Box 122,” care J C-K. 


WATCHMAKER, 25 years experience 
with leading jewelers, usually in charge 


of department; competent, dependabie, 
reliable: desires permanent position 
firet clase store; excellent references |; 
south preferred. Address “B., 1642,” 


care J C-K. 


stores for 
adver- 


EXPERIENCED manager of 


knows sales promotion, 


years; 
tiking, window ane, credit: at pres- 
ent managing store in Indiana, desires 


move to Florida, Miami especially 


would accept state of Texas. Address 
“J.. 1673," care J C-K 
MANAGER: 25 years’ thorough experi- 


ence all phases credit jewelry business ; 
top flight saleaman, buying, merchan- 
dising window trimming, etc.: can as- 
sume full reeponsibility ; southern Cali- 
fornia preferred: presentiy employed 
Address “M., 1654," care J CK 


BUYER MANAGER; watch depart- 
ment; fully qualified purchasing, 
merchandising, advertising; desires 
change; interested in joining repu- 
table firm; results assured; avail- 
able 60 days; age 47, prefer south. 
Address, “B., 1637,” care J C-K. 


— - 























WATCHMAKER 30 years experience 
exceptional good mechanic on all kinds 
of complicated watches, temperate, 
honest, reliable, R.R. inspection, 4 years 
with Tiffany; finest references: wants 
position with fine store; salary $125 
per a, Address “B.. 1690." care 

C. 


CERTIFIED gemologist ; registered jewel- 
er; American Gem Society: age 175 
thorough knowledge of diamonds. coi 
ored stones; silver and fine lines of 
jeweiry ; buying: grading: gem testing ; 
identification and appraisals: will re- 
locate anywhere Address ‘H., 1662,” 
care J C*. 


LIVE WIRE go getter; 10 years’ experi- 
ence managing, purchasing and selling 
Keystone to retail trade: excellent Chi- 
cago following; married, age 35, Ma« 
ter's degree; seeks partnership or in- 
teresting working arrangement jewelry 
and kindred lines. Address Circular 
#421, Room 1420, Heyworth Bidg., Chi. 


Cago, 
WATCHMAKER wants permanent posi- 
tion with highest type cash jewelry 
store; iong years of unusual experi- 


ence ; capable, especially on Patek Phil- 
lippe, Lo Coultre and ail other finer 
grades; excellent references: customer 
contacts not desired : salary $125 weekly 


minimum Address “FE... 2889," care 
YOUNG MAN 4235; thorough knowledge 
diamonds, watches, jewelry, etc.; 15 


years’ experience executive ability; de- 
pendable; fine appearance excellent 
reputation and references: desires to 
become associated with an established 
concern offering permanent substantia! 
position of sales or administrative ca 
pacity: New York City vicinity Ad 
dress "S., 1677,” care J C-K 


MANAGER: 41 years old executive : 
married ; pleasing personality ; excellent 
sales ability; full knowledge in buying 
and selling diamonds; know credit and 
cash operation; including promotion, 
advertising, credit investigation ; 15 
years experience in New York and New 
York state; at present located § in 
Florida ; willing to relocate: salary $200 


a week Address “FE., 1656," care 
J CK 
SALESMAN with over 25 years’ experi- 


ence cailing on retail jewelers through 
Pennsylvania, Connecticut, Massachu- 
setts, New Jersey, New York, Metro- 
politan New York; is open for a rep 
utable line; have a thorough knowledge 
of loose and mounted diamonds, watches, 


rings and a general line of jewelry 
what have you to offer to a man 
whose earnings have been up to 15 


thousand per year. Address “R., 1600 


care J C- 


soereerecramurnamani wen iommensntmesmwraman 
Lines Wanted 


= 


agency for 
line of 
Address 


FOR MAJOR southern city: 
a complete and established 
wholesale jewelry ; will travel 
“K., 1638," care J C-K 

coast manufac- 


ESTABLISHED west 


turers representative is open for top 

lines to jobbers; well known to the 

trade. Address “D., 1661," care J C-K 
SALES organization with entree to the 


finest cash jewelers in the country: 
looking for a semall compact line of 
Address “A., 1633," care 


better jewelry 
s ; K 


SALESMAN covering middiewest, other 
territories, major cities 18 years, fine 
jeweiry stores, better credit, depart. 
ment stores, experienced all lines. Ad 
dress “124,” care J C-K 


SILVER piated hollowware ;: lines wanted : 


metropolitan area; including Jersey & 
Long island and Westchester: 10 years’ 
experience; travel by car extensive 
coverage | A-l references Address 
"126." care J C-K. 


THE JEWELERS’ CrncUuLAR-KEYSTONE 


























































































































DIAMOND wholesale dealer with office in SALESMAN for complete iine of well- MONEY making compact line; for jewelry 
San Francisco seeking contact with cut- styled enamels on copper; many exciu- salesmen with retail following; sell the 
ter and importer of sizes and melies; sive territories available; please advise new amazing Vari-iem gold stone ring 
will buy outright or can represent you; exact area covered and lines carried ; line with interchangeable birthstones 
fine bank and trade references Address, Marsha Best, 527 W. 7th., Los Angeles and onyx stones; the only line in the 
“S., 1664," care J C-K 14, California, country which permits the retail jeweler 
ce , himaeif in his own store to switch and 
REPRESENTATIVE, better following, SALESMAN with a non-conflicting line to ot epg lle Pt yy My Bn 
travel New York, Connecticut, wants represent a manufacturer of wedding cee ie’ Re i ore hen art os _ 
manufacturers, importers outstanding rings, diamond rings, etc; quick seliing ~—y Texan » Oise ie 9 pred or a —~s 
f line jewelry novelties, costume, summer line; strictly commission basis; state innaants wi ; in. Mich oe "Ohio 
jewelry ; intensive, active coverage. Ad- territory and experience. Address “S., Ww pSONe, BOOUSI, chigan, 300, 
‘ dress “G.. 78." care J C-K. 1648." care J C-K. est Virginia, Pennsylvania exciuding 
, ; metropolitan Philadelphia New Jersey, 
ee New York City, and New iEengland area 
COSTUME jewelry spring and summer AGGRESSIVE salesman wanted by ex- excellent commission ; supply references 
’ line $1.00 to $5.00 retailers; ready panding manufacturing jeweler of com- and experience; confidential. D. Pfeffer 
January 15 for experienced men with plete line of ring mountings in gold (o., Ine. 106 Fulton Street, New York, 
followings ; no objection to other lines; platinum; commission basis only; new New York 
liberal commission and draw, replies catalog available soon ; most territories 
confidential; Flanagan-Kovac ‘(o., 617 open. Address “M., 1687," care J C-K bea seee ERE rnc Enel 
Vine Street, Cincinnati, Ohio 
mae SALESMAN with retall!l following ; to fea- Help Wanted 
IMPORTANT message top notch jewelry ture cemplete religious jewelry line at 1 
salesman serving wholesalers: watch competitive prices; 12%% etraight com- 
importers ; material houses for over 2 mission ; territories epen; midwest; WANTED; A-l jeweler, who can repair 
decades in New York's metropolitan northwest; southwest and New York and set stones, Address “V., 1461," care 
area seeks additional! select lines such State. Address “‘L., 1529," care of J C-R J eK 
as watch cases; costume jewelry; gold | 
filled jewelry ; Unusual opportunity to | BALESMAN wanted to call on jewelry WANTED, two A-l watchmakers per 


engage services of prominent, successful 
go getter Address “J., 1691." eare 
J 


| stores and leather goods stores ony oentage basis only. Address “T., 14690, 
a> K s- ~K 


exclusive territories; strictly comm care J C 
sion basis; Write to F. O. Merz & Co., 


acon 104 N. 63rd St, heme emy a * 39. Pa MANAGER for jewelry store, Denver area, 
SALESMAN who has traveled extensively full details and references in first letter must have experience Address “W., 
for 25 years with one house in Key 1688," care J O-K 
cities of midwest and southern states . ; : cn . . 
with silver plated ware line; has the BRIEF case only; a natural for salesmen MASTER SALESMAN diamonds. 





respect and confidence of the depart- calling on fine jewelry stores and gift watches, available busy New vores "ie 


shops ; fastest growing promotional pro- é‘ r 

ment and jewelry store buyers; knows , store. Address “S., 1689," care 

how to merchandise line; has knowledge . conn rg Age AE — oe 

eee ns co mane} — averages vee Robert M. O'Connor, 6636 Hollywood DInKCT von yey od cultured pearis seeks 

> tac g 2 ng slated and wd aime” wate : Boulevard, Hollywood 28, Calif experienced salesman . reply giving at 
S, é 3 det ‘ " <- 

have always been considered the tops jotalls, Address “M., 1634," care J 


ee nd 





in the industry: can finance myself at FIRST CLASS ladies gold mtng. ring line, : ai 

all times; will consider replies from avaliable for midwest wholesalers; sec- ASSISTANT manager jewelry store in 
reputable manufacturers only; knows ond and third non conflicting line per- Vermont; write stating experience and 
how to handle salesmen: and will travel missible; drawing against commission ; x desired, Address "H., 1539," care 
extensively; open for intervie ws after if qualified please reply. Address “W., I Cc. 

January ist. Address “121.” care J C-K 1676," care J C-K 


JEWELER with practical experience ; one 


, _ ae ie , si a possessing the knowledge of managing 
SALESMEN with retail following for nia ia shop | write in detail Address “s. 


tionally advertised, popularly priced cul. 1647.” care J CK 
tured pearl jewelry line; protected ter- 
ritories open; write advising territory, 


Side Lines 


type following, references; Culture JEWELER; one able to do stone setting 
| Craft. 580 Fifth Avenue. New York 36 $2.00 per hour to start; fine position 
= ) New York ; ‘ give particulare in firet letter. Address 
| “Ss. 1646," eare J CK 
SALESMEN with jobber following, | eat.mmmnemnt wanted fir 0 Soaks Che 
watch straps, different: 15% com- | - Chicago, California “ne _ enees magnet ae wont! side line well known 
mission; some territories open, Ad- | highly styled 14K men’s jewelry, ladies’ moe ro — ¢ pee a ere ma 
“nr * we marl 1 4 diamond arrings and ine SOUTLNeCARS orn are mou wer ern states 
dress “C., 2675,” care J C-K. | pear! and diamond ¢ 1e a pins, Address “A., 1632,” care J C-K 


gold bangle bracelets and gold novel- 
. ties: salesmen with following of finer 


SALESMAN to carry asa side line acom- | retall de ‘partment stores Addresa 119," NALESMAN side or main line of 14K 
pact line of earrings from leading man ) care J C-K seamless wedding rings direct manufac- 
ufacturers; to call on retail stores turer to retailer at low pennyweight 
Address “T.. 1617." care J C-K prices Territory open. Address ““ti., 

3 SALESMAN with following for an out- 1474." care J C-K 

| standing promotional line of 14K white 

WELL known travelling salesman looking gold diamond watch cases for name a FCN 
for emall line of star sapphires and brand movements, watch attachments; OPPORTUNITY for advancement: credit 
precious stones either mounted or loose also complete diamond watches with our jewelry salesman central Ohio good 
as side line. Address “A 16230," care own or name brand movements; good earnings; give age, full details which 
JI C-K commissions. Address "C.. 1545.” care will be held in confidence. Address “K 

a C.K 1649," care J (*-K 


SIDE line salesman; sell attractive, fast IRWELER : f , 
e -weiry 7 ' oie Jk “LEM . firet class experienced jeweler 
eves re oven PB od Mh pee rns SALESMAN with following among well- and setter wlio can produce; some light 
ecw’ se Blone vane Be po ened up 9796" rated stores, and now carrying non- special orders; no polishing is required 
care J C.K .? ' ) conflicting line, to carry complete line permanent; Ohio $2.50 per hour. Ad- 

. ‘ of high quality mens and ladies rings, _K 





dress “W.. 1641," eare J ¢ 
. birthstones, onyx, pearia, diamond 
ULTU ED ari i orter has south- trimmed fancies ten percent commis- PC ha 
CULT — pe | mport h | sion basis many te hte an open. Ad- ASSISTANT to owner large credit jewelry 
ern and eastern territories still open dress “H 1644.” care J K store in large midweet city: @ real op 
for salesman carrying non-con flict- portunity for a lifetime future; send 
. your full history and state salary 
ing side lines ; give all details first SALESMEN wanted to represent medium Address ‘“T., 1630,” care J C-K 
letter confidential. Address, F., priced, fast turnover line of sterling 
s* . , } , ‘ 
1640 care J C-RK, holloware, and trophies nationally - 
Pm . known manufacturer for 50 years le ex- SALESMAN exceptional opponent? 
panding ite operations and requires in HON << yen we AA genuine amber, New 
FIRST CLASS ladies gold mtng. ring tine, tensive coverage; many states open York to Washington D. C. 15% commis 
available to west coast jobbers: sec- | does not require carrying too many sion give complete details; Amber Guild 
ondary line permissible; commission- samples: sales possible from our com [id., Jackson Hgts. 70, New York 
only, men of qualifications Address plete catalogue Address ‘“K.. 16523 
N., 1604," care of J C-K care J C-K WANTED jeweler, or jeweler and setter 
_ steady work in trade shop; give experi. 
SALESMEN wanted for excellent selling “ eee , , ence, reference and eaiary expected 
distinctive, non-competitive silver and LONG ESTABLISHED stone ring manu- town of about 65000 Nelson LD. Lowen, 


facturer: desires to expand sales force 216-17 Wall Bide, Lenechbure, Va 
four territories open; Boutheast, Texas , : 
and adjacent estates; Michigan, Ohio, 


gold plated line of costume jewelry, for 
the better shops. Commission basis. Ad- 
dress “K.. 1679." care J C-K 





Indiana and or adjacent states; Cali. SALEBMAN for western QChio jewelry 
fornia and adjacent; high commission store, experience in selling and window 
AVAILABLE for aggressive salesman and big earning potentiai for live wire trimming; $100 per week. reply giving 
with following of better stores: a | men: line smartiy styled and competi- full information steady job in good 
salable side line of diamond set watch tively priced; non-confilcting sideline town. Address “K., 1669," eare J C-K 
cases and attachments commission OK reply in confidence. Address “H., 
basis. Address “W., 1576." care J C-K 1665 eare J C-K (Continued on page 7204) 
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at See Ne =r SAH 


HELP WANTED—C initial: 


oe 
Sou dneont = Neral tans nen te a ~~ ~se matey ee —— 


SALESMAN to manage a home owned 
eredit jewelry store in northern W. 
Virginia; state age, history for past 
eight years and references in first 
sek. Address, “L., 1628,” care 


rienced, five day 

conditions in 

Northern Ohio elty; permanent job; 

state age, experience, salary expected, 

iz ee letter. Address “lt., 2166," care 
{". 


war HMAKER, ex 
eek ; eai working 


WANTED; by old established store; 
jeweiry repair man, preferably man 
able to do some watch and clock repair- 
ing; email city in northeastern New 
iy naiaen Address “A., 1614," care 

(- 


BALEBMAN to represent manufacturer 
with diversified line of ladies gold 
mountings for New York City and out 
of town; must have following with job- 
bin and chain stores trade. Address 
"116," eare J C-K, 


BSALMBMAN extensive sales experience: 
travel: well known gold ring line for 
retail jewelers, $12,000 draw ainst 
commissions ; territories with established 
customers avallabie;: resume. Address 
“K., 1619," eare J C-K 


WATCHMAKER | permanent position for 
experienced man; muat be sober, well 
recommended ; finest working condi- 
tions ; leading store in college town: 
comminsion and salary. W!rnet Jewelers, 
Bince 1893, Hunteville, Texas 


SALESMAN ; experience; midwest, east 
calling on better jewelry stores; rep- 
resent well established California man- 
ufacturer of original and unusual 14K 
jewelry; send details in first letter 
Address “D., 1626," care J C-K 


BALIEMIEN wanted for established west- 
ern territory, New Jersey, Greater New 
York and surroundings; all kinds of 
novelty and gift itema, smokers articles ; 
carpet jewelry, sterling, soldfiied, Lékt 

Address "G., 1608," care J C 


WATCHMAKER, experienced, all phases 
watoh repairing ; must be highly skilied, 
eMcient and top notch; juniors please 
do not apply ; excellent opportunity, top 
wages , Pymanens Keply Colony ewel- 
ere, 398 Monroe Street, Toledo, Ohio 


SALIOHMAN with following among better 
jewelry and department stores to carry 
Charm Craft Corp. line; excellent ter- 
ritories available: furnish full particu- 
lare firet letter; catalogue on request 
ere oust Corp., 198 Broadway, i N.Y 
s. ; 


BALIORMAN to carry an established manu- 
facture line of fine hand-set rhinestone 
and pearl jewelry with following in 
better jewelry, epecialty and dept. store ; 
territories open New York & vieinity 
and California & vicinity. Address “B., 
1561," care J C-K 


EXVERIENCED Baleamen Wanted: with 
following in better Jewelry stores: for 
east and weat conat; by a Midwestern 
importer of fine custom and silver 
jeweiry. Give references and full par- 
ticulare in the firet letter. Address ‘., 
1680," care J CK 


TOP notch saleemen wanted for estab- 
lished middle Atlantic and New En- 
we we territories, selling better line 

dies’ diamond rings, watch attach- 
ments, pins; top commissions paid; 
nonconflicting line acceptable. Ad- 
dress, “128,” care JC ‘kK. 
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SALESMEN wanted ; southern territory & 
far west; imported holloware and items 
in sliverpilate ; hot, new lines every year ; 
established firm: established accounts, 
and protected territory ; only those with 
experience in this or kindred lines ap- 
ply. Address “A., 1684," care J C-K. 


SALESMAN for Illinois, Wisconsin and 
tributary states to represent lo 
established ring house; diamonds 
and colored stones, ete., drawing 
against commission; reply in con- 
fidence. M. H. Shiman & Co., Ince., 
46 West 48th Street, New York 36, 


ep rere oe 


NEW YORK representative wanted by 
leading compact manufacturer; man 
calling on wholesale jewelers; premium 
and tobacco jobbers wil! find established 
business a good foundation for his ef- 
forte; apply in confidence; with ade- 
quate references. Address “G., 1663," 
care J C-K. 





SALESMAN with following for an out- 
standing promotional line of 14K 
white gold diamond watch cases for 
name brand movements; also com- 
plete diamond watches with our own 
or name brand movements; good 
a Address “C., 1945 ‘al 
care ee 


ae — 


JEWELRY repairman, diamond setter 
and engraver for one of north 
Florida’s finest stores; fine working 
conditions ; - salary for quality 


workman ; information and 
references first letter; replies 
strictly a Address, “M.., 
1682,” care — 





o~ 


OPENING in North Carolina for experi- 
enced man; live wire salesman who 
understands jewelry business from A 
to Z; none other need apply: married 
man preferred and must be capable of 
promoting, window dressing, credit and 
advertising ; give full particulars in first 
letter. Addreas “S., 1618," care J C-K 


meee ~ 


CAPABLE watchmaker fully qualified in 
all phases of watchmaking ; must be re- 
liable and assist owner in sales and 
other store duties: excellent working 
conditions ; long established promotional! 
jeweiry Sem in western Pennsylvania ; 
aala mn and commensurate with 
fo ~. ons. Address “K., 1635," care 


SALESMAN for south Atlantic and 
Gulf states, who has following to 
represent nationally known ring 
house; delivery line of diamonds 
and colored stones; established ter- 
ritory; drawing account; reply in 
confidence. M. H. Shiman & Co., 
Inc., 48 West 48th Street, New York 
36, New York. 


CLOCK salesmen for universally known 
imported brands; travel desk; also 
400 days, fast selling line; also na- 
tionally advertised popular priced 
Swiss watch line; real opportunity 
for right men with ieee fol- 
lowing; choice territories open; 
write fullest oeeeereee. Address, 
“1.1685.” care J C-K 


ee emer ee — 


JEWELERY saleeman ; old established New 
York manufacturer ; now making a com- 
pletely new 14 karat gold line of broochs 
and earrings for the better retalier; ts 
forming a enales organization; thie is 
net meant for the regular inetaliment 
store but the leading aeelers in each 
city. Please write to “P., 1620,” care 
JI C-K giving salary desired. 


~ eee ~ es —— oo a meee mma 




















WE operate a chain of 25 stores from Vir- 
ginia to Florida and are looking for six 
ambitious men to train as manager for 
new stores we are pianning to open, 

ive details in firet letter to Stanley K. 
ledman, Friedman's jewelers, 7 
Peachtree Street, Atianta, “eorgia 


SALESMAN to represent Preisner 5Sil- 
ver Company sterling and Art Sil- 
ver Company plated hollowware in 
Texas, Oklahoma, Arkansas, New 
Mexico and Kansas; no objection 
to non-eonflicting side line; reply 
to Preisner Silver Company, P. O. 
Box 398, Wallingford, Connecticut; 
all replies held confidential. 





SUPERVISOR: for oldest and fastest 
growing retail jewelry chain in up- 
per midwest; top base salary plus 
excellent bonus and commission ar- 
rangement for the person who has 
substantial background and experi- 
ence in merchandising; salesability ; 
personnel training; and promotion, 
Address, “G., 1660,”"" care J C-K. 


MANAGER wanted: an exceptiona! op- 
portunity for fully experienced ambi- 
tious, energetic high class credit jewelry 
store manager for southeastern state, 
future security through ownership, liu- 
crative immediate salary and percent- 
age ; reply full particulars in confidence ,; 
owner will be in New York for inter 
views w & 4 January. Address “K., 1645," 
care J C- 


SALESMEN (2); midwest and south- 
southwest territories open for ag- 
gressive, experienced residents, to 
represent manufacturers of out- 
standing nationally advertised line 
of men’s and ladies’ 14K jewelry 
and distinctive gold watches; one 
non-conflicting line considered; 
commission. Address, “C., 1533,” 
eare J C-K, 


0 er 2 aon moan 


SALESMAN for nationally known New 
York ring concern with following; 
southwest including Kentucky and 
Tennessee; house has large follow- 
ing; line consists of diamond and 
colored stones for delivery and is 
comprehensive; drawing against 
commission; reply confidentially. 
M. H, Shiman & Co., Inc., 48 West 
48th Street, New York 36, N. Y. 





COSTUME jewelry; known manufacturer 
and wholesaler of costume jewelry, 
packaged and bulk, staples, promotions 
with active accounts jewelry & #pe- 
clalty shops has openings for sales rep 
resentatives with following in (nhtio- 
Penneyivania mountain states and west 
north central states; highest commis- 


sion; references first letter Address 
“FP. 1624," care J C-K 

STORE MANAGER successful retall 
jewelers, over 30 years standing, has 
permanent position to manage high 
volume credit jewelry store, *aiary 
based on drawing and percentage of 
sales or profita; age 30-46; annual con- 


tract if desired: state several years 

background, and earnings for 1955. re- 
plies held in strict c onfidence. Address 
- = i670," care J C-K. 


WHOLESALE salesmen with care to 
call on retail jewelers in Bo. Michigan 
and No. Indiana, and Montana, N 
Dakota, and Idaho: fine active terri 
tories: commission basis; drawing a 
count: write fully of your experience, 
background, and earnings; send a iate 
snapshot; all replies will be held con- 
fidential. Address The President, A. ‘ 
Becken Co., P. O. Box 1, Chicago %9, 
Lilinols 


ee 
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WE have three lucrative territories open ; 
middiewest, south and New England ; 
we are an outstanding, reputable dia- 
mond ring house; liberal commissions ; 
liberal drawing account against com- 
missions; give thorough antecedents in 
first letter; all information kept in strict 
confidence; only men with established 
reputation need apply; our men know 
of this ad. Address “H., 34," care J C-K 


SALESMAN, 20 years’ experience, repre- 
sentative in metropolitan New York and 
middie Atiantic States for past eleven 
years of leading manufacturer of dia- 
mond mounted merchandise and gold 
wedding rings; interested in connection 
with established jewelry manufacturers: 
preferably in New York area, but may 
consider limited amount of travel: first 
class references. Address ‘‘S., 111,” care 
J C-K 


—- 


SALESMAN; aggressive; experienced; 
wanted by established jewelry con- 
cern to sell line of 14K diamond 
sets mountings, wedding rings, 
watches, attachments, etc., covering 
states of New York, New Jersey, Pa., 
Conn, and New England; must have 
following; we have accounts in this 
territory; submit resume and in- 
clude record of earnings. Address, 


“K., 1675,” care J C-K. 


ae 


GENERAL MANAGER successful chain 
in middie west; has opening for exper!i- 
enced merchandise and promotion buyer 
of » ch merchandise generally carried 
in ‘dit jewelry chains; opportunity 
ofa ‘etime for qualified person to take 
over management of a very successful 
business; excelient salary and bonus 
based on volume of sales or profit; state 
full details as to your past history, your 
earnings for 1955, and enclose photo; 
your reply will be held in strict confi- 
dence. Address “R., 1671," care J C-K 


SILVER saleamen; unusual opportunity 
for sales representative who has follow- 
ing with jewelry, silverware and gift 
shops, for manufacturer's line of ster- 
_—e silver serving pieces, holloware 
and English imports; we want only men 

for southeast, southwest and Pacific 

Coast areas who are experienced in the 

Silver field and have established ac- 

counts among jobbers, department 

stores or retail jewelry gift shops; ex 
cellent salary and drawing against com- 
missions; reply giving full particulars, 
territories covered and references. Am- 
bassador Cutlery Mf Co., 398 South 
St.. Newark 6, N. J. 


SALESMEN; midwest; if you are a 
top notch salesman with a strong 
retail following, we offer you a fine 
opportunity to use your earning 
ability to its fullest; hundreds of 
active leading accounts in the terri- 
tory; the most complete gold ring 
line im America, our registered 
trade marks are Lioyds, First Lady 
and Fidelity fully protected terri- 
tory; inquiries strictly confidential; 
K. Polishook & Son, Corp., 216 
East 45th Street, New York 17, New 
York. 


WANTED: jewelry store manager: want 
outstanding man to take complete 
charge of store doing approximately 
$75,000 @ year; must have full knowl- 
edge of credit jewelry business, includ- 
ing buying, aggressive selling, window 
displays, promotions and handling per- 
sonnel: this is a lifetime opportunity 
to operate one of America’s larger and 
finer credit jewelry stores; right man 
can not only earn a good salary but 
can obtain an interest without any in- 
vestment; please give full details, in- 
cluding age, experience, salary earned 
ang a recent photograph; our em- 
ployees know of this ad and all replies 
will be kept setrictly confidential. Ad- 
dress “B., 1623," care J C-K. 


es 
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COSTUME jewelry salesmen; three 
sippi east through 
Florida; Michigan, 
Kentucky; Minnesota, Dakotas south 
through Colorado and Missouri; 
Saleemen acquainted with depart- 
ment, jewelry and specialty store 
buyers, for guaranteed for life na- 
tionally advertised, original rhine- 
stone line made by 34 year old, 
reliable manufacturer; liberal com- 
mission, protected territories; give 
fall particulars fire: letter. Ralph 


Singer Company, 656 N. Western 
Avenue, Chicago, Ill. 





Steres, Stocks and Businesses 


FOR SALE: jewelry store, due to old age: 
same location in 24 years; western pers 
of Los Angeles. Knud Weirum, 104 
Beverly Bivd., Los Angeles 36, Calif 


FOR SALE dia! refinishing pliant in mid. 
west; completely outfitted; established 
20 years: for additional information 
write to Address “M., 1622," care J C-K 


JEWELRY store in southern Pennay!- 
vania city; annual gross $50,000; can 
be expanded; established 57 years; do 


some credit business. Address “R., 
1657," care J C-K 

JEWELRY store; modern; 1954 sales 
$17,000, N. E. Ohio town; rent $75; 


$25,000 stock: 6 room suite available; 
priced right; terme: apres Company, 
Brokers, Cleveland 15, Ohio. 


ONLY jewelry store in growing resort 
town; good year round business espe- 
clally watch repair; good stock ; modern 
fixtures: owner retiring: write, Box 
494, Dennisport, Massachusetts 


JEWELRAY Mfe. pliant for sale; complete 
email oe pgs plant; fine tools; 
good light; centrally located in New 
York City; lease can be renewed; good 


following in trade. Address “S., 1678," 
care J C-K 

JEWELERY watch repair estore in weat 
Texas town of 3500; no competition ; 
inventory approximately 10,000; reason 
for selling death of partner; building 
$50.00 monthly rental. Addresa “C., 


1651," care J C-K 


JEWELRY and gift shop; Wyomin 
4000 population ; total inventory, $20,000 
will reduce stock to suit buyer; large 
repair business: owner wishes to fre- 
tire because of age and health. Address 
“T.. 1639,” care J C- 


town 


ON ACCOUNT of death of owner, emall 
jewelry shop in southern California 
near Los Angeles; specializing repair 


watches and ciocks ; established 9 years; 


excellent spot for good watchmaker 
\ddress “T.. 1686." eare J C-K 
WHOLESALE watch-attachment and 
leather good business in Chicago: «ex- 
cellent reputation highly -epecialized 
lines well-established following with 
finest stores; very profitable business -; 


wonderful opportunities to expand. Ad- 
dress “D., 1668." eare J C-~ 


FPLARIDA: excellent 
maker; plent 


store for watch- 
of repairs; can be bulit 
up to a go business; inventory low 
for quick purchase; popular line of 
watches; jeweiry priced at $5800.00; 
ideal climate year round; have other 
interests. Address “P., 1629," care J C-K. 


ee 





ESTABLISHED, retail, jew for 
saie, finest location obtainable, in heart 
of downtown Portland, Oregon: high 
type merchandise, all freah stock includ- 
ing diamonds, watches, fine gem jewe)- 
ry, eto., owner leaving city : ~ further 
details contact Mr. Duane Vergeer c/o 
Portiand Trust Bide. 318 8.W. Wash.- 
ington St.. Portland. Ore 


WHOLESALE jewelry and appliance busi- 
neas; established many years, for sale 
Cleveland also Akron store fine dis- 
count fast business; we start you any- 
where in the United States; print your 
catalogue, show you how: emall capital 
or large enterprise; good profita: write 
or contact J. B. Robinson Co., 813 Scho- 
feild Bidg., Cleveland, Ohio. Catalogue 
on request 


ESTABLISHED 1868; good lease; low 
rent; ideal location; good repair 
business; air conditioned; annual 
volume $75,000 to $100,000; city of 
50,000; draws from very large rural 
area; owner wishes to retire; this is 
not for auctioneers sharp opera- 
tions; Taylors Jewelry Store, 115 
Park Ave., Plainfield, N. J. 


For Sale 


Teels, Equipments 


~ 


WATCHMAKERS lathe W W atyle, K @ 
D> lathe motor; sixteen chucks, and 
rheoetat: all in perfect condition. Ad- 
dress “M., 1616," eare J ~K. 


USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. KR. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif 


| 
* ae 
Business Opportunities 
RVERY BRFPFORT ts made by The Jewel- 
ere’ Ctreular-Keystone to keep tte 
verttain columna clean. Advertisers 
under Business Upportuntties, etc., muat 
furnish trade references Announce- 
ments muat pase the strict censorship 


requirements of The Jewelers’ Circular- 
Keystone 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 

page 33. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
eago 26, Hil. 


SECONDS wanted ; don't let seconds drag 
on aa inventory . write ue today; we are 
well financed and can move large quanti- 
ties. Address “S., 1683," care J CK 


$35,000 TO INVEST in @ profitable mantu- 
facturing business as an active partner, 


have 30 years of gold manufacturing 
experience Address “H., 1626 care 
J C-K. 


RAISE cash immediately through « 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St... New York: see our 

display ad page 185. 


we en ee 





(Continued on page 206) 
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BUSINESS OPPORTUNITIES —Cont, 


~ 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 433, 18 Tre- 
mont %., Boston, Mase. 


CASH for your store, regardless of 
amount; if you really want to sell 
now end get the Ay dollar write, 
wire or phone » Zanone & Co., 
Sl Madison Bide. Suite 701-2-3, 

Memphis, Tenn. Phone 55-0660, 


CAPITAL and labor needed: metro- 
politan area jewelry manufacturer 
needs associate who can contribute 
both cash and time to carry on and 
increase well known, highly respeet- 
ed — Address, “S., 1 * aa 
eare J C-K 


BAMUEL, GANSBURG will buy your sur- 
piue or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 16-17 Maiden Lane, 
New York Telephone Rector 2-5028 


MANUFACTURER of diamond cases and 
attachments; would like to associate 
with wholesaler in New England and 
midwest to promote and sell diamond 
set, watch cases and attachments to the 
retall trade; no investment required ; 
nor the nec omy! of carrying inventory 
rg pegounte dress “W., 1674," care 


DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for § for 
your eurplus stock, after all sales 
expenses; we have seccomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
[9.°N. 580 Fifth Ave., New York 

N. ¥. Telephone PL 77-4693; 
See page 105 for additional details. 


THINKING about a sale to closeout, 
liquidate, retire, raise cash; our 
quality services have been used and 
endorsed by over 1500 retail jewel- 
ers in the last 36 years; we are 
recommended by salesmen, whole- 
salers and the top manufacturers in 
the trade; you owe it to yourself 
and to your customers to investigate 
our background and reputation be- 
fore selecting a reliable firm; for 

rticulars write, wire or phone 

ilson Sales System, 420 Madison 
Ave., New York City. Telephone 
Plaza 8-2110; aleo, we buy stores 
for cash. 


AMERICA’S” foremost jewelry aue- 
tioneer; there is no substitute for 
experience; ours is a professional 
service by a professional jewelry 
auctioneer; we have no agents and 
you will get no fictitious promises; 
we ean tell as close as humanly 
possible what a stock will realize; 
we will advise whether, as frequent- 
ly is the case, a jeweler should sell 
his business ou tin ite entirety 
and, if he desires, we can _ him 








Thomas & Thomas, 


suceessful sales we have conducted ; 
write for a list of sales that made 
auction history; consult us in con- 

. Themas J. Faussett, Howell, 
Michigan. 





_ Wanted t to Purchase 


ee as ee oe rm ee ee 
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JOBBER: good following among better 
stores loo ing for fine gold jewelry; we 
7% | ry, stones if necessary. Address 

" care J C-K. 


CASH for used watchmakers’ and jewel- 
ere tools, lathes, cleaning machines, 
waking tools, etc. R. P. Gallien, 220 

. Pitth &t., Los Angeles 13, Calif. 


od 


STERLING sliver flatware and standard 
brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradatreet. London Watch Co., 15 W. 
44th Street, New York City 


988 WI WE bey 


monds, silverware, 


id for ‘lala dia- 

rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
serap gold, silver and platinum; 
check by return mail, References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 6074-9 Chronicle Bldg., Hous- 
ton, Texas. 

STERLING silver flatware; must be lat- 
est patterns by guild silver houses; will 
mail check at once; can use any quan- 
tity at 40% off list; you can use the 
money plus making a profit; references 
Dun & Bradstreet, Jewelers Board of 


Trade, and Citigens State Bank, Hous- 
ton, Texas; all transactions strictly con- 


fidential: Phone Fa 43-3324 Levit's 
Jewelers, 6510 Main Street, Houston, 
Texas. 


WE pay cash; send us your surplus 
_ stock; we will pay the 
ghest possible cash dollar for dia- 
monds, watches, silverware, scra 
gold, or any other jewelry; acknow!l- 
edgement of your shipment same 


day by phone; our check to you 
within hours. R. A. Zanone Co., 
81 Madison B Suite 701-2-3, 
Memphis, Tenn. References; Union 


‘Planters Bonk, Memphis, Tena. 


om 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle Bo lied serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at ae 
and hold shipment intact for 
approval; references; National io 
of Commerce, Memphis, ong 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 

108 Beale Ave., wreanncian Tenn. 


at mee 
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ATTENTION jewelers read this; why 
I can pay more for your surplus 
old jewelry, diamonds, rings, 


gold, silver, stick pins, antiques, 
odd stones precious or semi precious 
or anything you have around your 
store; I have a retail store and 
manufacturing shop and have a 
good outlet for same here; will ad- 
vise you by phone or letter same 
day your shipment arrives how much 
your check will be; if not satisfied 
will return same prepaid; small or 
large quantities; transactions confi- 
dential references Florida National 
Bank, Jewelers Board of Trade, Dun 
and Bradstreet, Bromley’s, 486 First 
Avenue North (Bromley Building), 
St. Petersburg, Fla. 


nearer a me 
Watch Work, etc., for 


the Trade 


| aT : — : — 


BOSTON, Mass 
watch repairing 
prompt service ; 
orders invited 
109-B Summer St., 


onpors and guaranteed 
fatchmaster tested ; 
prices on request: mail 
David Migdal & Co., 
Tel. Hu 2-9547 


EXPERT watch repairing for the trade; 
Watchmaster timed: work guaranteed, 
reasonable prices, quick service on all 
type watches Irwin Farber, 6620 
Cadillac Ave., Baltimore 7, Md 


COMPLICATED and plain watch repair- 
ing : chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19. N. ¥. Gedney 6-5300 


QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we weleome 
your inquiries. Oscar Aron, 62 W. 
47th St., New York, N. Y. 





Special Order Work and 
Reopens | for the Sends 


SES ——— 





Ome om Se a ge rt nee 


ENCRUSTING, engraving, drilling: pre- 


clous, semi-precious stones furnished and 
cut; fraterna! emblems encrusted ; seals 
engraved : 
feld, 


special orders. Harry Braun- 


108 Fulton St... New York City. 
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modern jewelry store with 
fixtures and shop; no stock; or will sell 
the three story block, store on first 
floor; finest location in small thriving 
city, in central New York State. Ad- 
dress “S., 1681," care J C-K. 


FOR RENT; 





Miscellaneous 





PD et ee 


WATCHMAKERS JOURNAL: contains 
valuable information for watchmakers 
and students: $1 year; sample copy 
20¢. Dean Co., Box 4218-K, Daytona 
Beach, Pla. 
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“What's sauce for the goose...” 


* A recent survey by Opinion Research Corporation 
was reported by J. M. Kesslinger, of Newark, in his ad- 
vertising agency's “Back-Talk.” The survey turned up 
an interesting piece of self-analysis. Conducted among 
manual and white-collar workers, it revealed that only 
half of those questioned thought they and their fellow 
workers were producing all they could. 

In line with this, New York University’s magazine 
“Challenge” says that millions of Americans today per- 
form at a pace approximating that of people in a de- 
tached trance, Boredom has also given rise to active 
distaste, which in turn reduces personal output. Merit 
badges, color dynamics, piped-in music and personal 
counseling are external measures. They help but do not 
get to the heart of the problem. 

J. Douglas Elliott of Detroit Edison commented, “We 
can enlarge the job of the worker, not only to make his 
job less monotonous or repetitive, but also to give him 
a variety of tasks that require a broader knowledge and 
to increase the element of judgment in his job to give 
him more opportunity to do some creative thinking of 
his own.” 

The above references were, of course, made to those 
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peace Up, with your customers. Though the total 

sales volume of the jewelry industry has increased 
impressively in the past decade, the industry's share of 
the consumers’ expendable surplus has dropped from 
$1.23 (out of each $100 spent at retail) to 91 cents. 
During this same period the amount spent on motor 
vehicles increased from $10.39 to $17.56! 

It is interesting to note that the only categories suf.- 
fering a greater loss than the jeweler, in the percentage of 
their take, were “Family Apparel,” “Women’s Apparel” 
and “Men's and Boys’ Clothing.” 

Thus, it is evident that the expenditures for “personal 
appearance” has been lessened by the public’s inclination 
to keep up with the Jones’ via the garage, rather than 
the wardrobe. 

In addition to the automobile expenditures, American 
families have had heavy, initial, but non-recurring ex- 
penditures for the furnishing of a record-breaking num- 
ber of new homes. 

It is likely that the building business, having hung up 
new highs in unit sales during the past three years, has 
come importantly close to satisfying the backlog of pub- 
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people whose jobs may be classified as routine. But, we 
wondered, as we read the analysis and suggestions again, 
how many executives have slouched themselves into the 
same position as so many of their workers, as a result 
of the recent years of increasingly good business? How 
many owners of businesses are today applying their 
energies at a pace approximating a detached trance, be- 
cause their operations have become organized to the 
point of routine? To how many executives has con- 
tinued prosperity brought business boredom? 

How many then, could benefit from the counsel which 
Mr. Elliott offers for workers? 

How many executives could “enlarge their jobs, not 
only to make the job less monotonous or repetitive, but 
also to give them a variety of tasks that require a broader 
knowledge and increase the element of judgment in their 
job to give them more opportunity to do some creative 
thinking of their own’? 

Neither extreme poverty nor prosperity is conducive to 
the greatest in effort. One induces fear, the other smug- 
ness, and both impair production. 

We are now on a high plateau of prosperity. It be- 
hooves all of us to be alert to the dangers of complacency. 


lic needs for new homes and furnishings—and that the 
automotive requirements of the people will level off. 

Therefore, with the currently indicated continuance 
of a high discretionary surplus in the hands of the pub- 
lic, people should have more ready money this year and 
succumb more readily to the ever-existent appeal of 
jewelry store items. They should also be inclined to be 
more expansive in their unit expenditures for gifts. 

In general, Americans will be “reaching up” in their 
buying during 1956, and the total dollar volume of the 
jewelry trade should be greater. 

Of course, the distribution of any increase will not be 
even. It will go to those jewelers who recognize the 
opportunities present today—and gear their promotional 
activities to the new level of Americans’ ability to exer- 
cise their interest in the finer things of life. 


Meese A kee. 


THe JEWELERS’ CIRCULAR-KEYSTONE 








BIGGEST MONEY-MAKER 
IN SILVERPLATE! 








Flair is first on every count: 





rinst in sales among al/ brands of silverplate, 


rinsT in quality No brand name means as much to your 
customers as 1847 Rogers Bros 


Firs! for features’ Balanced place scttings, ncw place 


knives and forks, new multi-purpose service spoons 


Fins’ in opportunities blair deserves adequate stock 
(flatware and holloware), strong local advertising, win- 
dow features. Your “1847” representative or Approved 
Wholesale Distributor can help you get your full share 
of Flair $$$. Ask him 


1847 ROGERS BROS. 


America’s Finest Silverplate 





Made only by The International Silver Company, Meriden, Conn. 





DOUBLES THE 


This revolutionary new idea 


SALES POWER 





in de luxe in 


“DUO CHEST" 


(buffet trays included) 


“ECONOMY- PAK" 


(lift out buffet trays) 








Pfere's the answer to every customer's silver problem! 
Whether she needs a chest, or would rather keep her 
silverware in a buffet drawer—you have the solution. 
For now can she buy Community* either way—-due 
to this practical new idea. New extra value Duo 
Chest comes with separate trays that lift out. Or, your 
customer can buy her Community with the tray por- 
tions alone, for $20 less. (Trays in three sections to 
fic different-size drawers. ) 

The Duo Chest comes complete with service for 
eight at $89.75 (54 pieces, including valuable extras 

cold meat fork and gravy ladle). While the Econo- 
my-Pak (buffet trays holding the same number of 
pieces) costs just $69.75, packed in handsome gift 
box. The chest and trays will actually hold a full 


service for 12. (76-pc. set in chest $119.75; with trays 
only, $99.75). Note that your customer can get a 
12-place service in the trays—-for /ittle more than the 
8-place service in the chest! (A real opportunity to 
trade up!) 

Take full advantage ot this new way to sell Com- 
munity—today’s look in fine silverware. Attention- 
getting display and window banner free with two or 
more sets. Order now! 

“ 4 “ 
Duo Chest comes in choice of blond or mahogany wood 
finish. Tray and chest lining are anti-tarnish, in Tahitian 
Rose and dark beige. And don't forget, there are five 


beautiful Community patterns to sell—each created in the 
Design Studios of Oneida Ltd. Silversmiths! 





